Leading 50 Accounted 
for Overwhelming Share; 
Media Showings Varied 


NEw York, March 12—The na- 
tion’s top 100 national advertisers 
spent a total of $857,485,761 in 
general and farm magazines, sup- 
plements and network television 
last year, according to a compila- 
tion by Leading National Advertis- 
ers Inc. from Publishers Informa- 
tion Bureau and Broadcast Adver- 
tisers Reports figures. 

The ’58 total was a 5.5% in- 
crease. In 1957 the 100 top adver- 
tisers spent $812,131,124; in 1956 
the total was $754,274,612. 

Network tv got $502,268,254 of 
the total investment by the 100 
leaders; $269,943,155 went to gen- 
eral magazines, $9,240,598 to farm 


Number of Net 
TV Users Again 
Shrinks in ‘58 


Procter & Gamble 
Once More Leads List 
of Advertisers, TvB Says 


New York, March 12—The circle 
of network tv advertisers continues 
to narrow. Started in 1957, when 
there were 28 fewer network tv 
sponsors, this trend continued last 
year when there were 24 fewer 
names on the list. 

The total number of network tv 
users declined from 321 in 1956 to 
293 in 1957 to 269 in 1958, accord- 
ing to Television Bureau of Adver- 
tising records. However, the small- 
er number of customers still pour 
enough money into the medium to 
keep the sales curve moving up- 
ward. Gross time sales figures, as 
reported by TvB, show a gain of 
9.8% over the ’57 level for a total 
take of $566,590,401. 

(Note—McCann-Erickson’s esti- 
mates for total net time and talent 
costs in network, spot and local tv 
show a gain of 7% in 1958 for a 
total of $1.36 billion. TvB’s gross 
figures indicate higher percentage 
gains in all forms of video; the in- 
dustry must wait until the Federal 
Communications Commission fig- 
ures come out to find out who is 
correct about the amount of dollar 
volume gains in 1958.) 


s Industry sources attribute the 
shrinkage in the number of net- 
work tv clients to a variety of fac- 
tors. Among them: (1) Mergers, 
which mean that some companies 
Which used to show up twice on 
[ te list now appear once; (2) the 
| «cession, which caused some 
of @nders to tighten their budget 
yw fings; (3) program difficulties— 
“até heavy show casualty rate was 
enough to discourage some poten- 
tial sponsors; (4) high costs, which 
have tended to make the medium 
“too rich” for some companies with 


(Continued on Page 109) 


PIB Finds Top 100 
Spent 5% More in ‘58 


dvertising Age 


With which is incorporated Advertising Agency Magazine, formerly Advertising & Selling 
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magazines and $76,033,754 to sup- 
plements. 

Of the total for the top 100 ad- | 
vertisers, $700,721,615 was spent by | 
the top 50. This elite group ac- 
counted for $430,861,082 of the 
network tv total, $203,362,754 of 
the general magazine total, $6,800,- 
008 of the farm magazine total and 
$59,697,771 of the total invested in 
supplements. 


® Procter & Gamble was again the 
top advertiser last year, with Gen- 
eral Motors repeating as runner- 
up. But there was quite a bit of 
shuffling elsewhere among the top 
ten. 

General Foods jumped from 
sixth in 1957 to third last year; 
American Home Products moved 
from the No. 8 spot to fifth place; 
and General Mills displaced R. J. 
Reynolds Tobacco Co. in the No. 10 
position, moving up from 13th. 

Ford Motor Co., meanwhile, 
dropped from fifth to seventh, and 
Chrysler Corp. skidded from third 
to eighth. These two corporations 
were the only members of the 
top ten who spent less in ’58 than 
they did in ’57. Ford dropped about 
$2,700,000 to a $25,399,049 total. 
Chrysler cut back $7,600,000 from 
57 to $23,311,107. 

(Continued on Page 94) 


Spending of Top 
100 in Outdoor 
Dipped 9% in ‘58 


Over-All Decline Was 
3.7%; General Motors, 
Ford Were Leading Users 


New York, March 11—The 100 
leading users of national outdoor 
advertising in 1958 spent $91,172,- 
103, about 9% less than the $100,- 
301,432 the top 100 invested in 
1957. In 1956 the top 100 spent 
$96,685,000. 

These figures were released to- 
day by Outdoor Advertising Inc. 
in its fifth annual listing of the top 
100 users of the national medium. 

General Motors Corp. and Ford 
Motor Co. again maintained first 
and second places in the list of the 
100 largest users of the medium. 

Among the top outdoor adver- 
tisers, Anheuser-Busch retained its 
No. 3 position, while Shell Oil Co. 
moved up from seventh to fourth 
place, replacing Coca-Cola Co., 
which dropped from fourth to fifth 
place in ’58. 

Philip Morris Inc. moved into 
sixth place in ’58 from 35th posi- 
tion in ’57, displacing Affiliated 
Distillers Brands Corp. (a Schen- 
ley subsidiary), which dropped to 
15th position in ’58. 

William Wrigley Jr. Co. moved 
into seventh position in ’58 from 
11th place in ’57. 


# National Distillers Products Co. 
moved up from ninth to eighth 
place, displacing National Dairy 


(Continued on Page 109) 


Whole fresh already added 
to the worlds finest coffee ! 


Fresh eggs in Fireside Coffee coax out hidden f2¥0°S / sins. » iy” 
to give you extra enjoyment in every cup! 


EGG IN YOUR COFFEE—Livingston 
Coffee Co., Chicago, will run this 
color page for its new Fireside egg 
coffee product in the Chicago Dai- 
ly News March 25 and the Chicago 
Tribune April 1. Keyes, Madden & 
Jones is the agency. 


Big Klatsch Ahead: 
3 Coffee Marketers 
Converge on Chicago 


Cuicaco, March 13—Grocery re- 
tailers are bracing themselves for 
an invasion next week of three 
new coffee products by three dif- 
ferent companies. 

J. A. Folger & Co., Kansas City, 
is entering this market for the first 
time with its well-established 
Folger’s regular and drip grind 
coffees. Two other companies— 
North Woods Coffee Co. and Liv- 
ingston Coffee Co.—are bringing 
out new regular coffee products 
with egg added. 

Folger, a giant in the coffee in- 
dustry, will unleash its heaviest 
artillery starting March 16 in pre- 
paring the way for its assault. The 
company will use newspapers, 
radio and tv spots, outdoor (No. 
200 showing) and transit cards 
(outside buses). 


= The newspaper campaign begins 
March 17 with small (2 col.) ads 
(Continued on Page 112) 
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| Big Line Is $6,000,000 Advertiser ... 


Y&R Heads 


Standbys 


at American Airlines 


Account to Leave L&N 
After 4 Successful Years; 
Decision May Come Soon 


New York, March i2—High- 
flying American Airlines 
shopping for a new agency this 
week, 

The nation’s leading air carrier 
broke up a brother act in sacking 
Lennen & Newell as of June 1. 

Cc. L. (Bill) Smith, brother of 
Cc. R. Smith, president of Ameri- 
can, is not expected to move with 
the account this time. When Amer- 
ican moved from Ruthrauff & 
Ryan to L&N in 1955, Mr. Smith 
and his account team made the 
same switch. 

Lennen & Newell said American 


Maine Ad Tax 
Is Seen Doomed 


Aucusta, Me., March 13—Op- 
ponents of a proposed tax on ad- 
vertising were confident after a 
public hearing yesterday that the 
measure will be defeated in the 
Maine legislature. 

Appearing against the bill, which 
would levy a 3% receipts tax on 
advertising, were spokesmen for 
the Advertising Federation of 
America, Assn. of National Ad- 
vertisers and Maine ad groups. 
Sen. James E. Coffin and Rep. 
Ronald L. Kellem spoke for the 
bill. 

Chief arguments against the con- 
troversial measure were that the 
proposed tax (1) would be uncon- 
stitutional; (2) would be a tax on 
business growth, affecting all 
Maine business; (3) would dis- 
criminate against Maine media and 
advertisers, especially in print, 
broadcast and outdoor, and (4) 
would be doubled to 6% for ad- 
vertisers using co-op. # 


Last Minute News Flashes 
JWT Named to Handle Projected Small Ford 


Detroit, March 13—It was learned today that Ford Motor Co. has 
named J. Walter Thompson Co. to work up advertising plans for its 
proposed new small car, expected to bow in the 1960 model-year. 
Thompson already handles the regular Ford line. Ford Motor’s annual 
report, just published, indicates the company will indeed turn out a 


small car if conditions are right. 


Dailies’ ‘Third Selling Force’ Near Actuality 


New York, March 13—A third selling force for newspapers (AA, 
Jan. 26) will be an actuality by May 1, ADVERTISING AcE was told to- 
day. The new group, which would fit between the Bureau of Adver- 
tising, which sells newspapers generally but takes no orders, and the 
newspaper representatives, which sell individual papers but have 
trouble selling the general medium, has been underwritten by 11 rep- 
resentative companies to date. Another three or four okays—expected 
in the next few weeks—will get the new sales force off the ground, it 


was said. 


Carter Carburetor Names D'Arcy Advertising 

St. Louis, March 13—Carter Carburetor division of ACF Industries 
is moving its account from French & Shields to D’Arcy Advertising, ef- 
fective May 1, Apvertistinc Ace learned today. The account reportedly 


bills in excess of $300,000. 


(Additional News Flashes on Page 113) 


went | 


billed “just under $5,000,000” in 
1958. However, a source close to 
| the client placed the billing at 
|\“more than $6,000,000.” Currently 
introducing its new jet equipment, 
American is expected to spend 
more than $6,000,000 this year. 

Charles Rheinstrom, exec vp of 
American, lowered the boom on 
L&N over the weekend and began 
interviewing prospective agencies 
in his office Monday. 


= One of the first agencies to pre- 
sent its case was Young & Rubi- 
cam, the largest U.S. agency with- 
out an airline account and the 
odds-on favorite of Madison Ave. 
speculators. Y&R has reportedly 
been researching this account for 
a month and a half. It also has 
been working for American in 
Mexico for a number of years. 

Mr. Rheinstrom emphasized, 
however, that American has not 
made up its mind. He pointed out 
that he had not spoken to Y&R 
people before Monday. He said he 
plans to see 12 agencies. Observers 
favoring Y&R point to four factors: 
the agency’s size, its work for 
American in Mexico, its branch 
offices and its top-level Washing- 
ton contacts. 

In view of American’s day-to- 
day newspaper schedule (L&N 
produced a total of 1,100 ads for 

(Continued on Page 109) 


Pharmaceuticals, 
Lorillard Face 


Squeeze at NBC 


Advertisers Happy with 
Arthur Murray Mondays; 
Net Seeks ‘Friendly’ Shift 


New York, March 13—The ar- 
rival of a buyers’ market in net- 
work tv has not delivered the ad- 
vertiser from one of the chronic 
headaches that has plagued him 
periodically—being asked to move 
a show to make room for somebody 
else. 

The latest instance finds P. Lor- 
ilard Co. and Pharmaceuticals 
Inc., which already know how the 
ailment feels from past experience, 
going through the pangs again. 

As a part of the revision in what 
NBC-TV calls its “dream sched- 
ule” for the fall, the network has 
asked Lorillard and Pharmaceuti- 
cals to move their “Arthur Murray 
Party” out of the Monday 10 p.m., 
EST, spot to make way for Steve 
Allen. Both sponsors are happy 
with the $25,000 Murray tv party. 

Through their respective agen- 
cies, Lennen & Newell and Park- 
son Advertising, the cigaret mak- 
er and the drug company are 
fighting to keep Arthur and Kath- 
ryn dancing in their familiar time 
period. NBC, which reportedly has 
Plymouth (N. W. Ayer & Son) in a 
buying mood for a new Monday 

(Continued on Page 112) 
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JWT Is ‘All Right—if You Can Wait’... 


Join Thompson, See 
World? Well, Almost 


J. Walter Moves Men on 
World Map—to Function, 
Not for Linguistic Skill 


(This is the final of three articles 
on the international operations of 
J. Walter Thompson Co.) 


By Milton Moskowitz 
International Editor 

New York, March 10—Join J. 
Walter Thompson Co. and see the 
world, 

This is not literally true, of 
course. Would-be globetrotters 
who present their passports at 
Sam Meek’s door here are not 
likely to be rewarded with an as- 
signment to JWT’s Paris or Co- 
lombo office. 

As a matter of fact, of the 3,100 
persons currently employed by 
Thompson abroad, only about 50 
are Americans. 

The record shows, nevertheless, 
that Thompsonites have traveled 
widely during the past 35 years, 
and their experiences are part of 
the international history traced in 
these pages (AA, March 2, 9). 


® Sam Meek scoffs when anyone 
suggests that one of the criteria 
for overseas service is language 
facility. “If there’s anything we 
don’t need in a foreign country, 


De Soto May Back 


Film on Hernando 


Movie Would Follow 
Book Project Marking 
Chrysler Unit's Birthday 


Detroit, March 12—The De So- 
to division of Chrysler Corp. this 
week showed no letup in the pro- 
motion efforts it has maintained 
for a full year in celebration of its 
30th anniversary as a producer of 
automobiles. 

It rolled its 2,000,000th De Soto 
off the assembly line here Thurs- 
day, and was preparing for another 
drum beat with the actual fabrica- 
tion of its new spring model, the 
Seville, next week. 

Although De Soto’s 30th anni- 
versary officially ends this month, 
it is not closing the ports for its 
promotion guns. A_ contingent 
from its public relations staff and 
its agency, Batten, Barton, Dur- 
stine & Osborn, will take off for the 
West Coast in April for further 
discussion of possibilities of mak- 
ing a motion picture from the his- 
torical novel, “The Golden Eagle,” 
by John Jennings, based on the life 
of the Spanish conquistador, Her- 
nando De Soto. 

The De Soto people are weighing 
the possibilities of co-sponsoring 
it as a non-commercial entertain- 
ment film, as it did the book itself, 
underwriting some 200 hard cover 
and 20,000 paperback copies of the 
Jennings novel. 

De Soto invested $10,000 for pro- 
motion of the book and toward the 
author’s guarantee. Dell Publishing 
Co. started with an initial print 
order of 250,000 on the paperback 
edition, which went on sale last 
month, # 


McCarty Adds 2 Accounts 

McCarty Co., Los Angeles, has 
been named to handle advertising 
for Challenge Mfg. Co., Los An- 
geles, producer of construction 
and laundry equipment, and Cer- 
tified Trust Deeds, Long Beach, a 
home loan organization. 


jit’s the language,” he says. “We 
ican get plenty of people there 
who speak the language. 

“We don’t hire people because 
they are good internationally. We 
send a man overseas because we 
think he can do a good job for us 
and for our clients and because 


(Continued on Page 64) 


Pan Am, Douglas, 
Pond’s, Kraft Head 
]WT's Clients Abroad 


New York, March 12—The in- 
ternational account roster of J. 
Walter Thompson Co. is long and 
mighty. 

Some 500 accounts are handled 
| by the 32 international offices. 

To keep up with the changes is 
alone a formidable task. 

In the past year, for example, 
JWT lost Monsanto and Moore- 
McCormack in Argentina, Volks- 
wagen in Australia, Tetley in Bri- 
tain and Brylcreem in India. At 
the same time, it was adding Ab- 
bott Labs, Nestle and S. C. John- 
son in Argentina, Campbell Soup 
and South African Wines in Brit- 
ain, Braemar Knitwear, Minnesota 
Mining, Kellogg and Vick Chemi- 
cal in Germany and Mobil Oil in 
Peru. 


® Also in the past year, JWT 
dropped Cluett Peabody in Japan, 
Carnation Milk in Mexico, Bur- 
roughs in South Africa, Bristol- 
Myers in Belgium, Fruehauf and 
Hickok belts in Brazil and Buitoni 
and the New York Herald Tribune 
in Paris. 

Meanwhile, it gained Dunlop 
and Caltex in Japan, Firestone in 
the Philippines, Tabasco and Riggio 
tobacco in South Africa, Liebig 
and General Milk in Belgium, Qua- 


(Continued on Page 98) 


Heed Congress’ 
Dictum on Postal 
Hikes, P. 0. Told 


WASHINGTON, March 10—Mail 
users who are fighting the Post 
Office Department’s efforts to 
raise rates on catalogs and parcel 
post scored an important prelim- 
inary victory last week, when a 
hearing examiner for the Inter- 
state Commerce Commission or- 
dered the Post Office Department 
to submit new statistics which re- 
flect a deduction for public service 
costs. 

In a determined effort to head 
off rate changes which average 
about 25%, the user groups, spear- 


headed by the Parcel Post Assn., 
told Hearing Examiner Burton 
Fuller that the department’s cost 
estimates ignore the rate formula 
approved by Congress last year, 
which credits mail users for the 
cost of “below cost” services which 
Congress ordered the department 
to provide for large portions of the 
public. 

Although the Post Office De- 
partment contends that Congress 
did not intend to make any conces- 
sions in computing the cost of han- 
dling fourth class mail, Mr. Fuller 
indicated he believes the rate 
formula should be used in arriving 
at parcel post and catalog rates as 
well as other mail rates. His order 
today suspended hearings on the 
parcel post adjustments for 75 days 
while the Post Office Department 
submits new cost information. + 


45 LS mee 


J _ 
—) hi _——4 


FRANK DISCUSSION—Clint Frank (left), president of Clinton E. Frank 
Inc., and G. Bowman Kreer, vp and director of marketing services, 
review records of the past nine months when seven new accounts 


added between $4,000,000 and $5 


,000,000 in billings for the agency. 


Companies, Agencies Frank Surges to 


Cause Stations to 
Cut Rates: Griffin 


New York, March 10—A na- 
tional broadcast representative 
has placed some of the blame fo! 
price cutting by radio and tv sta- 
tions on advertisers and agencies. 

This opinion was expressed by 
Lloyd Griffin, vp of Peters, Griffin, 
Woodward Inc., in a letter to Ar- 
thur H. Lund, radio-tv director of 
Campbell-Mithun. Mr. Griffin’s 
letter was in reply to a letter sent 
by Mr. Lund to Peters, Griffin, 
John Blair & Co. and Edward Pet- 
ry & Co., in which Mr. Lund 
warned of the seriousness of a 
growing trend on the part of ra- 
dio-tv stations of selling time to 
national advertisers at retail rates 
(AA, March 9). 

“However, all of the ills are not 
on the station side of the fence,” 
Mr. Griffin wrote. “You must 
know there are certain advertis- 
ers and agencies who keep people 
on the road with the expressed 
purpose of trying to buy off card— 
that is, getting a special deal for 
their client. 


s “Many of these have been such 
tempting offers that weaker sta- 
tions find it very hard to resist. 
They also apply pressure by play- 
ing one station against another for 
the best deal. 

“When this practice exists, it is 
not surprising that some stations 
succumb to pressure and are led 
into the trap of trying to undercut 
the competition,” Mr. Griffin 
said. 

He estimated that 90% of the 
rate cutting activities is done by 
the third, fourth or fifth sta- 
tions in multiple-station markets. 
“There are undoubtedly stations 
in the two or three-station mar- 
kets that are guilty of this practice 
but it is a costly policy for them, 
in our opinion,” Mr. Griffin added. 


e “If you are to continue your 
campaign, I am sure that you re- 
alize that every effort should be 
put forth to advertisers and agen- 
cies, as well as stations,” Mr. Grif- 
fin wrote. 

“We will continue to urge sta- 
tions to recognize only published 
rates and we hope that you will 
start a campaign among all adver- 
tisers to cease and desist their 


Above-$10,000,000 
Billings Bracket 


Agency Boosts Its 
Business 500%—from 
$2,000,000—in 5 Years 


By Lawrence Doherty 


Cuicaco, March 11—Clinton E. 
Frank Inc., which reported 1958 
billings of about $7,000,000, has 
broken the $10,000,000 barrier and 
now says it is billing at the rate 
of between $11,000,000 and $12,- 
000,000 annually. Its exceptionally 
lively new-business operation may 
pad that figure further during 1959. 

This spurt in the billings rate 
follows a chain of events which 
started last June, when G. Bow- 
man Kreer resigned as co-manager 
of Campbell-Mithun’s Chicago of- 
fice. 

Bo Kreer moved over to Frank 
as vp and director of marketing 
services, bringing with him from 
Campbell-Mithun Perry Brand, ac- 
count supervisor and plans board 
chairman, and Richard Holtzman, 
account supervisor, plus the $1,- 
000,000-plus Hamilton Beach ac- 
count. 

In the ensuing months, more 
creative talent and more accounts 
found their way into the Frank 
agency. Seven new accounts ag- 
gregating $4,000,000 to $5,000,000 
have been added by Frank since 
June, the most recent being the 
$1,500,000 Bissell Carpet Sweeper 

(Continued on Page 72) 


ABP Jesse Neal 
Awards Honor 22 
Business Papers 


‘Industrial Design’ 
Captures Two Firsts 

in Biggest Field Ever 
New York, March 10—First 


place awards in the fifth annual 
Jesse H. Neal editorial achieve- 


practice of pressuring stations in-|ment competition for business pub- 


to special deals for themselves.” # 


Field Research Names Brinton 


lications have been won by the 
editors of Industrial Design, Nucle- 
onics, Industrial Marketing, Fleet 


Dr. James E. Brinton, associate | Owner and House & Home. Indus- 
professor in Stanford University’s | trial Design won two top awards. 


department of communication and 


Prof. Floyd G. Arpan, of the Me- 


journalism, has been appointed | dill school of journalism, North- 
consultant to Field Research Co.,| western University, chairman of 
San Francisco marketing research | the contest judges, said the caliber 


organization. 


(Continued on Page 111) 


Advertising Age, March 16, 1959 


Review Ban on 
Patent Agent Ads, 


Strauss Is Urged 


ANPA’s Williams Hails 
Commerce Secretary’s 
Statement on Advertising 


New York, March 11—The 
general manager of the American 
Newspaper Publishers Assn. ex- 
pressed hope today that the new 
Secretary of Commerce will follow 
up kind words with action which 
will show that his department is 
ready to defend advertising when 
it is under attack anywhere in the 
government. 

In a letter to Commerce Secre- 
tary Lewis Strauss, ANPA Gen- 
eral Manager Cranston Williams 
said he was “delighted” with 
“forthright” statements which the 
secretary made about the impor- 
tance of advertising when he ap- 
peared before Associated Business 
Publications in New York Feb. 26. 

“Naturally I was doubly pleased 
over these public statements,” Mr. 
Williams wrote, “because it has 
been a source of great concern to 
this organization and others that 
the Department of Commerce, 
which is one of the areas of sup- 
port for American business, has 
appeared to be unsympathetic with 
honest and truthful advertising 

(Continued on Page 22) 


Magazines Sell 
Big Ticket Items 
Better: Hubbell 


Simmons VP Cites Way 
of Top Advertisers at 
Hearst Sales Seminar 


New York, March 10—In the 
belief that it’s necessary to sell 
more intelligently and more ag- 
gressively in the magazine busi- 
ness, Hearst Magazines ran a series 
of creative selling seminars for 
each of its properties over a ten- 
month period, ending last month. 

To the seminar came a variety 
of agency and advertiser guests 
who offered various appraisals of 
magazine selling problems, as well 
as the individual Hearst magazine 
sales and promotion people, who 
illustrated how they put creative 
selling to work. 

Here’s some of the advice given 
by advertiser and agency people: 


e John W. Hubbell, vp, Simmons 

Co.: “In big ticket merchandise, 

the printed word is the great ad- 
(Continued on Page 114) 


H. H. DOBBERTEEN, a former vp, of 
Benton & Bowles and Foote, Cone 
& Belding, will become senior vp 
of Wilson, Haight, Welch & Grover, 
Harford, on April 1. Mr. Dobber- 
teen had his own agency in Grand 
Rapids before moving to New 
York, 
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Advertising Age, March 16, 1959 


TV Spectaculars 


Gain as Promotion 


Tool, Davis Says 


New York, March 11—Mer- 
chandising and promotion potential 
is one of the major reasons why 
more advertisers are buying tv 
specials these days, according to 
Hal Davis, vp of Grey Advertising 
Agency. 

In a speech before the time buy- 
ing and selling seminar of the Ra- 
dio & Television Executives Soci- 
ety, Mr. Davis said that tv super 
shows are proving very popular 
with companies whose sales forces 
need something special to focus 
on—“in September, before Christ- 
mas or after the first of the year.” 

On one occasion, he noted, a 
merchandising campaign that 
started out as a traffic building 
promotion caught on so well that 
it grew into a Westinghouse video 
special. This was the Benny Good- 
man Brussels’ World Fair Album 
which was sold for $1.29 through 
Westinghouse radio and tv dealers. 
After 250,000 copies of the album 
had been bought in four weeks, 
the appliance maker decided to 
present an hour Goodman telecast 
to capitalize on the promotion that 
was already rolling. 


# Mr. Davis also emphasized the 
importance of merchandising and 
promotion for regular tv series. 
And again he cited examples: 


e Ed Sullivan demonstrated most 
effectively years ago the solid im- 
pact a tv personality could have 
in the field, the agency executive 
said. Before this “merchandising 
revolution,” he said, “you couldn’t 
find a Lincoln-Mercury dealer who 
didn’t consider newspapers his No. 
1 medium.” Now, he continued, 
some dealers have pulled their 
funds out of newspapers and put 
them into broadcasting. 


e Greyhound Corp. used the Steve 
Allen program, which is “basically 
a participation show.” Here Grey 
hit upon the idea of using a sleek 
(Continued on Page 22) 


Abolish Agency Commission System, 


Form Ad Council, 


Exhaustive Report by 
Institute of Economic 
Affairs Probes Industry 


Lonpon, March 11—Twenty-one 
recommendations to improve Brit- 
ain’s advertising business have 
been offered here by two econo- 
mists who made a searching one- 
year study of the industry. 

The recommendations, contained 
in “Advertising in a Free Society,” 
include revolutionary proposals 
covering a wide range of adver- 
tising and marketing activities. 

The 150,000-word study, the 
work of Ralph Harris and Arthur 
Seldon, was published by the In- 
stitute of Economic Affairs. More 
than 100 interviews were made for 
the study and the authors were 
aided by all sections of the adver- 
tising business in collecting mate- 
rial for their independent review. 


s Among their more controversial 
recommendations are that the 
agency commission system should 
be abolished, and that advertising 
agencies belonging to the Institute 
of Practitioners in Advertising 
(IPA) should be free to advertise 
their services to potential and ex- 
isting advertisers and compete 
more aggressively for accounts. 
They also call for the establish- 
ment of an advertising council on 
the lines of the Press Council 


Lescoulie 


Walsh; Bryan Houston, chairman 


Houston 


Manchee, consultant to BBDO. 


| Officials Urged to 
_ Alter Rules to Eliminate 
_ ‘Exclusions by Definition’ 


| Wasuincton, March 13—The 
|long hassle over revision of the 
| Defense Department’s rules on the 
treatment of advertising is report- 
ed to be in its final phase, and 


Lusk there appears to be a possibility 


Manchee Cunningham 


MADISON AVE. ON Tv—Four of the country’s top agency men turned that the final draft will give ad- 
up on NBC’s “Today” show last Feb. 24 to give their answers to 
some of the cliche charges that are made against the advertising 
business. On hand to answer Jack Lescoulie’s questions about the 
public image of Madison Ave. were Robert E. Lusk, president of 

Benton & Bowles; John Cunningham, chairman of Cunningham & 


| vertising somewhat more favorable 
treatment than it has had in the 

| past. 

| Under existing rules, which date 


of Bryan Houston Inc., and Fred 


Edison Institute 


in Planning of New 
Products: Schruth 


Cuicaco, March 11—Advertising | 
and marketing men should exert 
more influence in the future in| 
the development of new products, 
Peter E. Schruth, vp and adver- 
tising director of The Saturday 
Evening Post, said last night. 

“I think many of the new prod- | 
ucts that we will be selling in the | 
next ten years will have to come 
from the ideas of the marketing | 
man rather than the production 
man,” Mr. Schruth said in a talk 
before the Advertising Executives 
Club of Chicago. 

“It is all very well for a DuPont 
to ask what can be done with a 
nylon or an Orlon, but it is high 
time that the marketing man asks, 
‘What can you produce to meet 
this certain need or desire?’ 

“For too long, we have found 
|markets for products. We had now 
better emphasize producing prod- 
ucts for markets. And it’s the 
|marketing man who should wield 
\the influence in producing those 
products.” 
| (Continued on Page 114) 


Adman Should Share |9§ Retailers 


British Urged 


which was established following 
the royal commission on the press 
of 1949. This, they said, should 
consider complaints from the pub- 
lic or advertisers about particular 
|advertisements, make recommen- 
dations to advertisers, agencies and 
media owners, and publicize in 
periodic reports its findings on all 
advertisements examined. 

The advertising council, they 
said; should consist of advertisers, 


agents, media owners and lay 
members under an independent 
| chairman. 

Despite its “21 recommenda- 


tions,” the report is on the whole 
favorable to advertising. 


= In one part it says: 

“It is less true than it was that, 
of all commercial expenditures, 
advertising is the most specula- 
tive. But advertising men are still 
like scientists seeking for the 
truth. They are getting nearer, but 
are still some way off.” 

The authors suggest that adver- 
tising keeps competition keener 
than it would otherwise be; that 
the cost in highly advertised prod- 
ucts seems surprisingly small, and 
that advertising is part of the pro- 
cess of persuasion and information 
that distinguishes a free society 
from one in which consumers are 


coerced or left with little choice 
about how to live their lives. 


(Continued on Page 46) 


Sets $2,600,000 


Are Brand Names Multi-Phase Push 


| Corette Hits High Court 
Ruling on Ad Deductions 


Award Winners 
| as ‘Solar Plexus Blow’ 
New York, March 11—Awards | 


for the 11th annual Brand Name; Cuicaco, March 11—Details of 


| Retailer-of-the-Year were madeja new National Electric Living 


this week to 140 merchants across | program—backed up by a $2,600,- 
the country, chosen from 558 fi- | 000 advertising budget—were pre- 
nalists in the annual Brand Name |sented to executives of electric 
Foundations competition. |power industries at the 25th an- 
Selections were made in 26 cat-/|nual sales conference of the Edi- 
egories in all except one of which | son Electric Institute this week. 
a plaque and four certificates off The new program has three 
distinction were awarded. In the) parts, designed to sell more appli- 
gasoline service station category,|ances, improve home electrical 
14 certificates were given in addi-| wiring and sell more and better 
tion to the plaque. Ohio topped | lighting. Fuller & Smith & Ross, 
the state honors with 15 citations; | Cleveland, is the agency. 
Milwaukee—with four awards—j| Though the Edison Electric In- 
led the individual city honors. stitute has sponsored promotions 
Decisions were made primarily|in the past, including Medallion 
on the basis of the companies’ 1958 | Homes and Housepower, this is its 
brand advertising and promotional first unified program. EEI said 
campaigns, as well as their edu- |advertising will be concentrated in 
cation of customers and sales per-|daytime tv, magazines and point 
sonnel about the basic policies of |of purchase material. Newspaper 
featuring manufacturers’ adver- vad mats will be offered to dealers. 
tised brands. J. E. Corette, president of EEI 
jand of the Montana Power Co., 
Butte, said the ad budget may 
reach $3,000,000 this year, when 
contributions from all 196 mem- 


# The winning merchants will be 
honored at a three-day celebration 
in New York April 13-15. Winners 


of plaques in each of the categories | bers.of the institute are received. | 


are: He added that EEI hopes manu- 

Alcoholic beverages stores: Ridgewood | facturers will support the Electric 
Wine & Liquor Co., Ridgewood, N.J. 

Appliance stores: Gerhard’s Inc., Glen- (Continued on Page 98) 
side, Pa. 

Automobile dealers: C. Ed Flandro 
(Ford), Pocatello, Ida. ad 

Building materials dealers: The Building 
Materials Center Inc., Pueblo, Colo. 

Children’s stores: Heaven to 7, Des 
Moines. 

Department stores—Class I: Lit Broth- 
ers, Philadelphia. 

Department stores—Class II: A. W. Lu- 
cas Co., Bismarck, N. D. 

Drug stores—Class I: Glaser Drug Co., 
St. Louis. 

Drug stores—Class II: Sanders Prescrip- 
tion Pharmacy, St. Albans, Vt. 

Farm equipment dealers: Toews-Mehr | 
Implement Co., Mankato, Minn. | 

Food stores—Class I: Alpha Beta Food 
Markets, La Habra, Cal. 

Food stores—Class 11: McKay's Markets, | 
Eugene, Ore. | 

Food stores—Class II: Sparkle Super 
Markets Assoc., Akron, O. 

Furniture stores: Glick’s Furniture Co., | 
Columbus, O. 

Gasoline service stations: Heath & Allen | 
(Atlantic), Lambertville, N. J. } 
Hardware-housewares stores: 
Green & Sons, Long Beach, Cal. } “ o 
Home builders: Willard Woodrow Inc., | seme California Zephyr 

Bellflower, Cal. Vet wOSt TALE apoeT eaim im Tat ( 
Jewelry stores: Corrigan Inc., Houston, ‘francine - Gaand «Slt he City - Bomver «Chisago 
Tex. 
Men's wear stores—Class I: Maurice L. WESTERN PACIFIC 
Rothschild & Co., Chicago. 304) 
Men’s wear stores—Class IT: Jacob May- 
er, Easton, Pa. 
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Music stores: Dickinson Music Shop, pecape—Ads like this will 
Dickinson, N. D | placed in 40 newspapers between 
Office equip t & stati stores: 
Georges Stucrt Inv., Orato, Fis. March 18 and 21 to mark the 10th 


Photographic stores: Artz Camera Sup- janniversary of the California 
ply Co., Aberdeen, S. D. Zephyr, which Western Pacific 
— stores: Cardinal's, Corpus Christi, ‘Railroad calls “the most talked 

Specialty stores: Wormser's of Lafay- | about train in the country.” Honig 
ette, Lafayette, La. Cooper, Harrington & Miner, San 


a ae stores: Ed Brendamour | Francisco, is the agency. 


U.S. May Ease Rule on 
Defense Contract Ads 


| back to the early days of World 
War II, the government reim- 
_burses defense plants only for ads 
in trade and technical publications, 
jor for ads which are to recruit 
personnel. In the current dispute, 
some of the leading defense con- 
tractors are arguing that institu- 
jtional advertising, in reasonable 
amounts, should be allowed in any 
medium which the advertiser con- 
siders appropriate for its purposes. 

The current argument was al- 
ready far from new when Defense 
Secretary Neil McElroy arrived 
here nearly two years ago. Ac- 
jcording to a report by Allen 
Smythe in last Sunday’s New York 
Herald Tribune, Mr. McElroy has 
|been kept informed on develop- 
ments, and is said to be agreeable 
| to “clarification” of the treatment 
|Of advertising and certain other 
executive benefits which have 
been proposed by the defense con- 
tractors. 


® In the lengthy negotiations over 
revision of the cost rules, there 
have been reports on several oc- 
casions that a “final” draft was 
about ready. The Herald Tribune 
| article said that Assistant Secre- 
tary of Defense E, Perkins Mc- 
Guire hopes to have the final draft 
ready next month. 

Until now, the Defense Depart- 
ment’s auditors have been reluc- 
tant to make any change in the 
advertising rule in the face of a 
long-standing government ruling 

(Continued on Page 98) 


Koehler Calls 
15% Commission 
‘Rut’ for Agencies 


CHICAGO, March 10—R. H. 
(Dick) Koehler, director of ad- 
| vertising and publicity for West- 
inghouse Air Brake Co., last night 
criticized the 15% agency commis- 
|sion setup as a “rut.” He urged 
| advertisers and agencies to devel- 


|Op a compensation system which 
| would be more equitable for both 
parties. 
Speaking at a meeting of the 
ational Industrial Advertisers 
Assn., Mr. Koehler asserted that 
“advertising must grow with the 


‘| times and should not be tied up 


with a system which is not in 


— | tune.” 


| He maintained that if a com- 
Leow is going to conduct a well- 


Essss=~"-|rounded advertising program, 
| which includes non-commission- 
| able as well as commissionable ad- 


vertising, “you can’t have the job 
done anywhere as economically or 
as expertly as you can at your 
agency. If you use the agency only 
to produce commissionable ads, 
you are losing 50% of its useful- 
ness.” 


s He pointed out that agencies 
maintain staffs of experts in all 
phases of advertising which the 


; | average company could not afford 


to have. “If you want an agency 
to perform services other than pre- 
|paring ads for which it receives 
| the standard 15% commission, you 
must pay for it,’”” Mr. Koehler said. 
“It will cost you more money but 
I feel you will get more than your 


be | money’s worth.” 


He suggested that the 15% com- 
|mission system be replaced by a 
fixed fees charge or an hourly 
|rate charge system. “The adoption 
lof either of these methods forces 
la company to determine immedi- 
| ately just what portions of the ad 
| program it will do and what will 
‘be done by the agency,” he said, # 


=| aad 


(vnsoate eee 0! 


beta as. Hi pera ye a tt ee! ee ee ee eI ee aoe Er, 3 ae “Dee Oe es Maaeete ra) PR go OS ee erm tw CI lk gee v3.9 = a evegcey* aie : 
ee ~ 7 eee , iE 0 re e EL at oh “eanpEeen iG ale ee” Fe. Se eens See Pan eae = id ate 2 2 aig A ee ae oierh tas. thee a es 9 : Aa 
es on ae ae 4 roae Je Pe Rea dy Cae a ty Rana Ot, he ge ee oae aaeepe eo ceae a see Po ae pete f - a _ See ES clei nag er near - Seah bet a oa 2 gs aes 
OR pee ae ee Ce ee a ee ee Se oe ie et 
q E rm, as ee A ae i . ; = Ast = + hn at ' ? = Bek a iti 
: e cae r ‘Gis Si € pe i go Wy - i r bie 
° i a Re uk $ esd 9 ie “ee pees see YS ie meee, hast ; FS ic ae a oy Preah! eee, 
re x tate - ere Be ation a 5 en ae Mee Se oe % Pane 
Po | 5 : = as a 4 F 
2S Ee ae ae me Fate x u 
| a ¥ — eda ns bond anh rae TH 
oe Sa ail f at tee rae : ie iia) ee a 
i 3 ao, lean i ane : ae 
‘ - Aue ae (Rawat ee pila Pee a j 
ae <a fe Aree is SS Rad at ia ae soe." 
| sig ache Be Bey he Sah ah ia ale: oF aroma 
| a eee Teta - — 
Rt ae Sp Nea Rae i ; Ai ee 
i 7 ’ aa 
AES er cara ee a; oy st . r eS. ee 
\ See a We ~— eS ae 
Ez; .. 2a enna: 4 ry <4 : We ™ —— ok) 4 gees 
oe Ray ia. pera ee ¢ ‘ be i & * a 
ea gs | ene 4 we oe ae « a 
| . 2 aa # jag i ee ‘ pee ee ee iy aS 
| a sen See 8 eee —_—_ “See pet 
TE ee oe ee | a 
Sa OP ee ms ome” fy? pe ac ee a 
ies eg x > “aye ie of Fae Pel Pits: ao a een 
ine 3G es. 5 ey Ree eS Pee gt ee ae 
ae are oe 4 5 Sl Sali aera i ie 
Bhs a og So Le i cae a i ee 
fe : tia; ee ae a. fo 4 | = 
ak a ee eee a ae gee oe es 
; = ‘ “ sting ke i MO ee pe ee 
a - : - aN eli oa ues 
4 is ba ieee , 
as er 
eg 
: We oe 
ee ; 
i | . 
> 
a 
a a 
ol 
eg 
‘ae 
ei 
=f 
ee 
nie 
Pi, 
Be 
Me. 
a ™ 
J 5 lia 
Be 
ity 
Po Po a 
a> 
ane 
| Oe, 
| # 
| 
Tae 
ite 
1 ae 
: 4 +3 
net 
Lae 
S zy 
} a 
es 
i 
a =H 
aL 
4 
nF 
% i. 
3 
Rs 
of i 
le 
p 
T, 
f= 
id } ri 
w § ‘ 
| po u 
Bees aac aya : : ‘ a ‘ 
Pen ATE ae by Ny Src Camere “Re aah Se Ds re bag Mos tise oo er rn Be as Ng a i 4 Ae ee a eS 9 Se * Cae RAR RM ee re SA CR nr aie Se A Rain Se Oe a ieee ety < oy See 
Ha re ag ee a aa Vg ei a ae Ree eines Pitt Wa 0 ete a Om Poy Sen l EAs eI eer ae) t ie  6 rY mots tf 7c AURIS Ie eer ces sais ial aie caren ne Miba eo | hs ei eg Past Th em bs Spi Ly gets gr oe paw) Bera ase, Ae See 
se lion a ick years BAe Rigen aod 2 8 Aa t aol Wee a Sitaram Sania sths gt AlN Sea Re eerie et eh ay ae Net nea tpeame re peti, es eta Dae SG oe Geeta nant Rd ye el = URN cit Rte Rate tee Scale party YT Se ae ne Nt Minh VY toy, Seek Ne gees ie 
De eee ate we hai ot pee ohne baie Wt lade tek or aaa LS es ee eee mar EP oe, EC SES a ee I ee: a ae St Peete fee; oo ate hee” ope e ee acco ae pee ea Paes aie Paes ed Riek see 
SOL REM GEM Sa US fear ie 2. a See FS an ee meena.) 0 a emer gear ae eet a amine a ae ee a OMe en wy a tee ee eimai to a Gl oe a vee aia fats ee Saya ee toe ate ie aioe. age es 
ee cece ap paeaieaere oe So ete re REESE DS SER Se a oI ae ee i mS EONS SAP eer mmeens- tigen eee 
pies uti cokes ed ee Par erat UN aa acter Poe ed ote eae oF ge ie et OR Tie Py eee tee Yo he i Ae CN SS ie PS SN oa ee ey 20s Ni 2 eS eS mS Poe TULEE Ee Pints. tae ON notre ee eee mime cee Sai en pe cent cc a Net ga FO i Racy ee Smee Segre FAM pe 


4 


Meldrum & Fewsmith 
‘Attiliates’ with 


Barnes Chase Co. 


CLEVELAND, March 13—Meldrum 
& Fewsmith, which last year 
billed $10,500,000, will announce 
Monday a “new kind of interlock- 
ing relationship” with Barnes 
Chase Co., San Diego, which billed 
$2,509,000 in 1958. 

The agencies will explain the 
arrangement by saying that “it is 
not a merger, since each manage- 
ment retains full autonomy” but 
each agency “has purchased a 
stock interest in the other and 
will have representation on the 
other’s board of directors. These 
factors plus a comprehensive re- 
ciprocal service arrangement car- 
ry it far beyond the general ac- 
cepted concept of affiliation.” 


8 Meldrum & Fewsmith, which 
expects to exceed $12,000,000 in 
billings this year, 


$3,000,000 for 1959, anticipate their | 


association will result in “a na- 
tionwide expansion in the opera- 
tional scope of both agencies.” 
Meldrum & Fewsmith has offices 
here and in Detroit and Barnes 
Chase has offices in Los Angeles, 
San Francisco and San Diego. 

E. T. Morris, president of Mel- 
drum & Fewsmith, said nearly all 
his agency’s accounts have West 
Coast distribution and marketing 
operations. Barnes Chase, headed 
by James B. Lane, expects east- 
ern representation will help the 
growth of marketing programs of 
a number of its clients. 


s Meldrum & Fewsmith, which 
billed $10,900,000 in 1957 and $10,- 
500,000 in 1956, has a number of 
industrial and consumer accounts, 
including Durkee Famous Foods, 
Ford Motor’s tractor and imple- 
ment division, Glidden, Republic 
Steel, Seiberling Rubber, White 
Sewing Machine and Willard Bat- 
teries. Barnes Chase, which billed 


and Barnes | $1,914,000 in 1957, handles among 


Chase, which predicts more than| other accounts Rohr Aircraft, Gen- 


een eran 


eral Atomic Corp., Stromberg- 
Carlson (San Diego) and Copley 
Newspapers. 

In ADVERTISING AGE’s agency 
billings issue Feb. 23, Barnes 
Chase was incorrectly reported to 
have lost the Circle Realty, Gen- 
eral Atomic, Non-Linear Systems 
and Marvin K. Brown Cadillac 
accounts in 1958. These accounts 
actually were among those gained 
by the agency. # 


Time Inc. Net Dips 

Time Inc., New York, has re- 
ported its 1958 net revenue was 
$245,102,000. This was $9,000,000 
off from the 1957 total, highest in 
the company’s history. Net income 
after taxes was put at $8,737,000, 
compared with $12,024,000 (be- 
fore special items) in 1957. 


ype to ‘Post-Gazette’ 

Robert Spraker has been 
cues assistant manager of gen- 
eral advertising of the Pittsburgh 
Post-Gazette. He formerly was in 
the general advertising depart- 
ment of the Toledo Blade & Times. 


WALTER S. MARTIN, 
Regional Sales Manager, 
Seattle 

E. L. BRUCE CO.., Inc. 


"We concentrate where people are 
...and Tacoma has the people!” 


Mr. Martin says: 


“To get the best from our advertising dollars we must concentrate 
where people are! And the 308,000 folks living in the Tacoma market 
are worth a great deal of our sales and merchandising efforts. To sell 
Bruce Floor Products to these able-to-buy people we rely greatly on 
advertisements in the Tacoma News Tribune. We know that no 
outside newspaper approaches the circulation coverage of the News 
Tribune in its marke 


TACOMA NEWS TRIBUNE 


TACOMA, WASHINGTON 
Circulation more than 83,000 


Represented by SAWVER-FERGUSON-WALKER COMPANY, inc. 
New York * Chicage * Philedelphia * Detroit * Atlanta * Los Angeles * San Francisco 


Advertising Age, March 16, 1959 


Highlights of This Week's Issue 


The top 
$857,485,761 in general and farm mag- 
azines, supplements and network tele- 
vision, according to a Leading National 
Advertisers compilation from PIB and 
BAR figures Page 1 


Coffees inundate Chicago as two new 
brands—Fireside egg and Folger—come 
into market and North Wood egg cof- 
fee, which has instant, eucsau to intro- 
duce a regular... Page 1 


The number of advertisers using net- 
work television has declined from 321 
in 1956 to 293 in 1957 to 269 in 1958, the 
Television Bureau of Advertising 
ports 


Price cutting by radio and tv stations is 
partly the fault of advertisers and 
agencies, Lloyd Griffin, Peters, Griffin, 
Woodward vp, says 


De Soto continues to celebrate its 30th 
anniversary, may back movie on life of 
Hernando De Soto in same fashion it 
helped out with recently published pa- 
per-back book on the Spanish explor- 
er Page 2 


Clinton E. Frank Inec., which reported 


1958 billings of about $7,000,000, has 
broken the $10,000,000 barrier and now 
says it is billing at the rate of between 
and 


$11,000,000 $12,000,000 annual- 


ly 


Post Office Department is told to submit 
new statistics on fourth class mail rates 
reflecting a deduction for public serv- 
ice costs by hearing examiner of In- 
terstate Commerce Commission ..Page 2 


Print media sell the big ticket items bet- 
ter than other media, Simmons Co.'s 
Hubbell says at Hearst seminar ..Page 2 


Merchandising and promotion potential 
is one of the major reasons why more 
advertisers are buying tv specials these 
days, Hal Davis, Grey Advertising vp, 
SRS See Page 3 


Advertising and marketing men should 
exert more influence in the future in 
the development of new products, Pe- 
ter E. Schruth, vp and advertising di- 
rector of The Saturday Evening Post, 
says ........ Page 3 


A $2,600,000 advertising budget for a 
new National Electric Living program 
is unveiled at 25th annual sales confer- 
ence of the Edison Electric Insti- 
tute Page 3 


Britain's advertising industry is given 21 
recommendations to improve business 
in study by luding the 
abolition of the commission system and 
establishment of an advertising coun- 
cil Page 3 


The 15% agency commission setup is a 
“rut,"” R. H. Koehler, director of ad- 
vertising and publicity of Westing- 
house Air Brake Co., tells Chicago 
NIAA Page 3 


Congressional move to “ease” tax rule 
n “lobbying” ads may not turn out to 
be beneficial to all advertising if new 


rules affect all non-product ads Page 6. 


Newspaper r.o.p. color advertising is 
credited with boosting Pepsi-Cola sales 
and development by Alfred Steele, 
chairman of the company ........... Page 16 


100 national advertisers spent) 


Waterfill & Frazier will promote its bour- 
bon in $250,000 print drive featuring 
early 19th century woodcut charac- 
ters Page 20 


Jenkins Spirits Corp. will launch Jenkins 
Reddy Made mixed drinks in New York 
March 20 with three ads twice a 
week for six months in the New York 
Daily News Page 24 


Sam Goody, the man who revolutionized 
retail record selling, finds himself spin- 
ning with financial difficulties .Page 26 


Consumers are more optimistic, but they 
are still keeping a firm grip on their 
purse strings, Federal Reserve Board 
2 ee Page 30 


Chicago banks promote their facilities to 


women in step to woo fair 
| TE Ree esspeoctantscnsnesantd Page 4 
California passes bill to “take the 
racketeers out of instalment buy- 
| sstetaiietsrcnmcncirenintiniiauel Page 42 


Jos. Schlitz Brewing Co.'s Old Milwaukee 
beer gets $1,000,000 ad promotion in 
Michigan 


New marketing concept has resulted in 
marketers shifting emphasis from sell- 
ing what they make to making what 
will sell, Al N. Seares, head of Na- 
tional Sales Executive—International, 
writes ane Galeton: Page 54 


A Negro family will maintain higher 
standard of living and represent a 
greater market for quality merchan- 
dise than a white family with same in- 
come, Texas Southern University study 
shows 


The modern advertising agency must be 
equipped to operate in all phases of 
marketing to fulfill the big responsi- 
bility of handling large sums of ad- 
vertising’ dollars, Eugene Harrington, 
chairman of Honig-Cooper, Harrington 
& Miner, says 


Pillsbury Co. will invest $800,000 in news- 
paper advertising in the first quarter 
WOE UNITY ctedaessukctunanictiiccnduneskianncietmeiidied Page 100 


REGULAR FEATURES 


Advertising Market Place ........................ 110 
Agencies Ask Us ............. 93 
Along the Media Path . vel 
Art Director’s Viewpoint . 88 
Coming Conventions ....... 105 


Creative Man’s Corner 
Drawthinks 
Editorials pueasene pinleomnateanssipeapnabi 
Employe Communications 

Getting Personal ..................... 
Information for Advertisers ... 
Learning from Retail Ads ... 

Looking at Radio & TY ... 
Merchandising Ideas ................. 
Obituaries 
On the Legal Front ....................... 
On the Merchandising Front 
Peeled Eye Department ... 
Photographic Review ... 
Rough Proofs ........... 
Salesense in Advertising 
This Week in Washington 


Bete PIGS TOM cecsccccceescsinsse . 88 
Voice of the Advertiser . 192 
What They’re Saying ... 12 
TO GD GR TOW oiccecicccccseenccscsescccceses 106 


is aimed at the 
world of finance. 


is read for profit! 


MEW TORK 
50 Broadway 


CHICAGO 
71 W Mone 


corporate advertising 
campaign is complete 
unless a portion of it 


Where advertising, too, 


BOSTON 
388 Newbury Sr 


CLEVELAND 
1010 Evel 


LOS ANGELES 
2999 W 6th Sr 
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THEY'RE 
_ APPLAUDING 

“CAMEO | 
THEATRE” 


Wecall it CAMEO THEATRE. It’s the same “Matinee Theatre” 
series that had a three year network run. In syndication, these 
full-hour dramas are winning the applause of advertisers and 
viewers alike. 


In Detroit, for example, WWJ-TV hung up the SRO sign for par- 
ticipations within eight selling days—before the show even hit the 
air! Procter & Gamble, which had been among “Matinee Theatre” 
network sponsors, wanted in again. P & G joined the American 


Tobacco Company, Bristol-Myers Company, Brown & Williamson 
Tobacco Corporation, Miles Laboratories, Inc., Standard Brands, 
Inc., and the Wildroot Company, Inc. 


Here’s an Emmy Award winner show that’s solid “box office.” As 
CAMEO THEATRE, it is now being cheered in many major mar- 
kets coast to coast, among them: Boston, Chicago, Detroit, Los 
Angeles, Miami, New Orleans, New York, Philadelphia and San 
Francisco. Enjoy your full share of the applause in your market, 


VICTORY PROGRAM SALES 


A DIVISION OF CALIFORNIA NATIONAL PRODUCTIONS, INC. ¢ Canadian Representative; Fremantle of Canada, Ltd, 
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This Week in Washington ... 


Move to Ease Tax Rule on ‘Lobbying’ 
Ads May Imperil All Non-Product Ads 


By Stanley E. Cohen 
Washington Editor 

WasuIncTon, March 12—At least 
three bills have been introduced to 
upset recent Supreme Court deci- 
sions which prevent liquor dealers 
from taking a tax deduction for ads 
which were used to defeat a dry 
law referendum. 

Obviously there is widespread 
recognition of the fact that these 
decisions represent an _ injustice 
which ought to be corrected. But 
before the legislative drive goes 
any further, it might be wise for 
advertising groups to do some dis- 
creet reconnoitcring. 


Strange as it may seem, there are | 


people in Congress who think ex- 
isting tax rules allow too much 


| government is grubbing for addi- 
tional sources of tax revenue, a 
bill changing the tax status of ad- 
vertising might be amended be- 
yond recognition. 


| Joseph Clark (D., Pa.) told his col- 
leagues billions could be raised by 
closing tax loopholes. At least $7 
billion might be obtained by crack- 
ing down on convention trips for 
wives, company cars, yachts, con- 
ventions abroad, night club and 
theater parties, and gifts, he said. 
“Consideration should be given to 
limiting deductions for advertising 
expense not related to the sale of 
products.” 


s In the light of the Supreme 


Last week, for example, Sen.) 


there is an understandable inclina-, Richard Neuberger (D., Ore.), in-| 
tion to say: “How could it be cluded on his list a plan to let the 
worse than it is?” Actually, of| Post Office Department fix its own| 
course, it could be worse. Treasury | rates. 
rules deal only with ads for lob-| Sen. Neuberger, a member of 
bying, promotion of legislation, and | the Senate post office and civil 
“exploitation of propaganda.” On| service committee, figures Post- 
numerous occasions, treasury of- | master General Arthur Summer- 
ficials have reiterated that other | field could be counted on to move | 
non-product ads are not in danger. | fast on another rate adjustment | 

Admittedly it would be reas- | to bring at least $350,000,000 of 


On the other hand, that isn’t the | Flying Ist Class¢lass mail by air” 
kind of legislation that is likely to | was just a bit 
|pass unchallenged by Sen. Clark | closer this week, as a result of a 
| and by the group of Senate liberals} new arrangement in the Senate 

who applauded his remarks. At) post office and civil service com- 
this writing, no one—including the | mittee, which put Sen. A.S. (Mike) 
|advertising groups—knows how Monroney (D., Okla.) in the chair- 


many votes Sen. Clark’s group| manship of the post office com- 
could muster. mittee. 


Other Senate lib- | 
Suggests P.O. erals have also mail by air,” but he is also a spon- 
| Fix Own Rates been offering|sor of legislation to put a 50-lb. 
revenue - pro- limit on parcel post, regardless of 


suring if Congress could be in-| additional revenue to his depart- | 


duced to pass new legislation pro- ment. 
tecting those who feel that “public | 

issue” ads are important to the} The day of a 5¢ 
survival of their businesses. Senator Likes rate for “all first 


He is not only a friend of “all | 


Advertising Age, March 16, 1959 


ROBERT E. KAHL hos been appointed 
vp in charge of marketing for Bor- 
den Foods Co., New York. For- 
merly at Young & Rubicam, Mr. 
Kahl joined Borden in 1952 as 
merchandising manager and has 


been assistant vp in charge of 


marketing. 


|reasonable “compromise” substi- 
| tute for a 1951 law which involved 


advertising. At a time when the! Court verdict in the liquor cases, ducing ideas. One of them, Sen.' destination. He regards this as ala variety of weight limits, from 


Ist in total share of audience... now at an all-time high in 


TAMPA - ST. PETERSBURG! 


Latest ARB proves definitely that in the MARKET ON THE MOVE .. . THE 
STATION ON THE MOVE is WTVT! Penetrate this dynamic, growing market 
... now 30th in the nation in retail sales . . . with the top-rated station, WTVT! 


(ARB based on 
SHOW 


Check these 
15 top-rated shows! 


*NOTE—4 WTVT syndicated shows in top 15 


4-week average) 


STAS. 


Wagon Train B 42.1 1 

I've Got a Secret WTVvT 39.9 2 

Gunsmoke WTVT 39.4 3 

1 Love Lucy WTVT 38.0 a 
Highway Patrol* WTVT 37.1 5 
Perry Mason WTVT 36.7 6 
State Trooper* WTvT 36.5 7 
Millionaire WTVT 34.3 8 
Wells Fargo B 33.8 =} 
Red Skelton WTVT 33.7 10 
Sheriff of Cochise* WTVT 33.5 11 
Decoy* WTVT 32.3 12 
Peter Gunn 8 31.9 13 
Price Is Right B 31.8 14 
Zane Grey Theatre WTVT 31.3 15 


Check the Top 50 Shows! = Latest ARB 
TOPS TOP1O0 TOP1S TOP 26 TOP 5O 
wtvt 4 8 11 15 34 
Station B 41 2 4 9 13 
Station C ° ° ° 1 3 


RATING RANK 


station on the move... 


WITVT 


TAMPA - ST. PETERSBURG 
(@) Channel 13 


The WKY Television System, Inc. 


WKY-TV WKY-RADIO WSFA-TV 
Oklahoma City Oklahoma City Montgomery 


Represented by the Katz Agency 


| 
| out a study of the statistical activi- 
ly 


20 lbs. for urban destinations in 
the third to eighth zones, to 70 lbs. 
| for second, third and fourth class 
| post offices or rural routes. 


Rep. John Lesin- 
| Plethora of 


ski (D., Mich.) 
U.S. Statistics? is at the controls 
| of the House post 
|office and civil service subcom- 
mittee set up this week to carry 


ties of the federal government. 

Among other things, he and his 
colleagues want to know how many 
different agencies are asking for 
the same or similar information. 
At hearings, which will be held 
at some future date, the subcom- 
mittee will also ask whether the 
electronic data processing ma- 
chines promote questionable sta- 
tistical projects because of their 
ability to produce reports so quick- 


Subcommittee members say they 
receive complaints from business 
men who contend the requests for 
reports from government agencies 
are oppressive and expensive. In 
its study, the subcommittee will 
not limit itself to activities of the 
government itself, but will also 
cover statistical projects of private 
companies and organizations op- 
erating under government con- 
tracts. 


Rep. Torbert 
P.O. Puts Elvis MacDonald (D., 
on Bach Level Mass.) is disap- 

pointed because 
postal officials have refused to get 
involved in what would undoubt- 
edly be one of the most thankless 
tasks ever conceived. 

On the House floor, the other 
day, he complained that the Post 
Office is handling rock-and-roll 
records like “Dinner with Dracula” 
and “Picking on the Wrong Chick- 
en” at the same “below cost” rate 
which it gives to books by such 
authors as Emerson, Milton and 
Thoreau. 

As amended by the Senate last 
year, postal laws specify that rec- 
ords are to get the book rate. He 
thinks Congress meant only rec- 
ords by such masters as Bach, 
Brahms and Beethoven. 

Postal officials found no stand- 
ard to show who is a “master.” So 
they refused to stop short of any- 
one, including Elvis, Conrad Twit- 
ty and Jerry Lee Lewis. + 


Seidenbaum Adds Two 
William G. Seidenbaum & Co., 
New York, has been appointed to 
handle advertising for Arco Pub- 
lishing Co., New York, and Kings 
Electronics Co., Tuckahoe, N. Y., 
maker of coaxial connectors, com- 
ponents and cable assemblies. 


"Woman's Day’ Moves 
Chicago Offices 

Woman’s Day has moved its 
Chicago offices from 221 N. La- 
Salle St. to 612 N. Michigan Ave. 
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CLAUDE W. EDWARDS 


PRESIDENT, Alpha Beta Food 
Markets, Inc., La Habra, Calif. 51 
stores. $74,404,000 annual volume. 


“T have concluded that it is 
no coincidence at all that ad- 
vertising in THIS WEEK is im- 
mediately followed by sales 
in the corner supermarket. It 
is no coincidence but a fact: 
THIS WEEK is undoubtedly one 
of the strongest selling agents 
for the grocery manufacturer 
in America today.” 
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To Move Goods Fastest 
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&. 
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~This Week 


MAGAZINE 


Read why top food chain executives from coast-to-coast 


say: “The ads you run in THIS WEEK move the goods— 


get the sales—make for faster turnover.” 


L. B. SMITH, JR. 


PRESIDENT, Thorofare Markets, 
Inc., Murrysville, Pa. 54 stores. 
$109,079,519 annual volume. 


“It has been our experience 
that a good product adver- 
tised regularly in THIS WEEK 
Magazine is thoroughly ‘pre- 
sold’ to the consuming public. 
That is why THIS WEEK ad- 
vertised products get good 
shelf position in our stores.”’ 
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H. V. MCNAMARA 


PRESIDENT, National Tea Co., 
Chicago, Illinois. 932 stores. 
$795,000,000 annual volume. 


“We have found that prod- 
ucts advertised in THIS WEEK 
have excellent consumer ac- 
ceptance and our customers 
look first for THIS WEEK ad- 
vertised products on our 
shelves. We know the impact 
of advertising in your publi- 
cation. It is reflected in the 
movement of merchandise 
throughout our stores.” 


Mu: 
ALF L. BERGERUD 


PRESIDENT, Red Owl Stores, Inc. 
Minneapolis, Minn. 153 stores. 
$157,000,000 annval volume. 


“We are always gratified to 
see advertisers consistently 
using the pages of THIS WEEK 
to familiarize the same fam- 
ilies we are trying to reach 
through our local promotions 
with their products. This two- 
way advertising is the most 
effective way we know of to 
build and maintain high store 
traffic and volume.” 


JOSEPH SEITZ 


PRESIDENT, Colonial Stores, Inc., 
Atlanta, Georgia. 473 stores. 
$437,144,409 annual volume. 


“We know the power of THIS 
WEEK and the heavy coverage 
it provides among our regu- 
lar customers, for it speeds 
the regularly advertised prod- 
ucts off the shelves. Our store 
managers are well aware of 
the sales impact of THIS WEEK 
promotions. That is why we 
tie in so frequently with food 
advertising campaigns ap- 
pearing in THIS WEEK.” 


biggest thing in print 


...moves your goods the 


circulation 


J. R. NIVEN 


PRESIDENT and Chief Executive 
Officer, Purity Stores, Ltd., 
Burlingame, Calif. 101 stores. 
$100,400,000 annval volume. 


“It is no secret with us that 
the movement of merchan- 
dise advertised in THIS WEEK 
is noticeably accelerated at 
the time of publication. Nat- 
urally, therefore, wearealways 
delighted to see the suppliers, 
whose products we market, 
include THIS WEEK on their 
advertising schedule. It makes 
it easier for us to sell goods 
in volume—profitably.” 


fastest! 


2,640,045 
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Stable Advertiser 
Gets Better Ad 
Note:McGraw-Hill 


New York, March 12—Continu- 
ous advertisers secure higher 
readership per advertisement, and 
substantially increase company 
recognition, McGraw-Hill Publish- 
ing Co. points out in a new booklet 
just released on “The Value of 


Continuity in Business Publication | tv advertising), will be addressed | 


Advertising.” 
The 16-page booklet, based on 
surveys by the company’s research | 


‘Post,’ ‘Newsweek,’ 
‘Look’ Team Up to 
Promote Magazines 


New York, March 13—An ad 
campaign which will aim some 
buckshot at television while pro- 
moting the importance of maga- 
zines in moving goods across the 
nation’s counters will be started 
next week by Look, Newsweek and 
The Saturday Evening Post. 

The drive, being handled by 
Compton Advertising (which last 
year placed perhaps $45,000,000 in 


\to “people who watch tv but like) 
| doing things more.” The ads will | 
| urge the public to pick tv programs | 


department's laboratory of adver- | | wisely and devote extra hours to| 
tising performance, stresses that | reading. 


advertising continuity increases 
readership, that recognition tends 
to parallel continuous advertising, 
and that sales closely parallel rec- 
ognition. 


s One study cited shows that ad- 
vertisers in every issue of two busi- 
ness publications averaged 21% 
higher readership than advertisers 
in two to five issues. The cost per 
reader impression, the study 
showed, was 24% less for the 12- 
month advertiser, since he got 
more readers and had a lower page 
rate. 

In another study cited, 15 ad- 
vertisers increased readership in 
two magazines from 23% to 28% 
when they went to monthly sched- 
ules. This analysis was based on 
Starch readership scores. 


® A study of advertisers in five 
different product categories is re- 
ported to have indicated that ad- 
vertisers with full schedules aver- 
aged higher noted ratings per 
advertisement. This study of 479 
one-page advertisements was 
based on Starch readership scores 
obtained in personal interviews. 

Several studies are cited which 
show that there is no seasonal 
slump that affects continuous ad- 
vertising programs in_ business 
publications. Practically all read- 
ers of four magazines studied, it 
is reported, read the copy received 
near or during vacation as well as 
any other copy received in the 
year. 


e “The advertiser who increases 
his advertising substantially in- 
creases recognition. The company 
that stops advertising loses recog- 
nition. These are the results of a 
four-year study of the advertising 
schedules of eight manufacturers 
of an electrical product,” the book- 
let reports. 

Studies cited indicate that recog- 
nition is closely aligned to sales. 
In a study of 4,794 buyers of one 
product, the first-choice company 
of the buyers correlated closely 
with the share of the market ob- 
tained by each company selling 
the product. 

Copies of surveys mentioned in 
the booklet may be obtained from 
the McGraw-Hill promotion de- 
partment by advertisers and ad- 
vertising agencies, # 


‘Newsweek’ Denies 
It's for Sale 


Newsweek, New York, spurred 
by “rumors circulating throughout 
the advertising and publishing 
fraternities,” issued a statement 
March 12 denying that the weekly 
had been sold to anyone. 

The statement came from News- 
week through Allan W. Betts and 
Luke B. Lockwood, temporary ad- 
ministrators of the estate of Vin- 
cent Astor. They said Capt. Astor’s 
stock in Newsweek was “slightly 
more than 50% of the total 
shares authorized and outstand- 
ing.” These shares, they added, 
will pass to the Vincent Astor 
foundation in accordance with his 
will. “This stock,” they said, “is 
not for sale,” 


“How many times have you| 
heard tv viewers say, ‘Why did we 
sit through all that’?” the maga- 
zine ad copy will ask. “The odd| 
thing is, they’re not criticizing | 
television so much as themselves. | 
Their expression of discontent is 
mostly regret that they hadn’t done 
something with their time.” 

“Doing,” according to the cam- 
paign, means reading “great mag- 
azines.” 


s Compton, which said it has been 
named by the three publications 
to handle the promotion, and that 
this “in no way affects client- 
agency relationships which these 
publications have with other 
agencies,” announced that the 
theme of the campaign grew out of 
copy research. 

“Over two-thirds of the people 
queried agreed that ‘too much tv 
viewing prevents a person from 
doing something’,” the agency said. 
“Over three-fourths felt people 
should ‘keep a balance between tv 
viewing and other forms of home 
activity’.” 

The ads will run only in Look 
Newsweek and the Post, and they 
will all have a “family look.” 

The campaign starts in the 
March 23 Newsweek, the April 14 
Look and the April 4 Post. # 


Thiokol Moves 
With Maloney to 
Brown & Butcher 


New York, March 11—Thomas 
J. Maloney, much-traveled ad- 
man, has moved from Dancer- 
Fitzgerald-Sample to Brown & 
Butcher, taking the Thiokol 
Chemical account with him, At 
D-F-S, Thiokol billed less than 
$200,000, plus a public relations 
fee of about $60,000. 

Mr. Maloney, a Dancer vp, be- 
comes a vp, a member of the exec- 
utive committee and a director of 
Brown & Butcher, which was 
formed in January, 1958, out of 
the Carl S. Brown Co. The Thiokol 
appointment is effective April 1. 
Moving with Mr. Maloney were 
Tom Johnston, account supervisor, 
and Roy Weber, creative director. 

Mr. Maloney, who became exec 
vp of Cecil & Presbrey in 1949, 
was named president of that now- 
deceased shop in 1935. A year 
later Cecil & Presbrey was in- 
volved in one of the quickest 
agency dissolutions on _ record, 
with most of the executive per- 
sonnel and major accounts head- 
ing toward new homes, 


® Mr. Maloney, publisher of U. S. 
Camera, left to join the New York 
office of Grant Advertising as 
exec vp. The onetime partner in 
Newell-Emmett left Grant in 1956 
to work on an enterprise “some- 
what afield” from the agency 
business. Then, in August, 1957, 
he moved to Kelly, Nason Inc., 
with Thiokol. Later, he switched 


»!action on the alleged connection 


Scofield 


Hall 


CHANGE OF GUARD—Russell E. Scofield, for 23 years ad director of the 

Herald-Leader, Lexington, Ky., is leaving April 15 to become ad di- 

rector of the Miami News (AA, March 9). Succeeding him is Robert 
R. Hall, who has been the Herald-Leader’s retail ad manager. 


Tobacco Makers ‘Urged’ Altering of 
‘Digest’ Cards, Subway Ad Exec Says 


New York, March 12—Who put 
pressure on whom in connection 
with the transit advertising by 
Reader’s Digest? The ads are on 
its controversial article in its cur- 
rent issue on “The Growing Hor- 
ror of Lung Cancer” (AA, Feb. 
23). 

The rumors are: 

The transit authority is using its 
“Subway Reader” posters in New 
York subway trains to run a state- 
ment by the American Medical 
Assn. that it has taken no definite 


between cancer and smoking. The} 
subway people didn’t want to run 
this, according to reports, but they 
were forced to do so because of 
pressure by cigaret advertisers. 

Moreover, it is alleged that 
Transportation Displays Inc., 
which handles all rail commuter | 
advertising in the New York area, 
has been forced to cover up its 
Digest ads because of pressure by 
tobacco companies. 


s Here are the facts: 

The “Subway Reader” car cards 
in the subways are so-called edi- 
torial features which the New 
York Subways Advertising Co. has 
been using since 1953. The transit 
authority has nothing to do with 
them. The authority’s specific in- 
stitutional medium for publicity | 
in the subways is the “Subway 
Sun.” The transit authority, a} 
quasi-judicial organization which 
operates the New York transit 
system, has nothing to do with the 
Reader’s Digest advertising con- 
troversy. 


e An executive of the New York 
Subways Advertising Co. said that 
it is on the mailing list of “a score 
or more of associations which sub- 
mit material of general interest 
regularly for possible use in the 
‘Subway Reader.’ The American 
Medical Assn. is one of many that 
send us material,” he said. “Be- 


eause of the cigaret-cancer con- 
troversy, we thought the state- 
ment by AMA, that it had taken 
no definite action in the matter, 
was a subject of general interest. 

“It had nothing whatever to do 
with the Reader’s Digest article or 
the publication’s advertising,” he 
“We had no request from 
anybody to run it, nor have we had 
any protests from tobacco com- 
panies about Reader’s Digest car 
cards advertising its article on 
‘The Growing Horror of Lung 


said. 


Cancer’.” 


to D-F-S. # 


‘from cigaret advertisers. 
{tobacco companies directed our 


which omitted the AMA’s state- 
ment, because it was not received 
in time (AA, Feb. 23), has created 
so much controversy, had nothing 
to do with the use of the AMA 
statement in the “Subway Reader,” 
the New York Subways Advertis- 
ing Co. executive emphasized. 

A somewhat different light was 
thrown on the situation by 
F. LeMoyne Page, president of 
Transportation Displays Inc. 

Mr. Page frankly admitted that 
his company has taken down all 
the Reader’s Digest copy advertis- 
ing “The Growing Horror of Lung 
Cancer,” and replaced it with 
other terminal three-sheet posters 
and car cards featuring other Di- 


gest articles, namely, “How to Act) 
on Your Honeymoon” and “Being on the cost aspects of its story. 
| A Real Person.” 


s “This was done,” Mr. Page said, 
~ cian of serious complaints | 


attention to the Digest copy as 
being hurtful to their interests, 
and we concurred.” 

Asked to name the companies, 
he said, “the makers of Herbert 
Tareyton and Lucky Strike, among 
others.” 

TDI, Mr. Page said, has been 
handling the Digest’s advertising 
for several years. It features on 


|separate cards or posters three 


articles appearing in the publica- 
tion monthly. The ads run from 
the 24th of the month before date 
of publication to the 24th of the 
month of publication. 

“We notified the Digest people 
of the complaints we had received 
and said we were substituting 
more of the other features,” Mr. 


Several | 


Advertising Age, March 16, 1959 


g ABC Tells Admen 
+ Its Story of Low 
Cost, Popularity 


| New York, March 11—ABC 
television yesterday combined Cel- 
lomatic and sorcery to dramatize 
|the gains the network has made 
|in coverage, cost efficiency and 
\program popularity during the cur- 
| rent season. 
More than 1,000 advertising and 
|agency executives saw the large 
|screen presentation which will be 
repeated next week during the 
|National Assn. of Broadcasters 
}convention in Chicago. The title of 
the show: “Go Right to the Top.” 
The network used Nielsen na- 
| tional and multi-network area data 
to put forward its best statistical 
foot. Among the proud claims 
made for their network by narra- 
|tors Don Coyle, ABC vp, and Bert 
\Briller, director of sales develop- 
' ment: 


e Network tv’s best nighttime cost 
efficiency. 


e The leading network in average 
audience on four nights of the 
week. 


e Five of Mr. Nielsen’s latest top 
ten. 


e The network with under-40 ap- 
peal, with a great proportion of its 
audience made up of younger fam- 
ilies. 

e Vast improvement in live clear- 


ances, so that ABC is now _ fully 
competitive. 


® Magician Milbourne Christopher 
led off each section of the presen- 
‘tation with especially staged illu- 
sions designed to point up the 
headline features of the story ABC 
wanted to punch across to the full 
house of present and potential 
sponsors. 

As usual ABC bore down heavily 


| The presentation said that a 
|matched half-hour lineup covering 
\94% of all tv homes would cost 
|about $11,500 less per telecast on 
| ABC than on the other two chains 
because of ABC’s lower gross time 
charges and higher discounts. # 


Babbitt Buys Savoy; 
Account Is Switched 


to Brown & Butcher 


New York, March 13—B. T. 
Babbitt Inc. has purchased Savoy 
car shampoo from Seeman Bros. 
Advertising has been transferred 
from Norman, Craig & Kummel 
to Brown & Butcher, the Babbitt 
agency. 

Savoy, launched last year, is a 
liquid which reportedly waxes as 
it washes. It is the third Bab- 
bitt acquisition in the past nine 
months. Last January the com- 


Page said. “They agreed to the| pany acquired the Charles Antell 
change.” # hair products line and Vita Yums, 
a vitamin candy. A year ago May 
Pope Creates Unit to Act it contracted to be sales distribu- 
tor for Tiffany & Co. silver polish. 
on Movie-TV-Radio Morals 


® The fact the Digest’s article, 


Pope John XXIII has created a 
new permanent section of the Holy 
See to work for an increase of 
Catholic activity in the moral 
judging and classifying in the 
fields of motion pictures, televi- 
sion and radio. The section will be 
directed by Bishop Martin O’Con- 
nor, Scranton, Pa., who has been 
in charge of a similar commission 
with a narrower field of operation 
set up in 1948 on a trial basis by 
the late Pope Pius XII. 

Catholic churchmen repeatedly 
have criticized the moral tone of 
French and Italian films compared 
with the majority of American 
motion pictures, 


® In addition, there have been 
several new product introduc- 
tions in the Babbitt line itself, in- 
cluding Cream copper cleaner, 
stainless steel cleaner, Lenz spray 
eyeglass cleaner, scouring pads 
and insect killers. 

For Norman, Craig & Kummel, 
losing a Seeman account by sale 
of the product is an old story. The 
last time it happened was April, 
1958, when Seeman sold Air-Wick 
to Lever Bros. And the account 
went to Foote, Cone & Belding. 
Shortly thereafter, the agency an- 
nounced the introduction of Savoy, 
commenting that this would re- 
coup the $500,000 Air-Wick loss. 
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Week after week after week .. . in food stores... in drug 
stores ... on college newsstands. . . on all newsstands — 
the Post sells more than twice as many copies as the other 
big general weekly. The February 14 issue, which soared 
over the 6,000,000 circulation mark, rang up a newsstand 
sale of 1,600,000* copies! And row hear this—our circula- 
tion rate base goes up to 6,000,000 on October 10, at no in- 
crease in cost per thousand! Move over, hot cakes. Make 
room for that sizzling seller, The Saturday Evening Post! 

tPublisher's estimate 
29 million times each issue, someone turns to your ad page 
in the Post. That’s Ad Page Exposure! 


A CURTIS MAGAZINE 
The Saturday Evening 


_ Sell the POST-INFLUENTIALS 
ss = they tell the others! 


newsstanc 
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IN JANUARY 1959, THE NBC RADIO NETWORK DELIVERED 


10 OF THE 15 LARGEST CAMPAIGN AUDIENCES: WEEKLY 


UNDUPLICATED 
ADVERTISER AGENCY HOMES 


TIME, INC. JOE GANS & COMPANY 7,842,000 


BROWN & WILLIAMSON  . 
TOBACCO CORP. TED BATES & COMPANY, INC. 7,299,000 


LEWIS HOWE COMPANY McCANN-ERICKSON, INC. 7,153,000 


THE READER’S DIGEST oe : 
ASSN., INC. J. WALTER THOMPSON COMPANY 7,153,000 


WARNER LAMBERT | 
PHARMACEUTICAL CO. INC. TED BATES & COMPANY, INC. _7,153,000 


GROVE LABORATORIES, INC. GARDNER ADVERTISING COMPANY 6,451,000 


VICK CHEMICAL COMPANY | MORSE INTERNATIONAL, INC. _ 6,425,000 
MOGEN DAVID WINE CORP. EDWARD H.WEISS&CO. _—_ 6,306,000 
WILLIAM WRIGLEY, JR., CO. ARTHUR MEYERHOFF & CO, 5,564,000 


LEVER BROTHERS COMPANY FOOTE, CONE & BELDING | 5,087,000 
J. WALTER THOMPSON COMPANY 


SULLIVAN, STAUFFER, COLWELL 
& BAYLES, INC. 


*NRI, SEPTEMBER 1957-JANUARY 1959 
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The Editorial Viewpoint... 


Triple Spot Is Triple Threat 


The report of Broadcast Advertisers Reports covering a single 
week’s operations in 25 markets makes it official: Triple spotting and 
other devices for crowding in more commercial minutes than there 
really is time for in an honest hour are prevalent. 

The BAR study, of nighttime tv only, turned up 5,036 irregularities, 
with the majority showing up in two categories—triple station breaks, 
1,287, and number of times network advertisers were affected by over- 
time station breaks, 1,689. 

Advertisers are up in arms against these practices, and so are view- 
ers. Triple spotting must be eliminated if television is not to suffer 
very considerable harm and very considerable loss of sponsor and 
viewer acceptability. 

Piacing three spots one after another is bad enough, but the damage 
does not end there, as the BAR report makes clear. In most program 
sequences there simply isn’t enough time to insert the three spots; and 
as a result, triple spotting means that other objectionable practices 
automatically enter into the picture, 


One of these is to steal a few precious seconds from network or 
other time that has already been sold once, and in effect sell it a sec- 
ond time to another advertiser. Another is to run the spots in such 
close-hauled sequence that a marvel of timing is achieved by the sta- 
tion personnel, but the viewer can’t tell where one spot ends and the 
next begins. 

Selling 40 seconds of commercials in a 30-second break is a neat 
trick, but it’s still a trick—and one which neither sponsors nor viewers 
are likely to stand for very long. 


Advertising’s Responsibility Grows 


Not so many years ago, students of marketing made a serious dis- 
tinction between the advertising of so-called impulse merchandise 
and of so-called shopping goods. 

In the case of the former (low cost, frequent purchase items like 
chewing gum or cigarets or soft drinks) it was believed that effective 
advertising could almost hypnotize the consumer, to the point where 
he or she would walk up to a counter or an open display and almost 
automatically pick out the brand which had been pre-sold by the most 
effective advertising. 

In the case of so-called shopping goods, however, the designation 
was a clue to what was supposed to happen at the retail counter. 
Shopping goods are relatively expensive items, bought relatively in- 
frequently, and here the assumption was that the most advertising 
could do would be to favorably predispose the shopper toward a 
brand. The actual decision would be made in the course of serious, 
careful shopping. 

But there are increasing indications that even in the most serious 
and expensive categories of shopping goods, the potential buyer has 
made up his mind about the brand before he enters a retail store. 
Research by Ford which we commented on here some months ago 
showed that this was true to a startling extent even in automobile 
shopping, and now some Chicago Tribune research shows the same 


” 


“Sure his salary is in six figures; 


Gladys the beautiful receptionist 


—A. Lovell Elliott, Columbus, O. 
but he doesn’t mention the deci- 
mal point.” 


thing is true of appliances (AA, March 9). 
This means that advertising is carrying all of the selling load—all 
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the way down, at least, to discussions of price and trade-in and dealer 
service—and that advertising has a greater responsibility than ever 
before. If it is to pre-sell, rather than merely predispose, it must be 
more efficient and more effective than ever before. 


That's More Like It 


In his recent appearance at the Associated Business Publications’ 
meeting in New York, the new Secretary of Commerce, Lewis L. 
Strauss, went on the record: 


“..,An addition was suggested to be made to the objectives and | 


responsibilities of the Department’s office of distribution. The rec- 
ommendation read as follows: ‘The Department of Commerce should 
assume responsibility for disseminating an adequate understanding 
of the vital importance to our economy of the distribution process in 
all its dynamic activities; and to take appropriate action seeking to 
defend it against misrepresentation or attack, from whatever source 
they may arise’ ...Those recommendations will be carried out.” 

This is good news, and we hope the Secretary means every word of 
it. In recent years one could hardly help feeling that the Department 
of Commerce had done little to merit the respect and confidence of 
business. If this era of lackluster lethargy is at an end, and if the 
new Secretary is, in fact as well as oratory, a friend of the advertising 
business, he is most welcome. And he comes at an opportune time, 
for there are plenty of signs that advertising will need all its friends 


in Washington in the months to come. 


Study or Garage 

In the search for what is wrong 
with American education it may 
be that its critics have overlooked 
the biggest factor of all—the auto- 
mobile. At least that is the sugges- 
tion of William Condit, vice-prin- 
cipal of Belmont High in Los An- 
geles, who has looked into the sub- 
ject pretty thoroughly. In the usual 
survey he found the following: 

That nota single straight-A stu- 
dent owned a car. 

That only 15% of the B students 
did. 

That 41% of the C students 
drove their own. 

That 71% of the D students were 
fully motorized, and 
That among the students who 
were failing, a spectacular 83% 
| speed about in high style and abys- 
mal ignorance. 

This isn’t to say, we take it, that 
there is anything in the automo- 
bile itself to inhibit study, but 
the cerrelation, as the statisticians 
would put it, is pretty conclusive: 
Between the demands of the “hot 

| rod” and the discipline of plane 


os a 


# 


What They're Saying... 


geometry, English Litt. and mod- 
ern history there isn’t much mid- 
dle ground. A man simply cannot 
keep up with both. 


—Editorial in the Daily Mail, Charles- 
ton, W. Va. 


In Macy's Window 

Commercial advertising has 
been accused of sometimes being 
childish, tasteless or wildly exag- 
gerated. This is correct. It is some- 
times all of these things. But this 
is because advertising is written 
and managed by human beings and 
human beings are knavish as well 
as decent, and stupid as well as 
brilliant. There is the same propor- 
tion of shoddy advertising men as 
shoddy doctors, lawyers and 
plumbers. But there is this differ- 
ence: Advertising people alone 
commit their sins before a national 
audience—and this frightening 
fact nevertheless makes advertis- 
ing, as James Webb Young put it, a 
self-purifying stream. ; 


—T. S. Repplier, president, Advertis- 
ing Council, before a management 
meeting of Corn Products Refining 
Co. 


Advertising Age, March 16, 1959 


Rough Proofs 


If it has actually passed RCA in 
tv receiver sales, as it believes it 
has, Zenith is now living up fully 
to the inspiring implications of its 
name. 


No wonder agency men love Ar- 
thur Godfrey, broadcasting’s star 
| salesman, who laughingly refers to 
| some of those he has worked with 
as “jerks and knuckleheads.” 


Little by little the Soviets are 
adopting the hated devices of cap- 
italism, with Aeroflot now adver- 


| air transport business. 

| e 

| The unions now have most of the 
;money, so there’s no reason why 
|they shouldn’t advertise their in- 
dustries, as International Ladies 
Garment Workers Union is pre- 
| paring to do with an appropriation 
lof $2,000,000. 


The new N. W. Ayer Directory 
refers to “weekly, semi-weekly and 
tri-weekly” newspapers, refusing 
to fall into the trap set by publi- 
cations which call themselves “bi- 
| weeklies.” 


Architectural Forum seems to 
have started a new trend in media 
comparisons, with a _ checklist 
which enables its competitors to 
| finish first in several categories. 


“Ad business is booming in 
Thailand,” headlines the world’s 
greatest advertising journal. 

That should be cheering news 
for Yul Brynner. 


“You get no medals for staying 
glued to your desk,’ remarks the 
Point-of-Purchase Advertising In- 
stitute. 

And not too many new ideas, 
either. 


Brainstorming gets another kick 
in the pants from Draper Daniels, 
who thinks group thinking is waste 
and nonsense. 

But it’s so much fun for the par- 
ticipants that it’s become the sec- 
ond most popular indoor sport. 


An agency planning staff expan- 
sion warns newcomers, “Our peo- 
ple work terribly hard. Saturday 
and evening sessions are a com- 
monplace.” 

That should weed out all but the 
stout fellows. 


. 

“Your ad must be believed be- 
fore a prospect will act,” say State 
& Local Farm Papers. 

Here’s a time-worn truism some 
of the bright boys occasionally for- 
get. 


“Sun hardly ever sets on J. Wal- 
ter Thompson,” says the headline. 

Unfortunately the classic phrase 
is no longer strictly applicable to 
the British Empire. 


With spring training under 
way, baseball is serving notice on 
basketball, hockey and assorted 
sports that their time in the spot- 
light is rapidly drawing to a close. 

Copy Cus. 


tising vigorously for international _ 
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During the year 1958 


The Washington Post and Times Herald 
! ) was first among all three 
Washington newspapers 


in more than two-thirds 


of the advertising classifications 


| reported in Media Records 
is 
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| For more than 20 years Washington's R.O.P. color newspaper. 
y 
)' 


Represented By: Sawyer, Ferguson, Walker Co.—New York, Chicago, Detroit, Atlanta, Philadelphia, San Francisco, Los Angeles; Joshua B. Powers, 
Ltd.—London, England; Senor G. Enriquez Simoni—Mexico City, Mexico; Allin Associates—Toronto and Montreal, Canada; The Hal Winter Co., Florida Hotel 
and Resort adv. rep.—Miami Beach, Florida; Tom McGill, New England Hotel and Resort adv. rep. West Roxbury, Massachusetts; Lou Robbins, New York 
and New Jersey Hotel and Resort adv. rep.—1265 Broadway, N.Y., N.Y.; Puck. The Comic Weekly 
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ENROLL NOW 


The Tribune sells 900,000 copies daily, 1,275,000 on 
Sundays—over one and a half times the circulation 
of any other Chicago paper. It is read by more fami- 
-lies in Chicago and suburbs than the top 5 national 
weekly magazines combined. More than 6 times as 
many Chicagoans turn its pages as turn on the aver- 
age evening TV show! Advertisers spent over 


....more advertising- 


IN CHICAGO! 


$60,000,000 in the Tribune last year—more than in all the 
other Chicago newspapers put together. Unmatched, 
also, is the Tribune’s record of advertising results. It 
outpulls other Chicago papers 3 to one, 4 to one, even 
15 to one—evidence of a selling FORCE which is 
uniquely the Tribune’s. And another reason why the 
Tribune will produce best for you in Chicago! 
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Leber & Katz Names Two | 


| 
Leber & Katz, N York, ha 
a as vial ing for. | ber & Katz also has been named 


j 
| 


named Peggy Allardice, 
merly with Doner & Peck, and) 
Samuel R. Eisnitz, formerly with | 

| 


Ho-Hum Crasher! | 


Does your advertising invoke yawns? 
Let Bott awaken it to evoke action | 
and results! Chicago Phone HA-7-9187 


“That a Soe Wott z a | 


Leo P. Bott, Jr, 64 E. Jackson, Chicage 


Montgomery Ward & Co., to its 
account management group. Le- 


magazine division of Henry Holt 
& Co., New York. Mr. Herschbein 


to handle the first advertising 
campaign for Taylor Construction|has been named sales promotion 
Co., New York. Fortune, business|manager, succeeding Peyton C. 
publications and direct mail will Auxford, who has resigned. 


be used. 
Higgins Ink to Sackheim 
Holt & Co. Names Two Higgins Ink Co., New York, has 
Irving Herschbein, formerly with | appointed Maxwell Sackheim & 
American Legion Magazine, and|Co., New York, to handle adver- 
Julien Dedman, formerly with C. J. |tising. The account was previous- 


|LaRoche & Co., have joined the |ly handled by Norman D. Waters 


|& Associates. Roger Franklin, for- 
| merly head of his own sales pro- 


was named assistant to the pub-|motion company, has joined the | 
lisher, ‘a new post. Mr. Dedman account service staff of the Sack- | 


heim agency. 

| Willys Brazil Makes Dauphines 
| Willys Motors Inc., Toledo, and 
‘its Brazilian affiliate Willys-Over- 
‘land do Brasil have signed an 
jagreement with Régie Nationale 
|des Usines Renault, Paris, France, 
|to produce the Dauphine passen- 
|ger car in Brazil. 


THE LONDON PRESS 
EXCHANGE LIMITED 


(HEADQUARTERS OF THE LPE ORGANIZATION) 
110 ST. MARTIN'S LANE, LONDON WC2 
ENGLAND 


0 LPE Heemks 


@ The L.P.E. (stands for The London Press Exchange) 
has proved to several large American businesses — 
Wrigley’s, Johnson & Johnson (Gt. Britain) Ltd., 


American... 


Miles Laboratories Ltd. among others — that it is as much 


at home with the American way of thinking as it is 
with the British way of life. 


@ The L.P.E. is one of the two largest advertising 
concerns outside the United States. 


@ Over 30 years ago the L.P.E. started to give its 
clients agency-service on the full American scale. 


@ But the L.P.E. has developed to a pattern that is 
unique in advertising and well-proven by experience 
—the pattern of a Headquarters with subsidiary 
specialist companies. 

@ If you sometimes wonder whether there might not 
be advantages in having a native British agency 
handling your advertising in Europe, come and see 
us or send your London representative to look us 
over. If you can’t do either, ask us to mail you some 
printed information about ourselves. 


Advertising Age, March 16, 1959 


R.O.P. Color Ads 
Keyed Pepsi Image 
Building, Says Steele 


San Francisco, March 10—Pep- 
si-Cola, which plans to spend more 
than $1,000,000 in the medium this 
year, credits newspaper r.o.p. color 
advertising with boosting its sales 
and developing a “quality product 
image.” 

Alfred N. Steele, chairman of 
the company, told an r.o.p. color 
conference here last week that 
Pepsi sales “have risen 160% since 
| 1950, as opposed to an industry 
| gain of 32%. 
| “When our new management 
group took over in 1950,” he told 
the meeting, sponsored by the local 
chapter of the American Assn. of 
Newspaper Representatives, “we 
were faced with many serious 
problems. Our sales were dropping. 
Bottlers had seemingly lost con- 
fidence in their own futures and 
the future of the company. Their 
individual sales curves were plum- 
meting, and they were no longer 
putting money into advertising on 
the local level. 

“Faced with this dilemma, we 
embarked on a revitalized market- 
ing program to re-instill the pub- 
lic’s confidence in our product and 
to rebuild our bottlers’ confidence 
in the parent company. The bell- 
wether of our marketing program 
was the use of r.o.p. color in some 
15 cities to develop the quality 
product image that we were seek- 
ing.” 


i. Mr. Steele said the r.o.p. color 
|} advertising, which was part of 
Pepsi’s “push market” program, 
was “a major factor in turning our 
business around.” He said bottlers 
regained confidence in the com- 
pany and resumed their marketing 
and advertising activities. 

Pepsi’s newspaper expenditures, 
said Mr. Steele, have shown a ris- 
ing curve since 1950. In 1958 the 
investment totaled more than $3,- 
320,000. The 1950 figure was $1,- 
471,728. According to Mr. Steele, 
these figures apply only to the par- 
ent company, and they “are gener- 
ally exceeded by schedules placed 
by more than 550 bottlers.” 

Mr. Steele hailed r.o.p. color for 
“giving us prestige and dominance 
in newspapers.” 

He cautioned against revamping 
magazine artwork for use in the 
newspaper medium. “This special 
preparation is more expensive,” he 
said, “but the results are well 
worth the extra cost. Reworked 
magazine art just doesn’t make for 
good newspaper reproduction.” 


® This year, he told the confer- 
ence, Pepsi has prepared special 
line art and 12 full-color page units 
for newspapers, to be placed by 
the parent company and its bot- 
tlers. 

In Mr. Steele’s view, r.o.p. col- 
or and other newspaper advertis- 
ing must be sold as one component 
in an over-all media mix that in- 
cludes magazines, radio and tv, 
supplements, outdoor advertising 
|and point of sale. + : 


Three Join MacDonald-Cook 

| William Eggbeer, Richard Dor- 
/man and Richard Hall have been 
‘appointed to new positions at 
_MacDonald-Cook Co., South Bend 
j}and Chicago ageney. Mr. Eggbeer, 
\formerly editor and publisher of 
the Argos Reflector, Argos, Ind., 
weekly, was named assistant pub- 
|lic relations director. Mr. Dorman, 
|the agency’s new product man- 
ager, formerly was with Ranger- 
| Cook Typesetting, South Bend. Mr. 
|Hall, who joined the art staff, 
|previously was with O’Grady- 
| Payne, Chicago. 


Lawrence Peskin Moves 
Lawrence Peskin Inc., New 

| York, has moved to larger quar- 

‘ters at 2 W. 45th St. 
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“This new campaign in The New Yorker has been terrific. . . 
Opened new accounts . . . awakened dead accounts, including large ones... 
stimulated tie-ins in store displays . . . turned new style-ideas into a 
volume shoe .. . received many admiring comments from customers and retailers.” 


2 2 V.P. Sales, Johnston & Murphy Division, 


General Shoe Corporation 


NEW YORKER 


MAGAZINE 
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Page 81— Brass Models Tell 


CHEVROLET-FORD-PLYMOUTH sage 
OUTDOOR LIVING—A Lakeside Retreat. 


What people read and what they buy are related 
by a common, universal force: Curiosity—the de- 
sire to know, experience, possess. 


And one book edited for people curious about the 
mechanics of modern living—eager to learn what 
makes things tick—is POPULAR MECHANICS, newly- 
acquired member of Hearst’s action group of 
Special Interest Magazines. 


The range of POPULAR MECHANICS—in its editorial 
appeal and advertising content—is the whole elec- 


trifying range of human interest...from Hi-Fi to 


BAZAAF 


THE SHAPE OF TOMORROW'S NAVY = 
What Owners Think of the $9 


You Can Build. . . Shelters for Your Patio mr 
— 


jet propulsion, home economics to sports and 
travel and self-education. Whatever makes life 
more enjoyable, work more rewarding. 


Action through reader loyalty 


The results of human curiosity and reader loyalty 
are evident in the action POPULAR MECHANICS 
sparks among consumers. “Twice as many inquir- 
ies per dollar spent,” writes an advertiser of home 
power tools. “Topped all consumer magazines in 
action taken,” says a well-known manufacturer of 
home building products. 


Like all the Hearst Special Interest Magazines, 
POPULAR MECHANICS, along with its five inter- 
national editions, delivers an audience of pre-sold 
prospects—eager to learn, to know, and to acquire. 
There is no waste here. And advertising is sur- 
rounded with a climate of acceptability that offers 
a tail wind for sales of products at the local level. 


So if you want action in terms of sales, look to the 
medium that is geared for action, saleswise. For 
advertising dollars work hardest where interest is 
greatest...and readers of Hearst Special Interest 
Magazines are already sold...only need to be told! 


Six Keys to Profits Through Action 


e Hearst readers are prospects, not just suspects 

e Advertising is focused where interest is keenest 

e Editorial and advertising content work together 

e Editorial integrity lends prestige to advertising 

e Each Hearst Magazine is an authority in its field 
e Hearst readers are sold—only need to be told! 


Hearst Magazines get Action 


ae 


© 1959 by The Hearst Corporation 
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the only publication that gives 
you complete coverage of the 
doctor as a consumer 


The A.M.A. News reaches over 238,000 doctors with the 
news and information they want ... and is the best medium 
for selling this class market on your product. 


AMA NEW 


Published by the American Medical Association * 535 North Dearborn Street, Chicago 10, Iilinois 


U. S. Pharmacal Sets Drive 

U. S. Pharmacal Co., Philadel- 
phia, has extended its distribution 
into 56 new markets, and has 
launched a $600,000 13-week radio 
and tv spot campaign to promote 
BabySweet, a sanitizer, and Sooth- 
ene, a styptic cream. Gresh & 
Kramer, Philadelphia, is the agen- 
cy. 


Zift-Davis Names Two 

Ziff-Davis Publishing Co. has 
appointed Bud Gordon Dean, for- 
merly with Western Family, to the 
Los Angeles ad staff of Modern 
Bride and HiFi Review, and Alan 
H. Steinberg, formerly with Ben- 
nett-Chaiken, advertising research 
manager in New York, a new post. 


Schwartz Joins Ajax Hardware 

Berny Schwartz, formerly prod- 
uct merchandising manager of 
Max Factor & Co., has joinec 
Ajax Hardware Sales Co., Los An- 
geles, as marketing manager, a 
new post. 
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LIVE LOCAL GOLF 


PROFESSIONAL AND AMATEUR 


* 11VE SPECUML EVENT 
.. ALL THIS PLUS EXCLUSIVE 


*TEST MARKET Population 1,064,200. Families 
314,600. Effective Buying Income $1,520,714,000.* Located in 
the heart of America. Isolated territory. Diversified income. 


Covered by all types of media. High among the prosperous 
areas in America. 


*1958 Sales Management Survey of Buying Power. 
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@ STUDIOS IN HUTCHINSON AND WICHITA © HOWARD 0, PETERSON, GEN. MGR, @ 


AMERICAS NO. 1 TEST MARKET* 


COMPLETE MOBILE NEWS UNITS AND 8 LOCAL NEWS MEN! 


= FEF- LIVE MEWS REMOTES 


Advertising Age, March 16, 1959 


DOWN ABOUND BARDSTOWN Kesemts Ape) 1600 ] 
beiputeencunigeteaguaimers ne 


«Mr WATERFILL, =| | Me. FRAZIER, 
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WATERFILL and FRAZIER 


FRIENDSHIP—Waterfill & Frazier 
Distillery Co., Bardstown, Ky., will 
launch a new campaign later this 
month with a series of newspaper 
and magazine ads using woodcut- 
style early American characters in 
different “dateline” situations. This 
ad will run in the May American 
Legion Magazine. North Advertis- 
ing, Chicago, is the agency. 


Waterfill & Frazier 
Boosts Bourbon in 
$250,000 Print Push 


BARDSTOWN, Ky., March 10— 
Waterfill & Frazier Distillery Co. 
begins a new campaign this month 
for its six-year-old straight bour- 
bon, using early 19th century 
woodcut characters, symbolizing 
the business union of Jesse Water- 
fill and Holman Frazier in 1810. 

A series of ads using these char- 
acters in different “dateline” situ- 
ations will be carried in regional 
editions of American Legion Mag- 
azine, Playboy and True, as well as 
in a heavy schedule of newspapers 
in 13 states. 

The drive starts in some of the 
newspapers March 12-13. Budget 
for the campaign will be between 
$200,000 and $250,000. Copy will 
stress the “pure water of the sur- 


|| face limestone springs.” 


North Advertising, Chicago, is 
the agency. + 


Ochs Forms New Company 
Bernard I. Ochs, formerly gen- 
eral manager of the southeastern 
office of Forjoe & Co., radio and tv 
station representative, has formed 


| Bernard I. Ochs Co., a radio and tv 


station representative for the 
Southeast. Offices are at 1401 
Peachtree St., N. E., Atlanta. Ochs 
Co. has signed WOOF, Dothan, and 
WTUG, Tuscaloosa, Ala.; WDVH, 


‘| Gainesville, and WBOP, Pensacola, 


Fla.; WGGA, Gainesville, WLAG, 
LaGrange, and WRGA, Rome, Ga.; 


| WSRC, Durham, and WAAA, Win- 
| ston-Salem, N. C., and XELO, El 


.| Paso, Tex. 


Peters, Griffin Adds 
WTTG, Names Kanter 

Peters, Griffin, Woodward has 
been appointed national represent- 
ative by WTTG, Washington. The 
tv station previously was repre- 
sented by Weed Television. Peters, 
Griffin also has named Julian 
Kanter, formerly with WBBM- 
TV, Chicago, a tv account execu- 
tive in its Chicago office. 


Fabick Joins Lynch & Hart 
James P. Fabick, formerly na- 
tional sales promotion manager of 
Anheuser-Busch, has joined Lynch 
& Hart Advertising, St. Louis. He 
has been assigned to the account 
of Oertel Brewing Co., Louisville. 


Legrand Joins Aldige 

Edmond Legrand has been 
named an account executive at 
James Aldige Jr. & Associates, 
New Orleans. He formerly was a 
salesman in New Orleans, 
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THIS IS THE NEW CHICAGO—-WHERE GREAT THINGS ARE HAPPENING! 


This is a night at the opera, Chicago’s own Lyric Opera. It has color and drama, elegance and grace. It is 
one of the great things happening here. 


The Lyric came to fame overnight. It began by setting for itself the highest standards. It won support here and 
acclaim the world over by meeting these standards. More than that, it carried on Chicago’s vivacious tradi- 


tion in the lively arts. The Lyric, young as it is, has a style of its own. It has originality, fire and dash. 


The Chicago Sun-Times, more than most, appreciates the Lyric’s approach and success. For the Sun-Times, in 
less than two decades, has become one of this country’s leading metropolitan papers. Young in years, it 


already ranks with the oldest and the best. 


More than that, the Sun-Times has grown to greatness within the special framework of Chicago’s needs and 
traditions. Like the Lyric, it too has captured this city’s desire to do things with a difference, to do them boldly 


and well, to support Chicago’s reputation as a place where great things happen. 


The Sun-Times today comes out of the largest, newest, and finest newspaper plant anywhere in the world, 
produced with the latest and the best in color presses and techniques. This newspaper sets for itself the 


highest standards and its greatest service and satisfaction are in meeting them. 


THIS IS THE NEW SUN-TIMES—-WHERE GREAT THINGS ARE HAPPENING 
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Pi Johnson & Johnson 
First Aid Cream 

* Antiseptic was tested 
in the Portland, Maine 

g market, the ideal 


test city. 


94% coverage of 


TEEPE 


TESTING - 


PORTLAND PRESS HERALD + EVENING EXPRESS 
AND SUNDAY TELEGRAM 


100% coverage of city zone 


retail zones 


f 


of size of population® 


i 
g Strauss Is Urged 
ONE*SIX-TWO e 


That’s the order in which Portland, Maine rates 
as a test market... . Ist in U. S. cities of 
150,000 pop. 6th in U. S. cities regardless of 
population and 2nd in New England regardless 


PORTLAND, MAINE 
NEWSPAPERS 


* source Sales Management 


represented by the 
Julius Mathews Special Agency, Inc, 


‘Review Ban on 


Patent Agent Ads, 


(Continued from Page 2) 
and hampering its development in 
many ways. We know advertising 


a: a major factor in the growth 


and economic health of this coun- 
try and we know that any attack 
on advertising is an attack on our 
|economic welfare. I am glad that 
| you support our philosophy.” 


s In particular, Mr. Williams 
| pointed to rules which were adopt- 
ed by outgoing Secretary Sinclair 
Weeks prohibiting advertising by 
agents who practice at the patent 
office. Noting that these rules are 
‘currently suspended pending the 
outcome of a court test, he ex- 
pressed hope that the new secre- 
| tary will re-examine them. 


o 


nothing drives home sales like 


...and nothing builds AWHERENESS like the Yellow Pages 


Whatever you sell, wherever it’s sold, nothing 
directs prospects your way like AWHERENESS! 
And nothing builds AWHERENESS like the 
Yellow Pages—the buyers’ guide that tells your 
prospects where to find your product or service. 
For the manufacturer of brand-name products, 
Trade Mark Service in the Yellow Pages makes 


prospects aware of his local outlets. For the 
local business man, Yellow Pages advertising 
makes the community aware of the products 
and services he offers. 

The Yellow Pages man will help plan an 
AWHERENESS sales program for your needs. 
Call him at your BellTelephone Business Office. 


The advertising medium that tells people where to find your local outlets! 


Advertising Age, March 16, 1959 


“I am aware that the canons of 
the American Bar Assn. prohibit 
members of that association from 
advertising,” he wrote. “The 
ANPA takes no exception to re- 
fusal by anyone to advertise if it is 
their conviction that advertising 
is not helpful, but ANPA believes 
that decision should rest with the 
individual and should not be 
forced upon him by government.” 

In conclusion, Mr. Williams 
wrote, “I am aware of course that 
many ‘economists’ have attacked 
advertising as unnecessary. I 
doubt if any of these have ever 
considered that this country would 
not be the great mass producer it 
has become—the leader in the 
world affairs, had it not been for 
the important role of advertising. 


s “IT am sure you can understand, 
in the light of what I think, the 
satisfaction I had with your views 
on advertising. It is my hope that 
you will study the patent office 
ban on advertising as well as other 
attacks being made on advertis- 
ing and that you will do everything 
possible to foster, promote and de- 
velop the health and growth of our 
economic system through adver- 
tising. 

“I believe most firmly that the 
/health and growth of our country 
jincludes promoting and develop- 
\ing honest and truthful advertis- 
ing of goods, products and services 
rather than hampering and re- 
stricting advertising.” + 


TV Spectaculars 
Gain as Promotion 


Tool, Davis Says 


(Continued from Page 3) 
Greyhound dog in its commercials 
on the show to give the bus com- 
pany strong identification with the 
program. As a result of the dog, 
Steverino, Greyhound became “by 
all odds, the best known” sponsor 
on the Allen program, he contin- 
ued. 

Mr. Davis said the dog would be 
seen during the Greyhound com- 
mercials on the Jack Benny spec- 
| tacular on CBS-TV in mid-March, 
|but he had no comment when 
asked who owns the Steverino 
jname. Mr. Allen’s production com- 
pany has notified the networks 
that it does not want the dog ap- 
pearing under that name on any 
other tv show. 


# In an earlier speech, Max Buck, 
director of sales and marketing 
for WRCA, New York, emphasized 
the changes that have been taking 
place at the retail level and ad- 
vised media and agency men to get 
out on Saturdays “to see what’s 
been happening at the A&P.” 

He warned: “Without a sure and 
positive knowledge of shifting 
marketing currents, no media buy- 
er can buy efficiently, no media 
salesman can sell effectively.” 

Among the noteworthy changes 
which have been happening in the 
retail food business, Mr. Buck not- 
ed: (1) The revival of the Ma-&- 
Pa-type food stores, with 1,000 
bread-beer-and-milk stores “pop- 
ping up like weeds”; (2) the addi- 
tion of more than 5,000 new items 
to fight for space on the already 
well-stacked shelves, and (3) the 
growing success of the private 
brands. 

Regardless of the medium used, 
advertising by itself is not enough, 
Mr. Buck insisted. “Not too much 
happens until the magic of mer- 
chandising is sprinkled on,” he 
said. # 


Ready to use art work ART MART 


at your fingertips. Save 


time and money with SERVICE 
the original classified P. O. Box 2121 
monthly art service. Dallas 1, Texas 
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Identification 


is a fact of [3 


Identification is the act of getting into the act. 


And people who have the ability to identify enjoy enter- 
ing into what's going on. They are the people in tune with 
things around them. 


It’s not surprising that these people enthusiastically 
make room for LIFE. LIFE has their spirit, their same 


know-for-yourself attitude. Each week LIFE reflects their 


contemporary world with the kind of words and pictures 
that draw you in... make you share an experience. 
Identification is a fact of LIFE. One fact. You might 
say that for 32 million observant readers, LIFE is every- 
thing that is new and now and in the present. 

That’s why your advertising will do well in LIFE. Call 
your LIFE representative. He has all the facts of LIFE. 
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2020 M Street,N.W. © Washington 6,D.C. 


tHe “sic THREE” | | || ES SERVICE WEEKLIES 


PER rl 


INSURE BRAND 


}HANDISE DEMAND 


THROUGHOUT THE $10,523,000,000 MILITARY CONSUMER MARKET 


Only the top-circulation TIMES Service Weeklies command the 
market-wide readership mass that is fundamental to mass merchan- 
dising. Only the world-spanning TIMES Service Weeklies can 
establish and build acceptance and demand for your brand 
throughout the gigantic $10,523,000,000 military consumer 
market with mass coverage economy and mass coverage impact. 
Write for the new military market information book — 
“MASS SELLING AND SAMPLING TO MILLIONS” 
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The Picture Is Changing In 
Growing Saginaw, Michigan 


ADVERTISEMENT 


New Construction 
Value In Saginaw 
Near Record 


Volume Tops ‘57 Outlay 


Saginaw in 1958 fell just short 
of matching the $10,089,000 build- 
ing record set in 1954. 

Total estimated cost of new con- 
struction in Saginaw last year was 
$9,921,407—$167,593 short of the 
record, according to City Building 
Inspector Willard Reading. 

Dollarwise, 1958 construction 
exceeded the previous year's total 
of $6,206,000. 

Construction included hospital 
additions shopping centers and 
other retail construction, and fac- 
tory expansions. 


Two Firms Lead Way 
In Plant Expansion 


Consumers Power Co. and The 
Saginaw News in 1958 teamed to 
lay a giant, multi-million dollar 
stack of blue chips on the line in 
betting on Greater Saginaw's fu- 
ture. 

In December, 1958, Consumers 
Power occupied its new $2.5 mil- 
lion service center in Saginaw 
Township. 

The Saginaw News in August 
broke ground for a new $2% mil- 
lion building which will nave an 
estimated valuation of $4 million 
when filled with the most modern 
printing machinery and equipment 
available. 

The utility's service center is 
considered a model installation of 
its kind. It was built to provide 
maximum service efficiency dur- 
ing the future growth years of 
Greater Saginaw. 


New Schools Rising 


Fast In Saginaw 


Almost $5 million was spent for 
new school construction in Saginaw 
County during 1958. More millions 
will be spent in 1959 as school dis- 
tricts strive to keep abreast of 
mounting enrollments. 

Topping the 1959 school con- 
struction program will be the start 
of a 10-year 3-mill pay-as-you-go 
program in the city of Saginaw to 
replace antiquated school build- 
ings, 


Shopping Centers 
Expanding Here 


Plans for a quarter-million dol- 
lar nine-unit neighborhood shop- 
ping center at Bridgeport, near 
Saginaw, were announced early 
this year. 

Another major improvement in 
the Saginaw area is the develop- 
ment of the Westwood Shopping 
Center, a half-million-dollar proj- 
ect, just west of Saginaw. 

Construction also is continuing 
on the State Shopping Center 
which opened late in 1958. 

Saginaw developers are expected 
to announce soon details of a busi- 
ness development on a 60-acre 
tract, immediately west of the 
city, which was a golf course. 


March Opening For 
Shopping Center Units 


Good progress was reported to- 
day on construction of the Sagi- 
naw downtown area’s first shop- 
ping center and one of the city’s 
major business developments of 
the past several decades. 

Ernest Matthews, secretary of 
the Rail Development Corp., de- 
veloping the Chesapeake & Ohio 
Railroad property used here for 
many years by its predecessor 
Pere Marquette Railroad, said 
two more of the shopping center’s 
buildings will open in March. 

He said these are the Shopper's 
Fair department store, to be op- 
erated by a New York chain, and 
Peck’s Cut Rate Drug Store, op- 
erated by a Grand Rapids chain. 

The Shopper's Fair _ store, 
largest single unit in the center, 
will contain 30,000 square feet 
with 200 feet of frontage. It will 
be near the drug store, at the ex- 
treme south, or West Genesee, end 
of the shopping center. The drug 
store will contain 7,500 square 
feet of space. 


Michigan Bell 
Adding Space 


Michigan Bell Telephone Co, ex- 
pects to complete in the summer 
of 1959 an expansion program in 
downtown Saginaw which will 
house jts Central Division account- 


ing operations, 


Employment Perking Up 
In Saginaw Auto Plants 


$9 Million Paid 
Area Farmers 


Sugar Beet Payments Up 


Checks and credits worth $9.7 
million were mailed as first pay- 
ments to Michigan farmers who 
grow sugar beets for Michigan's 
two beet sugar processors, Michi- 
gan Sugar Co., headquartered in 
Saginaw, and Monitor Sugar Divi- 
sion, Bay City. 

Total payments in 1957 were 
$7,597,243. 

A second, smaller payment, will 
oe made in the spring and prob- 
ably a third early next fall. 


Utility Plans $12 
Million Expansion 


In Saginaw Area 


Consumers Power Co. announced 
it will spend $1,650,000 in 1959 to 
improve its service to customers 
in the Saginaw area. It is part 
of a proposed $4 million outlay to 
be spent by the utitlity in outstate 
Michigan during the year. 

A utility official said another 
$1.6 million will be spent to bring 
transmission Jines from the new 
Dan E. Karn electric generating 
plant on the Saginaw Bay into and 
through the Saginaw area. 


Advertising Age, March 16, 1959 


\vertising account from Keyes, 
|Madden & Jones to John C. Dowd 
|Inc., Boston. 

Mr. Katz, former vp and sales 
manager of Jacob Ruppert, New 
York brewer, and former owner 
of Country Club Soda Co., Spring- 


Jenkins Invades 
‘N.Y. Market with 
| Reddy Made Drinks 


| New York, March 10—Jenkins 
| Corp., Manchester, N. H.,| field, Mass., would say only that 
which launched Jenkins Reddy | the agency change “was made 
|Made mixed drinks last fall in ‘merely as a matter of convenience, 
New England (AA, Sept. 1), will! because I make my headquarters 
‘break advertising in the New York|in Boston and Dowd is there also.” 
aaalimeaition market March 20) 
|with three ads daily twice a week|# Mr. Katz admitted he still has 
for six months in the New York'\a financial interest in Country 
|Daily News, and extensive point | Club Soda Co. but said he was no 
lof sale material in liquor stores. ‘longer active in its management. 
This is expected to be followed; His major business interest now, 
next fall by use of additional me- he said, is Jenkins Spirits Corp., 
dia, including outdoor advertising.|which he organized last year. The 
The company is continuing its Reddy Made line consists of nine 
‘advertising and sales promotion) varieties of mixed drinks—ginger 
|in New England, and is expanding|highball, screwdriver (vodka and 
‘its distribution currently in Georg- orange juice), rum ’n cola, Tom 
ia and Texas, Herman A. Katz, Collins, whisky sour, gin and tonic, 
|Jenkins president, told ApverTis- bourbon and soda, gin rickey, and 
ING AGE last week. A total of 25 vodka and tonic. These mixed 
newspapers will be used _ this drinks are bottled and sold in three 
spring. pone 02., ean — a _ 
. ¢; 12 oz. at ; an ull quar 
Jenkins recently moved its ad- which sells for $2.35. 
| Although Mr. Katz refused to 
| release sales figures, he pointed 
jout that “we certainly would not 
lbe moving into New York and 
down the Atlantic Coast if our ex- 
perience in New England hadn’t 
indicated we had a product that 
would sell. I can’t give you fig- 
ures,” he explained. ‘This line is 
too ee Let’s don’t be 
naive 


= He admitted, however, that as 
‘conditions warrant, he will step 
up his advertising in all markets. 
He is using newspapers and out- 
door in Massachusetts, and will 
use newspapers here and in 
Georgia and perhaps in the Dallas 
area in Texas. No radio or tv is 
contemplated, he said. He hopes 
to move into the Midwest this sum- 
mer, to the Pacific Coast later, 
and “if all goes well,” he said, 
In December, 1957, major Sagi- “we hope to have national distri- 
naw industry was spinning its bution in about another year.” 

wheels, trying to pull out of the | “jm not going to tell you where 
recession zut; today it looks as if | buy my whisky, or vodka,” he 
there’s only clear progress ahead ‘said. “That’s a trade secret. But 


—and in high ques. |it’s first-class liquor. We couldn’t 
That impression is supported by |afford not to use good liquor. Why 
5 sadly oe henge = | | introduce a cheap line? We can’t 
ofthe Michigan eities which has lve unless we get repeat, busines, 
cae ona oe me" |less we give people value for their 
|money. That’s what we're doing.” 
Bn yf en sg onod yeed | The two leaders in the line, Mr. 
sath plants and foundries in Sagi- |Katz said, have been the whisky 
naw. sour and the screwdriver. ‘You 
As an example, General Motors don’t need any more evidence than 
Saginaw Steering Gear Division 0 yt gee we know how to mix 
has rebounded from 2,600 em- ’ ‘ 
ployes during the recession dol- The New York distributor is 
drums to 4,500 workers. The di- |Henry Kelly Importing & Distri- 
vision’s December production of | buting Co. = 
power steering was at a record. | 


‘Substantial Gains’ 
Reported By State 


Kelvinator Issues Guide 
Booklet for Appliance Buyers 
The Kelvinator division of 
American Motors Corp. has pub- 
lished a new buyer’s guide to help 
prospective buyers of major ap- 
pliances. The 28-page booklet, 
“How to Select a New Electrical 
Appliance,” was issued to help 
homemakers who have become 
“confused by the bewildering 


Construction Start 
Near For College 


Construction is scheduled to 
start this spring on the $8 million 
Tri-County College to serve the 
counties of Saginaw, Midland and 
Bay. 

The institution is to be ready for 
occupancy in the fall of 1960. 


prices and feature claims in appli- 


Cover This Growing, 


ture with your products. 


ment of . 


Cover Saginaw completely with your sales message in The 
Saginaw News, with its 50,772* circulation. 
Get the facts from our representa- 
tives listed below or write the General Advertising Depart- Co., 


THE SAGINAW NEWS 


A BOOTH MICHIGAN NEWSPAPER 


NATIONAL REPRESENTATIVES: A. H. Kuch, 260 Madison Ave., New York 16, 
MUrray Hill 5-2476 @ Sheldon B. Newman, 435 N. Michigan Ave., 
SUperior 7-4680 @ Brice McQuillin, 785 Market St., 
@ William Shurtliff, 1612 Ford Building, Detroit 26, WOodward 1-0972. 


*ABC Audit Report for 6 months ending March 31, 1958 


ance advertising,” Kelvinator said. 
. The booklet will be available to 
Going Market the general public from Kelvinator 
r dealers throughout the U.S. 

Brown Co. Shifts Hicks 

John A. Hicks, formerly in the 
Atlanta office of Clarke Brown 
radio and tv representative, 
has been named manager of the 
company’s New Orleans office. He 
has been replaced in Atlanta by 
Bill Jones, formerly with the At- 
lanta office of General Outdoor 
Advertising. 


Get into the pic- 


Clicquot Bottler to Wilson 
Clicquot Club Bottling Co., San 
Diego, has appointed Wilson Ad- 
vertising, San Diego, to handle all 
advertising and sales promotion, 


Chicago 11, 
San Francisco 3, SUtter 1-340) 
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GENERAL OFFICES, MILWAUKEE, WISCONSIN + SALES OFFICES IN PRINCIPAL CITIES 


*REG. U.S, PAT. OFF. This insert lithographed by Milprint, Inc. 


LITHOGRAPHED CARTON 
Designed by 
Raymond Loewy Associates 


PURE PORK. 
SAU SAGER 
PATTVESs 


Shared & FRozey 


ROTOGRAVURE PRINTED 
FOIL CARTON OVERWRAP 


As dazzling as the variety of 
foods offered in today’s 
supermarket is the variety of 
packages they come in... all 
designed to attract and sell your 
customer in seconds! 


Nothing quite matches the instant 
appetite appeal you find in Milprint 
packages... for only Milprint 
offers over half a century of 
experience in creating packaging 
that creates sales... in pioneering 
ideas that keep you ahead of 
competition . . . in combining 
craftsmanship, facilities and 


merchandising know-how to win ROTOGRAVURE PRINTED FOIL BAG 


: Q Designed by Raymond Loewy Associates 
bigger profits for you! 


® * 


INC. 
makes packaging that makes sales 


printed rolls, foil, cellophane, glassine, 
polyethylene, saran, acetate, “mylar”®, 
pliofilm, vitafilm, laminations, 
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Farm Public Service in 


the KWTV Community makes 


Creditors Debate 
Business Future of 
Disc Seller Goody 


New York, March 10—Sam 
Goody, the man who revolution- 


KV é WV OKLAHOMA CITY | ized retail record selling, is now on 


Oklahoma’s No.1 Television Station 


Traveling to obtain on-the-air 
reports during 1958, KWTV's 
two farm directors visited the 
more than 100 towns shown 
on the map... many, several 
times. Proof of KWTV's com- 
munity coverage! 


a rough-playing spin around the 
| turntable, and it’s anybody’s guess 
if his once-diamond-studded nee- 
| dle can still stick to the groove. 
Mr. Goody’s creditors—there are 
|more than 200, and he owes them 
better than $3,000,000—are debat- 
ing fast and furiously whether or 
not to accept a proposed 100% 
long-term payment plan. A full- 
scale creditors meeting had been 
scheduled previously for March 6, 
| but was postponed. 

Meanwhile, speculation was rife 
over what happened to the man 
who virtually invented records-at- 
a-discount, made it a respectable 
business and in the process be- 
came the country’s largest record 
retailer, at one time doing more 


This fledgling farmer will never get the goods, because he 
doesn't have the knowhow. Even Bessie the cow, there, 
could tell him that. 


The same with people. If you want something from them, 
you have to know how to get it. Want sales? You must 
advertise—advertise well, and in the media your audience 
will read. For instance, consider the booming Delaware 
Valley market. Here you are dealing with two markets, 
one in each state. If you want to reach the whole audience 
in newspapers, you must choose newspapers on both sides 
of the river. In New Jersey, this means you must run in the 
TRENTON TIMES and the CAMDEN COURIER-POST. Figures 
(we have ‘em) show that each of these award-winning 
dailies reaches more New Jerseyites in its own market 
than any other paper. And figures (we have these, too} 
show that these markets are well worth reaching, in terms 
of income per family, new car sales, population increase— 
you name it! It just makes sense: in local New Jersey mar- 
kets, you'll sell more people in local newspapers. 


Represented nationally by GEORGE A. McDEVITT CO., INC. @ NEW YORK 


TO COVER THE WHOLE DELAWARE VALLEY YOU NEED 
THE TRENTON TIMES and THE CAMDEN COURIER-POST 


IT PAYS TO CROSS THE DELAWARE 


CAMDEN COURIER -POST 


Established 1875 


TRENTON TIMES 


Established 1883 


@ CHICAGO @ PHILADELPHIA @ DETROIT ® LOS ANGELES 
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, than half of his volume by mail. 

In fact, Mr. Goody says he is 
still the largest record seller. 
His 1958 volume is reported at 
| $6,000,000, about the same as 
1957. The only other store ap- 
proaching this pace is thought 
to be Liberty Music Shops, but 
this company is estimated a 
good $1,000,000 behind Goody. 


s Ata creditors meeting a few 
weeks back, Goody assets were 
listed at $3,050,000 and liabili- 
ties at $3,029,000, as of Dec. 31. 
“Conservative” estimates indi- 
cated sales for the year begin- 
ning March 1 might list $5,400,- 
000. 

Not a big advertiser, Goody 
nevertheless made a solid im- 
pact in the record business with 
his concentration of almost- 
weekly ads in the New York 
Sunday Times, often featuring 
| several labels at a discount-on- 
the-discount. His other promo- 
tional activities, including sev- 
eral catalogs, plus advertising 
on theater ticket envelopes and 
in college publications, in mu- 
sic and general magazines and 
on radio—frequently bartering 
records for time—probably dou- 
| bled the budget. 


s The newspaper budget is es- 
timated at about $60,000, the 
| total promotional program any- 
where between $100,000 and 
$300,000. Advertising was 
placed through MAS Advertis- 
|ing, a house agency. 

At a creditors meeting a few 
weeks ago, at which Goody’s 
assets were given as $3,050,000, 

|liabilities at $3,029,000, the 
,chairman of the creditors com- 
|mittee was quoted as saying 
that the record retailing mag- 
nate came a cropper because of 
“mismanagement, over-expan- 
|sion and high financing costs.” 


'= To this explanation others 
|added that such things as rec- 
ord clubs, discount operations 
by department stores and bur- 
geoning discount houses all 
contributed their share to his 
woes. 

But a source very close to the 
Goody operation placed the 
| blame almost squarely in the 
|\laps of several major record 
|companies, which have been 
| giving extensive credit on ex- 
| tended terms to Goody for many 
| years. They have now tightened 
up, possibly because of the 1958 
credit climate, possibly because 
the pressure has become great- 
er from other retail outlets 
which never were accorded the 
terms that Goody commanded. 
In one instance, it was said, Mr. 
Goody had as much as $600,000 
extended credit with one rec- 
ord company. 


# With an inventory reported 
at $2,000,000, the feeling was 
that Goody would not be closed 
up—if only because of the dis- 
ruption this unleashed inven- 
tory would create in the New 
York market. It also appeared 
doubtful that the record com- 
panies could rack up the lost 
Goody business in any compa- 
rable degree elsewhere in the 
city, should the operation be 
folded. + 


Pellettiere Joins Elrick 

Frank W. Pellettiere has been 
appointed to the project di- 
rector staff of Elrick & Lavidge, 
Chicago, marketing research 
organization. He formerly was 
with Container Corp. of Amer- 
ica. 


Corrigan to Hollingsworth 
Richard F. Corrigan, former- 
ly advertising manager of Rop- 
er Hydraulics, Rockford, IIl., 
has joined E. R. Hollingsworth 
& Associates, Rockford, as an 
account executive. 


Re eo ieee alc i ee i oo a ee ee 
ai "late i pen San i aoe Ra i a Sil ae te a ese palin : va eee ris “ ate “i hoes ERE, 2 ee Bie! te ea 
: . fim rg ‘ i a ; eae > sin bi ‘a rr sr - ~ sce en. LORE eJ9 pee uted fe. fan 
Ad i . * é. 
| P| , 
26 = 
: a 1 
See 
. a 
ate : oe ; 
=a .: : ‘ 
on; 
% ; , ‘: with z } } 
: ee 5 . : 
wate ss e . es “ a : } 
sid °, eho : = { 
one e e ee ° hd j te a3 De os 7 
+ « e e "fe : ‘5 } 
a & A ‘ me 9 é 
; a ~s Power ie i] 
; eof 5 % @ : ea Bere | Pe 
7 . aah as 
j ? . eo? aes os .. 7 x. 2 ns | | F 
. ¢ Ce *® = et F 
hd o eo? : | 
me fee . lo * rh ro ( b 
3 ° e oe eee = S4 ea r 
<3 * ~ a ° e * ° e ° x ee et ee * ey | ' 
(85) oe : : : : . | 
; Be ie nes | ' 
Lng 
J eee enna ————————_—_—_ LL } . 
. | 4 H 
: 
iz 
| : 
: f . 
| iB 
i) { 
tm 
cor jj 4 
uy . 
Be = t 
sy I ee oe ( ‘ 
t Za 4 — ——— 7 
— “a 
a eZ 2 ie 
é -* ¥ 
eo d n v\\ ZA 55 } Mi 
es a“) H q ae ¥ 
ue ae € _ 
| ! ae e 
: Se 7 : 
sy 3 } 
og 3 
’ Bi / : i / On vA | 
is : ‘ se ees 4 y 
_ | | yy 
hd ee 
; ; YN. /Z 7 
a Yo 
= BB 
ee Q 
fee ee | 
i Sopse | f 
Ei a aie | 
ae ‘ | 
‘ j 
j ee | 
e faa iea Xe =F 
eae <— 
a es b | ie ie sit } f ' 
ae af i "Went ‘\ _ 
ce | [ 
Tae § || [CAMDEN | a 4 
Ps ‘a ; 
eS a z BR | 
Beat > 3 
eee * 
an re | 
a » A, ] | q 
Ree emg Rey | 
eee als 
“ee 
Paar ee : 
= srs ' ' 
r Sy f 
ee \ 
ee t ‘ 
ee! 
_ _ , . 
a pied bia - ; ' 3 
ee mea ; ae 6 tote ig a he Soak areso Wi aelt hee a coer Dai aetan Mee Sn ame Perma Co ia hemi yg FT 9 - z 7 apn saat Saye k= * 
re os : si Raa ee eee ae hee 07 aie 
oa. ee ee Brg re mee ope bien ok oe ec a os. 
POORER oh ghee NS RaenieineeCORS lk Tas 81 a SANS is ie IN ee Place saeco aie CoM De arts ich, Shae aie eee fe 8 SS aR eee 5 pes 
NEAR TS 2S ru NA MS i as Sin ge I RR gs a RO ae Ng Re re me see ee ee ee ee a: 


4 dvertising Age, March 16, 1959 


_ Information for Advertisers 


other food outlets handling ice 
cream and a decline in turnover 
among drug stores and candy 
shops, for decades the historical 
retail ice cream leaders. An eight- 


Available gratis is a reprint 
of an article in Management 
Methods on how to get more 
sales mileage out of your cata- 
log entitled, “How to Make 
Your Catalog Deliver Orders” 
by Goldalie Frank, president of 
Contempo Agency, 551 Fifth 
Ave., New York 17. 


e Despite the recession, some 
2 billion people visited fun spots 
during 1958 and spent approxi- 
mately $1.75 billion for their 
fun, according to the second an- 
nual census of the amusement- 
recreation field conducted by 
Funspot, which ran in the mag- 
azine’s “Market Analysis & Di- 
rectory” issue Feb. 28. Copies 
of a reprint of the study are 
available from Maynard L. 
Reuter, publisher, Funspot, 188 
W. Randolph St., Chicago. 


e “A Study of the Corporate 
Personality—an Appraisal of 
Banking Firms by Business Ex- 
ecutives” has been issued by 
Nation’s Business in two sec- 
tions. It lists banks by size of 
deposit and by advertising ex- 
penditures in business and news 
magazines. Comments on the 
banks, made by responding ex- 
ecutives, are reproduced in the 
report. Copies are available 
from Herman C. Sturm, direc- 
tor of advertising, Nation’s 
Business, 711 Third Ave., New 
York 17. 


e “The Billion Dollar Spokane 
Market,” a study of population, 
retail sales, etc., of this market- 
ing area, has been issued by the 
Spokesman-Review and Spo- 
kane Daily Chronicle. 


e Fred H. Tarter Associates, 
1868-85-St., Brooklyn, N. Y., 
which specializes in the teen 
market, is offering a new serv- 
ice, a complete teen age cast- 
ing department, which makes 
top teen talent available to 
agencies for use in teen com- 
mercials. Mr. Tarter, president 
of the company, is 15 years old 
(AA, June 9, 58). 


e “California at a Glance” is a 
brochure compiling official re- 
ports of the California county 
agricultural commissioners. 
Copies are available from Mark 
M. Hurd, advertising, Califor- 
nia Farmer, 83 Stevenson St., 
San Francisco 5. 


e Adam Young Inc. has an- 
nounced publication of its latest 
study, “The Dynamic Change in 
Radio—Part 2.” This study trac- 
es the audience growth of local- 
ly-programmed radio stations 
in 29 U.S. markets from 1952 to 
1958. Copies of this and all 
previous material prepared by 
Adam Young are available at 
no cost by writing to the re- 
search department at Adam 
Young Inc., 3 E. 54th St., New 
York 22. 


e A new market book has just 
been published by the San 
Bernardino Sun Telegram. It 
contains statistical information 
and photographs and colorful 
maps of the metropolitan areas 
‘. California and on the Pacific 
vast. It is available from any 
resmer-Woodward office or 
om the newspaper itself. 


. Iee Cream Field announces 
e completion of its seventh 
nual survey of industry 
nds. The study covers all as- 
cts of production, merchan- 
sing and promotion in 1958. 
vas based on replies to a uni- 
m questionnaire submitted to 


3,000 ice cream makers. 


page illustrated booklet, the survey 
is available without charge on re- 


Ross Joins Schonbrunn & Co. 
Lee J. Ross, who has been in 
the advertising and marketing end 
of the food and packaged goods 
field for the past seven years, has 
joined S. A. Schonbrunn & Co., 
Palisades Park, N. J., coffee packer, 
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Miller Joins AM Radio Sales 
William E, Miller has joined 
AM Radio Sales, Chicago, as a 
sales account executive and will 
handle assignments in the mid- 
western territory as well as in 
Chicago. Previously he was with 


The poll disclosed a continuing 
climb in sales by supermarkets and 


quest from Ice Cream Field, 23 W. 
47th St., New York 36. # 


as ad manager. He succeeds John| the Chicago office of Adam Young 


E. Mazzei. Inc. 


ONE OF A SERIES 


But sometimes, 


customers. 


CHICAGO, ILLINOIS 


Phone: Financial 6-9340 


Perhaps you can turn the 
anticipated trouble an agency 


change causes into something of 
an advantage 


I you are an experienced executive you look 
forward to selecting a new agency like having a 
case of mumps. It is a confusing, time-consuming 
and sometimes exasperating job to select the right 
agency for any particular company. In addition you 
may have close personal relations with your pres- 
ent agency that it will be unpleasant to disturb. 


painful as it is, advertising 


agencies must be changed because of lack of sales, 
insufficient service, failure to grow, changing per- 
sonnel, mergers, conflicts, old age, etc., etc., etc. 

If you must soon make a change let us take a 
thorough look into your whole advertising and 
sales promotion structure. Let us examine your 
sales material from the viewpoints of your dealers, 
distributors and representatives as well as your 


Before we become familiar with and influenced 
by conditions as they exist in your company, let us 
go in to the field, find out a lot of answers and 
make a report. We may uncover some things that 
will make or save you some important money. 


ARE YOU CONSIDERING CHANGING 
ADVERTISING AGENCIES ? 


Take a look at your whole 
Sales Promotion Structure 


How do your dealers regard your sales tools, if 
any? Are they being used or gathering dust? What 
new sales tools are needed? Are your promotions 
too familiar? Do you need sales promotions? Are 
you automatically reprinting catalogs or sales lit- 
erature that should be revamped, or dropped? Do 
you need direct mail? 

Should you resurvey your entire media list in 
view of the great changes in the past 9 years? 
Should you add to or reduce media advertising? 
Let us find out what has been right and what has 
been wasteful before you spend any more of your 
money. 

If after meeting us personally you indicate that 
you would seriously consider hiring us either for 
your sales promotion or media advertising, or both, 
we will do the field investigations at little or no 
cost except for travel expense. You are not obli- 
gated to hire us, nor we to go to work for you until 
after this stage. Let’s first find out how we get 


along. * * * * * 


The Biddlemen who meet with you will talk 
more about distribution, promotions, sales prob- 
lems; dealers, distributors, representatives, etc. than 
advertising copy and art. They are however strongly 
backed up by fine creative teams. We have been 
called a “Sales Manager’s Agency” and are some- 
what proud to be so thought of. Give us a call. 
It will cost nothing to see what kind of practical 
characters would publish an ad like this. 


THE BIDDLE COMPANY 


Advertising and Sales Promotion 


BLOOMINGTON, ILLINOIS 
Phone: 7-6036 


NOTE: If you desire to preserve your anonymity until 
you investigate us a little further, have your 
attorney write us for literature and client list. 


KANSAS CITY, MISSOURI 
Phone: Valentine 1-0851 


DES MOINES, IOWA 
Phone: Cherry 4-9154 
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AUDIENCE 


Tops in the Top Ten! 

Nielsen’s First February 

report lists five ABC-TV 

programs in the Top Ten — 

as many as the other two 
networks combined! And ABC 

is the top-rated network four 
nights of the week — more nights 
than the other two networks 
combined! Over all, ABC’s audience 
is up 1,200,000 homes per average 
minute. The other two networks 
combined are down 500,000! * 


FAMILIES 


You get them at 

the GET AGE on 

ABC-TV! The GET AGE is 

under 40. It’s the age of 
acquisition — for advertisers, 

the most profitable age of man. GET 
AGE families spend the bulk of 
America’s money — more dollars per 
household than any other age 
group. 40% of ABC’s average 
audience is made up of GET AGE 
households! Corresponding figure 
for the other two networks: 36%.** 
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10 a AAT vp 
VALUE \ PROGRAMMING 


You get all families most 


ABC is not standing pat. 
efficiently on ABC-TV. 


Four great new series are 
Average cost per minute for already set to premiere this 

1,000 homes for all Once-A- . if. fall! Robert Taylor makes 

Week evening programs on ~ a his TV debut in The 

ABC is $2.78. The other two Detectives, There’s a new 
networks: $3.13 and $3.43 a ’ hour-long adventure called 
respectively. ABC has the ei The Alaskans, and a brand- 

most efficient situation comedy; _ new series starring Gale Storm. 
and the most efficient variety show; Plus James Michener’s wonderful 
the most efficient Western. In fact, new Adventures in Paradise. In 
ABC has five of the ten most efficient the works — a hatful of other top 
shows in all categories — and nine of new programs! 

the top twenty! *** 


*National Nielsen February I Report Average Audience per Minute Sunday-Saturday 7:30-10:30 PM all sponsored evening programs. **NTI Report Nov.-Dec., 1958. *** Nielsen Nov.-Dec., 1958 CPM CM Delivered Report. 
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Despite Optimism, 
Consumer Spending 


Plans Seem Modest 


WaAsHINGTON, March 10—First 
results from the Federal Reserve 
Board’s annual look into consumer 
buying plans showed that consum- 
ers are more optimistic, but they 
are still keeping a firm grip on 
their purse strings. 

Based on interviews by the Sur- 
vey Research Center of the Uni- 
versity of Michigan, the board said 
its 14th annual survey of consumer 
finances shows the public to be 
much more optimistic than a year 
ago, and consideraby more opti- 
mistic than in most previous post- 
war years. 

Nevertheless, despite the fact 
that four out of ten expect their 
incomes to improve, and three out 
of five anticipate higher prices, 
buying plans for major durables 
were only moderately above the 
unusually low level reported last 
year, 


® Housing made the best showing, 
ne with 9.3% considering a new 
ie home. This is a percentage ap- 
proaching the 9.4% registered in 


1955 and 1956, a ratio reached only | 


ra twice in the past 12 years. It com- 
pares with 7.5% in the housing 
market last year and 8.7% in 1957. 
The percentage interested in home 
improvements was a record 24.6%, 
but average anticipated expendi- 
ture dipped to $360, compared 
with $380 reported last year and 
$460 in 1957. 

With the auto industry’s most 
critical sales period just ahead, in- 
terviews conducted in January and 
February indicated that prospects 
for new cars are somewhat better 
than in early 1958, but well below 
the levels that were normal in the 
five preceding years. The outlook 
for used cars was still unusually 
high, but below the peak reported 
in early 1958. 


a 
ae. 


® The percentage considering a 
new car improved to 7.6% from 
6.9% last year. In 1953, 1954, 1955, 
1956 and 1957, however, the per- 
centage considering purchase of 
cars was reported at 9%, 7.9%, 
8.2%, 8.4% and 8.5% respectively. 
In addition, 9.8% said they were 
interested in a used car. This com- 
pares with 10.4% considering a 
used car last year and 8.4% in 
1957. 


JusT LUKE ANDROCLES 
AND THE LION 


/ 


REACT 
to the 
voice and vision 

of NBC in 

South Bend - Elkhart 


call Petry today! 


BERNIE BARTH & TOM HAMILTON 


Interest in furniture and major|of Advertising, Philadelphia. The| vp in charge of programs and tal- | program host and Herb Lyon, 
| household appliances slid fraction-|new agency has been appointed to| ent for NBC Television, New York.| Chicago Tribune columnist. The 
vally from the 1958 level to 27.8%,| handle the ad and pr account of| Robert Lewine continues as vp in| show is sponsored by Peter Hand 
and remained slightly below the/Corrosion Reaction Consultants,|charge of programs for NBC-TV.| Brewing Co. for Reserve beer; 
four preceding years. # 


Aron Advertising Created 
Aron Advertising Associates, a| wear shops in Philadelphia. 


new agency, has opened offices WGN Starts All-Night Show 
at 4203 Fairdale Rd., Philadelphia. | Levy Joins NBC-TV 
Principal of the new shop is David 
Aron, formerly a senior account| and associate director of radio and | serve Showcase.” The show fea-|has joined Roth Advertising, Chi- 
executive with Lavenson Bureau |tv at Young & Rubicam to become | tures Franklyn MacCormack as | cago, as a vp. 
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| Philadelphia anti-corrosive prod-| Mr. Levy, who has written a num-| Batten, Barton, Durstine & Osborn 
jucts manufacturer, and for the} ber of short stories and tv dramas, | is the agency. 
|Nana chain of retail children’s | had been with Y&R about 20 years. 


Gordon Buck Joins Roth 
Gordon F. Buck, formerly a vp 

WGN, Chicago radio station, has|of Handy Associates and before 

David Levy has resigned as vp | started an all-night program, “Re-| that with Foote, Cone & Belding, 


How to round up...and imprint your brand 
...on 893,000 exclusive customers ! 


The Inquirer is the only place to catch these 893,000 potential buyers of your product in 
Delaware Valley. They just don’t read Philadelphia’s other major daily. They’re Daily 
Inquirer exclusives. Miss them and it’s like passing up every man, woman and child in 
corporate San Francisco. 


The grass is even greener in Delaware Valley suburbs because it reflects the extra dollars 
of the Valley’s bigger earners and spenders. Viz: suburban Delaware Valley buys 64% 
of the automobiles and 55% of the furniture and appliances sold in this area, Away from 
the city’s roar and bustle, the Daily Inquirer has 578,000 exclusive readers—a tidy packet 
of prospects you can’t corral in the other major daily. 


When you’re heading for the next roundup, be sure you talk to the Daily Inquirer’s 893,000 
exclusive prospects .. . its 1,352,000 total adult readers. 


For all the facts, all the figures, send for the extract of ‘‘Phila- 
delphia Newspaper Analysis” by Sindlinger & Company, Inc. 
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4 Stations Sign O’Connell 
Richard O’Connell Inc., New 
York, has been appointed national 
representative of four radio sta- 
tions: KJOE, Shreveport, La., 
which formerly was represented 
by Forjoe & Co., except in the 
South, where it was represented by 
Clarke Brown Co.; WLAD, Dan- 
bury, Conn., formerly handled by 
Indie Sales; WBRY, Waterbury, 
Conn., which previously was rep- 
_ resented by Avery-Knodel, except 


in the Boston area where it was; Rockmore as a vp and member of 
listed by Kettell-Carter, and | the plans board. 


WIZE, Springfield, O. 


Rockmore Adds Enna Jettick 
Rockmore Co., New York, has 
been appointed to handle adver- 
tising for Dunn & McCarthy, Au- 
burn, N.Y., maker of Enna Jettick 
and Heel Hugger shoes. Amos Par- 
rish & Co. formerly handled the 
account. David T. Levine, formerly 
with Amos Parrish, has joined 


Jetterson Chemical Names 
Darwin Clark Agency 

Jefferson Chemical Co., Hous- 
ton, has named Darwin H. Clark 
Co., Houston, to handle its adver- 
tising and sales promotion. Robert 
M. Lockwood, formerly a partner 
in Technical Writers Associated, 
has joined the agency’s creative 
staff. 


Adman Gross’ Dream 
of Owning Jamaican 
Resort Comes True 


Port ANTONIO, JAMAICA, March 
10—An adman who six years ago 
day-dreamed about owning a cer- 
tain lavish resort hotel in Jamaica 
has turned his dream into reality 
—and plans to turn the hotel into 
“the ideal vacation spot for the 


The Philadelphia Pnguiver 


Good Mornings begin with The INQUIRER for 1,352,000 adult daily readers 


NEW YORK 
ROBERT T. DEVLIN, JR. 
342 Madison Ave. 
Murray Hill 2-5838 


CHICAGO 
EDWARD J. LYNCH 
2 . Wacker Drive 

Andover 3-6270 


ON 


DETROIT 
RICHARD I. KRUG 
Penobscot Bldg. 
Woodward 5-7260 


FITZPATRICK ASSOCIATES 


SAN FRANCISCO 


155 Montgomery St. 
Garfield 1-7946 


LOS ANGELES 
FITZPATRICK ASSOCIATES 
3460 Wilshire Boulevard 
Dunkirk 56-3557 


exciting people of the advertising 
and publishing field.” 

Charles A. Gross, head of 
Charles Anthony Gross Advertis- 
ing, Miami, has become the new 
owner of the Titchfield Hotel, a 
32-room operation astride a nar- 
row peninsula between two har- 
bors here. The hotel, which Mr. 
Gross has renamed the Beach & 
Reef Hotel, was formerly owned 
by Errol Flynn. McCormick Ship- 
ping Corp. continues to operate the 
hotel. 

Mr. Gross plans the addition of 
20 rooms, more tennis and bad- 
minton courts, docks for 16 yachts, 
enlargement of the beach and new 
facade and lobby styling. + 


Waxed Paper Units Drop EWRR 
The Waxed Paper Merchandis- 
ing Council and the Waxed Paper 
Institute, Chicago, have dropped 
Erwin Wasey, Ruthrauff & Ryan, 
Chicago, as their public relations 
and promotion counsel. The coun- 
cil and institute will henceforth 
handle this work themselves. 


Canada has 


French-speaking 
Farm Markets 
and Only 


faFERME 


Covers all six! 


in addition to its extensive coverage of the 
Province of Quebec French farm market, La 
FERME also covers the important fast-develop- 
ing French-speaking farm areas in New Bruns- 
wick, Ontario, Manitoba, Saskatchewan and 
Alberta. The French-speaking farmer and his 
family in these prosperous areas look to La 
FERME for news from ‘home,’ authoritative 
articles on agriculture and items of interest to 
the homemaker . . . all in their mother tongue. 
The most effective, economical way to sell these 
French-speaking families is through La FERME 

. the one medium that will deliver your 
message to all six markets! 


The readership trend is definitely to La FERME 
+ + + @ver 50,000 (ABC) circulation increase 
since 1954 compared to less than 4,000 by 
second publication in same period. 


Guaranteed Circulation 


175,000 


Obtained through direct mail—no agents 
—no newsstand sales—no arrears, 


Still only $1.60 per line 


Ask about la FERME'S plan combining 
magazine and direct mail advertising. 


TRANSLATIONS of catalogues, folders, booklets, 
etc., and technical agricultural copy done for 
advertisers by La FERME experts at special 
rates. Ask for quotations. 


fa FERME 


Robert Raynauid, BA., M. S. A. 
Editor-Publisher 


909 Mount Royal Ave.,£. MONTREAL, CADIADA 
Phone: LAfontaine 6-3327 
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your key to a Getting Personal 


LEADING BUSINESSMEN’S 
MARKET 


In the latest Starch Consumer 
Magazine Report, 34.2% of the 
heads of Elks households are business 
owners or officials. Only 1 publication 

leads The ELKS Magazine 
in this classification. 

Elks high median income of $6,798 is 
exceeded by just 6 of the 55 magazines 
reported. In ownership of household possessions, 

Elks rank Ist in more Starch categories 
than any other men’s magazine. 


There’s a new little Sarnoff, Claudia Jill, born Feb. 28 to Mr. 
and Mrs. Robert W. Sarnoff. Father is NBC chairman; grandfather 
(Gen. David Sarnoff) is RCA chairman..;Rose and Leonard E. 
Bach (he’s promotion manager of the Philadelphia Inquirer) have 
a new daughter, Abigail, born Feb. 16...Mick Goessling, former 
AA staffer, has a new son, and James M. Cleary, vp of Roche, Rick- 
erd & Cleary, Chicago, has his 19th grandchild with the arrival of 
Andrew James Goessling Feb. 5... Another new arrival: Victoria 


Jane, the third child, second daughter of Dick Elliot, Look space 
salesman... 


The new game at Scribner’s is collecting the names of authors to 
whom Richard Powell, former N. W. Ayer vp, has been compared 
since publication of his latest book, “Pioneer Go Home,” Jan. 26. So 
far, he’s been likened to Ring Lardner, Clarence Budington Kelland 
Advertise in The ELKS Magazine for a profitable and Al Capp, and his book has been compared with almost a dozen 
sales appointment with a leading businessmen’s market. books, including “Auntie Mame,” “No Time for Sergeants,” and 

More information? Write for “The Grapes of Wrath” ... 
f your copy of our booklet, ; 
MAGAZINE “The Elks Market” Pat Dohrenwend, food publicist with J. Walter Thompson, New 
York, and James Williams, pr director of Erwin Wasey, Ruthrauff 
NEW YORK 16 CHICAGO 1 LOS ANGELES 17 & Ryan, Chicago, have set May 9 as their wedding date . . . Sue 
386 Fourth Avenue 360 N. Michigan Avenue 1709 W. 8th Street Anne Whatmore, daughter of Marvin C. Whatmore, vp and general 
i ee } ae manager of Look, will be married in August to James J. Maurer .. . 


| BEST OF SHOW—F red Steffen, president of the Artists Guild of Chi- 

| cago, shows off the painting which won him the Crystal Award for 

best of show in the guild’s 13th annual exhibition of editorial and 
advertising art. 


Charles L. Gould, assistant publisher of the New York Journal 
American, has been promoted from commander to captain in the 
U.S. Naval Reserve... 

Bill Carr, ex-ad director for McCall’s, now heading up N. W. 
Ayer’s midwestern business in Chicago, says he’s set a new record: 
He’s the “oldest student ever in Ayer’s training school’”’...Earl J. 
Mason, of the Wall Street Journal, has been named advertising man 

| of the year by the Adclub of Greater Miami. He’s a past president 
| of the club and a past governor of the 4th district of the Advertis- 
| ing Federation... 

| Doers of Good Deeds: Robert H. Schmelzer, vp of BBDO, and 
| Richard E. Berlin, president of Hearst Corp., are chairmen of the 


es 
BUT... WKZO -1V Gives You | advertising and newspaper groups of the New York Red Cross 
The Old "One -Two” Punch | drive...Larry Valenstein, head of Grey Advertising, heads up 


the ad division of the New York Heart Assn. . . Enid Haupt, editor 

" K | G d R i. d { | and publisher of Seventeen, is building a recreation center for crip- 
n Kalamazoo - uran apias pled youngsters at the NYU-Bellevue Medical Institute ... Mrs. 
P Geraldine Zorbaugh, vp and general attorney for CBS-Radio (and 

| one of the few women execs in topflight network positions) has been 
| named chairman of the broadcasting committee for the Salvation 


Lead with WKZO-TV and you'll take sales 


“off the ropes” in Western Michigan! | Army’s appeal in New York City . . . Charles F. Southward, vp of 
WKZO-TV covers more television homes | Ladd, Southward & Bentley, is general chairman of the forthcom- 
. ae ’ : ing United Fund drive in Evanston, Ill. . . 

than any other station in its area — 606,780 | J, Leonard Reinsch, exec director of WSB and WSB-TV of At- 
NCS No. 3 CIRCULATION homes in 34 counties according to NCS No. 3. | lanta, has been appointed special assistant to the chairman of the 
ae Pe ROE 7, 1960 Democratic national convention. He’ll be in charge of all phy- 
SPRING, 1958 NCS No. 3 shows that WKZO-TV gives you | sical arrangements for the convention as well as assisting in the 
DAYTIME NIGHTTIME more circulation by far — monthly, weekly, planning of the program. He’s also tv-radio consultant for the Dem’s 

ncaa DAILY | WEEKLY | DAILY | WEEKLY daily — than any other Michigan station national committee. . . 
side of D wy Floyd B. Foster, who retired in 1955 as associate ad director after 
WKZO-TV 265,990 | 390,330 | 386,280 | 472,250 outside of Vetroit! more than 40 years with International Correspondence Schools, 


Station ‘B’ 202,190 | 314,950 | 304,780 | 384,570 And remember that by adding WWTV, = sath presented a citation by the Scranton Advertising & Sales 
Station 'C 152,910 | 264,330 | 222,400 | 349,890 Cadillac, to your W KZO-TV schedule can ll Saved SY. Cathet, president of herden Co., and Mervert L. Rar- 
get all the rest of Michigan worthing having! net, president of Pepsi-Cola, were honored as “Good Scouts of 

- ree” 1959” for their contributions to scouting by the food, beverage and 
On July 8, 1889 John L. mal oan: beat Jake Kélratn tobacco industries at a Boy Scout Lunch-O-Ree in New York Feb. 
for the heavyweight championship in 75 rounds. 26... Arthur M. Dorfner, recently appointed business manager 
for WABC-TV, is serving his second term as mayor of Roselle 


Park, N. J... 
W K 0 ae Roy E. Melluish of Canadian Industries, Montreal, has a new son, 
/ i ) Anthony Edward, born Feb. 7 . . . Corey Richard Smith was born 
Feb. 26 to Carol Joyce and Chuck Smith, of Clinton E. Frank Inc., 


100,000 WATTS @ CHANNEL 3 © 1000’ TOWER Chicago... 
Studios in Both Kalamazoo and Grand Rapids Tom McDermott, radio-tv vp of Benton & Bowles, heads up the 
For Greater Western Michigan radio-tv bureau for New York’s 1959 Red Cross campaign . .. Ben 
semanas PM gg ea oie Avery-Knodel, Inc., Exclusive National Representatives N. Allmayer, president of Allmayer, Fox & Reshkin, Kansas City, 
: has been elected president of the Kansas City and Jackson County 
chapter of the American Cancer Society .. . 
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A CITY LARGER 
THAN SEATTLE 
HIDDEN INSIDE 
LOS ANGELES 


"More than 300,000 families —hidden from 
ee your newspaper advertising 
‘if it’s not in The Mirror News 


If your newspaper schedule 
reaches 100% of the families 
in any of these major cities: 


WHAT KIND OF A CITY IS IT? 


It has 422,000 children—more children per family than any 
other metropolitan daily in Los Angeles. 


Baltimore Boston 
Cleveland Dallas 
San Francisco 


83% of its providers are in well- paying occupations— earning 
$4,000 or more. : you're still covering 


More than half of the homemakers are 39 or under. They’re = a market smaller than the 
smack in the middle of their buyingest years. Hidden City of The Mirror News. 


LOS ANGELES EVENING 
They have more than $1%-billion to spend on clothes, cars, 


appliances — anything that’s advertised in The Mirror News 


a —_ weekday metropolitan paper in 4 out of 5 Hidden nen Ver Getas, babel han Panainta 
ity homes. 


eae @ 


4 OUT OF 5 HIDDEN CITY FAMILIES READ NO OTHER WEEKDAY METROPOLITAN PAPER 
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eS Relying on just one “state-wide” daily* 
paper to cover all of lowa? Then you're get- 
ting only 19% coverage, missing 4 out of 5 
homes in the Quality Quarter! These 22 coun- 
ties contain a quarter of lowa’s total buying 
power: over 25% of the households and re- 
tail sales. But with the newly-formed Jowa 
Three group, you get 62% coverage, with 
truly local, hometown acceptance and influ- 
ence where you want it. Look again! You'll 
see why you need these three newspapers to 
sell the fast-growing, most profitable fourth 
of Iowa. 


*Don't be fooled by “state- 
wide” Sunday coverage! Na- 
tional advertising usually 


runs daily. , eam iy 
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Represented by: Allen-Klepp Co.; Jann & Kelley, Inc. Samp ineeks A Paley 00 0 
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QUARTER 


‘U.S. News’ Adds Office 
U.S. News & World Report has | 
opened an advertising sales office 
in the Oliver Bldg., Pittsburgh. 
Walter H. Roselle, who has covered 
the Pittsburgh area for the mag- 
azine for the past four years, is 
resident manager. The office will 
be under the supervision of How- 
ard W. Oman, regional sales man- 
ager with headquarters in Phil- 
adelphia. U.S. News also has 
named William D. Nicholls, for- 
merly with American Telephone & 
Telegraph Co. and Curtis Publish- 
ing Co., to its Detroit sales staff. 


Toy Co. Names Sturges 

Dennis Play Products, Menlo 
Park, Cal., has named Sturges & 
Associates, San Carlos, to handle 
advertising for its expanded line of 
toys. The bulk of the company’s 
budget for the next six months is 
slated for tv spots and participa- 
itions in children’s programs in 
Chicago, Denver, Los Angeles and 
Dallas. 


3To Panuno Mockspbi 


Careful, Moscow... 


Kansas City Is Listening! 


Every day now, WDAF monitors and records the most pertinent 
comments of Radio Moscow. Kansas Citians are hearing these English- 


language broadcasts direct from the Russian capital. 


Bill Leeds, shown below at his listening post, is WDAF Radio’s for- 
eign news editor. It’s part of Bill’s job to analyze and comment on 
these Radio Moscow broadcasts, to keep them in perspective with 


national and world news, for Heartland listeners. 


Bill has just inaugurated this section of the New Sound from Signal 
Hill. It’s his first special project since returning from a six-month 
hitch in London as NBC news foreign correspondent. This was part 
of his prize for receiving the first annual Earl Godwin Memorial 
Award which goes to the newsman who “demonstrates the greatest 
degree of initiative, enterprise, judgment and professionalism in 
covering a news or feature story for the NBC Radio Network”. 


This is the kind of news treatment WDAF Radio stands for ... and 
this is the kind of man it takes to get the job done. Bill would be 
the first to tell you that he’s just one of twelve full time men and 


women who make our news coverage what it is. 


People in six states understand it, appreciate it and listen to it. Why 
not hear it for yourself? The Christal Company men have audition 


tapes they'll be happy to play for you any time. 


"This is Radio Moscow 


on the dial 


Advertising Age, March 16, 1959 


‘Chicago Banks Aim 


to Attract Women 


Cuicaco, March 10—A growing 
number of banks in Chicago are 
taking steps to promote their fa- 
cilities to women. 

Latest to develop a special pro- 
gram for the fair sex is the Con- 
tinental Illinois National Bank and 
Trust Co., which is sponsoring a 
series of talks, titled “Fashions in 
Finance.” 

These forums, to which “women 
of means” in the Chicago area are 
invited, include talks by heads of 
various departments in the bank, 
and wind up with a luncheon. 
Guests, invited by bank officials, 
include both customers and pros- 
pects. 

Continental is also breaking out 
of the financial page, is placing 
its ads in the Sunday Chicago 
Tribune Magazine. These ads, 
through Earle Ludgin & Co., are 
aimed wholly or partially to the 
women. The first ad, concerning 
estates, was titled: “What every 
widow ought to know.” 


e The First National Bank of Chi- 
cago is a pioneer in wooing the 
woman customer. It established its 
own women’s department 40 years 
ago, which features special chairs 
and desks, and its own officers. 
The First National has been con- 
ducting women’s finance forums 
since 1957 and promotes the wom- 
en’s department with newspaper 
advertising four times a year. 
Manchester & Kreer is the agency. 


e National Boulevard Bank of 
Chicago last year offered a money 
management course for business 
women, and said it was successful 
enough to warrant it being repeat- 
ed on a regular basis. 


e Harris Trust & Savings Bank in 
Chicago, which holds small-group 
luncheons for female customers 
and prospects, also has a staff of 
women who visit the bank’s female 
customers, thanking them for their 
business and advising them on 
banking problems. The bank also 
made one mailing promoting this 
service to school teachers in the 
area. 


e At least one bank, American 
National Bank & Trust Co., ‘has 
plans to implement a personal con- 
tact program for its female cus- 
tomers. American National said 
its program will probably get un- 
der way next fall, though details 
are not yet complete. 


s Just why banks are developing 
an increased interest in women 
customers is revealed in some sta- 
tistics gathered from various bu- 
reaus by Hal Lewis, advertising 
and public relations director of the 
First National: 

Women earn $30 billion annual- 
ly before taxes; they own 51.6% 
of the shares in corporations; they 
control most of the $70 billion 
spent annually for food and about 
60% of all personal expenditures; 
they have $55 billion in savings 
and $33 billion in government 
bonds; they control 70% of the 
estates in the U.S. and own about 
40% of the homes, # 


Solar Names Rickes Ad Head 


Solar Steel Corp., Cleveland, has 
appointed Leo J. Rickes director 
of advertising and public relations. 
Mr. Rickes, who was formerly ad 
manager of Adamas Carbide Corp., 
Kenilworth, N.J., will operate from 
Solar’s Union, NJ., plant. Mr. 
Rickes’ appointment is part of an 
expansion program by Solar. 


Mutual Adds Four Stations 

Four radio stations have affili- 
ated with Mutual Broadcasting 
System. They are KSIL, Silver 
City, N.M., formerly affiliated with 
CBS Radio, and KEVE, Minneap- 
olis, WMAX, Grand Rapids, and 
WKLZ, Kalamazoo, Mich., all for- 
merly independents, 


hoes Tiere.) ieee Petey SALES 5 7 ee ied a ee iene ey pee 2) bo ees OG aes eante 2 ea ke ie er Nc: eae Pam Been eriie, hay os te a a nt CO pret A 
oe me bie = eee en S| he a ee iy pe ee : ie Ie MO tay MEE oe i Re Sul Ne ee ee So ra seen 
a Ee Stn yh —— SS i ae par. 3 LR oe aOR 9 ae x SA Saleh athe ee ioe ee ; ie . F iat wpe ae ela ees cies oa nes thrall eae ae <n at at oe fF BS Rirere eS sy 
—" ae 5 el i lah a gs, : ; ; ea ah iy Rg ees 2 _ , : Use =i 2 a a ’ ey sak nto ih laa a een Se 
: i ; 
oe . . h 
- — 
? 34 CO a 
eo oe 
a 
: { “nk tf 
ara | H a an 
‘ — = 
i . Pe 
: 4 : Lab |-a Ole 
ae > IOWA S ee aie sf 
Be . ra 
ee Pi 
ee or 4 
rf 
aa 
~ aa = 
pr \ 
a || a : 
if a 
cs P r : te ' Me i 
ani iy Ay 
Sea >. ee } is } 
ae bs ea ee g Ea 
Roe sey eye kes a | Ss 4 
ieee ee } Hi Bi 
es ~* t | an 
is ee F : 
| : IN | | 
AN i. 
Dubuque Telegraph-Herald G oo es 
ws . 
Waterloo Daily Courier . er. a 
Pei ae on rk 
we sss . eds = : Saad i} 
Rey en a a ce ‘S 
nek “ ee & : ae ty { 
j : i : 
ee BO a RY % : 
:' 7 8 
Sn ooo ae 
ee 
, e | 
. > a 7 
=" \ 
: es } 
Sais ras 4 
Hats | a q 
; 3 
¢ : 
i 
ee fe : 
ce By ; 
rye 6 H 
: 
S | 
7 : 
| — 
: 
ee | 
mee 4 : 
ea oh ; 
ate vs ‘ 
‘ " ‘ a . 
ene ; 
mee as 
biecess J : : 
eats oe 
Carp : i 
figs? os 
ad ee H: 
“ ‘ Fe ¢ 
‘cecil re ih 
Be oa 
i Oe ] 
sie : . 
a bl = 
ae ee ; 
Be call : 
pa 
“ t 
tes ig ' 
eget : 
Roe sae 3 
i tole 
ares ee ; 
eee | F : ' . ee i 
fi ° ~~ * 
iy ‘ er ee 
re he. : ets 
gk Sit aa 
Sire eat Bala i 
. Seer NY PC ; | 
a e pa a ; | 
re a elt aii : 
Free. eee | ’ 
seal ee i ¢ i x Ss ‘ : 
fi Sale e £ ee wat gi i | 
va ee 3 a , ars cere a on } ) 
recs 1% oes ee Se inns ” ae. ; 
Eee: 4 \ eae - ’ es a eal ai: 7 i . Seen 
Lok # ‘ i : Be eee J te i pees eo ed : Pe “4 
) <a mh. a ‘Ge peices Se ihn as Brae ® 4 A a a 3 2 
‘ ° » ' ~ \ a are gle PS: = & 4 | ; 
Pp ale . bs ~ i ' iy 2 =: He Bag i? , ; a ms i | i 
i y bey oo a. te aks ee 4 cea ap f 4 igh 
ie? — ‘ } | : apy Wea i f ae pest ee = q | 
RY — cae | ae ie i * CE | aaa enlacaas b ; | 
ee ee .  —a a ae & a od ’ OE TE TE Me ri i 
me © “—s a a 7 ee >. a) ae Fee Oe lee eee i. el ; ! 
* ‘ ee fe) Ue s Se Pe wees ar. 
“: , " F ae ee oo ae ‘ if aoe if Coe & : Be the ee i ae bx: 
; ee , es at 2 eee Se. - = 
a ES ee i af = eer OF oe eh to Mees cera a —— } - . 
es os 3 Sin REE S. oo , ££ Re eS ene : a ae 
a j CANONS SOE a ee : Bs fe ee - SE a age Cee A ae ry fae eran 
s p ‘ Pi wctumemeeememcres: Mee fl) Ry ge og ee nee ee anes tae 
a : f Re eee eee ~ © t Soe (, oie sae Beg Te fe pe 
- * A Ag eva tae LP Be Bie ), eC ei ae aye 2 we 
<a es Seth eee ee a ws eens =i ; His Wiig ge “ 
“ t . cm eo ‘ t - " . 3 : , 
ae t “4 eal seater merece — 
eet ty. — 4 be — 4 
i aye eee yg § ay 
a i. “Aes He al 9 . Soe ee” ee eae Sete cree — : 
ak ae NS i ne: F [Pe A ape Se a Bilas ne te | 
j Sees ey ie a Res iy Sheed Ua ae a ce 5 So ee t ss ‘ , 
oe | ee ies keer. a 2 ate Ree, : : { 
pO ei «Re 5d gee chaos CN pene aa Pa ec : ae ; 
: rs jie ail fas, cane ee ‘i : re So Se Rent se teehee ye ie eee eo Poe ‘ ¢ ates « j 
ew, en, ree a 
Tap ay ieee nee. bee mee, oS aii aa z r ee ‘ipa ; ae ¥ : ae : 
a “ere Ae ah Uk? Hire gs vo a aD aa SEMAN Meas Be a ‘ett 
* Pee a Sew es ORES catia y ee ee ee re = 1 
Ege a NE ga ea a i } ide 
Ue Seas Ra pe Ri a iY | 2 - 
Ws dig Sa pees pe Pee pe ae . de apt ae son = tu s 
Bt ca irene ses ie as oe apd aia oS) o _.' pemenetat te ep eae See “3 
os eee 2 eee ae Te a ks a nem ITI _ NBC a q ’ 
: ie ae Lp tk eA yh Pe ae ee ee es, ica is Bee oe ne ii. a ts. ai ‘a , 
: ies Pein ie, Sere ia Reena | RN reg = tgs ee oe 0 ieee Me a : S aS ah | 
" a ere eae a eet RE me Ned Pe a AA gE at lo | en eos ice a 
a Dele ge cera eae y ae Om | ae Be gee) ae eee ae a, aan tee SCN a hat eee Oe a gsi aha Aaa es yh Pete } 
; Sg larga Ng ORSON At earliest eS ete peer eee he a Lo ter re Wed re i! 
wes Dea Oe eee i, A NATIONAL THBATRES STATION : 
| 
< 
¥ 
: b 7 - 7 oe ; : eee - 2 RN Se eters eee ees Y PS 
- 7 NES . a. Cae ey 
me 
keto t,o 
eure © rk wp “ap 
a Pe ct ee ne : Peers 
SES ee eee Pee ae oe anaer aati CEES 
ees ES LA a as mens segs he Sg re aE «or Ce 
bet Sigg a eae ibn so = ee Re rae Nae icaa Regia cease 
Se) pete ee ke eS ee ae a rite a ee a Syne J eee 


he 


— 


a 8 
> 


>» Paes 


ee 


The Harvesting 


... Of sales is most profitable for the advertiser of grocery prod- 
ucts in the Chicago Daily News. The News, as the top choice of 
food retailers for their own advertising, paves the way for volume 
retail distribution — encourages tie-in copy — secures maximum 
consumer impact in Chicago’s largest guide to food shopping. 
Again this past year, as usual, the Daily News not only led 
every Chicago daily, but every evening paper in the nation, in 
volume of food advertising—in food linage from the retail out- 
lets, in general food linage and, of course, in total food linage. 


USE THE POWER OF THE “NEWS” 
CHICAGO’S HOME NEWSPAPER 
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Ad Managers Lose 
Staunch Friend in 
Lawler Resignation 


Cuicaco, March 10—The “under- 
paid” advertising managers of 
companies throughout the US. 
have lost, at least temporarily, the 
support of one of their strongest 
supporters, John J. (Jack) Lawler. 

Mr. Lawler, a veteran of more 
than 50 years in the advertising 
field—most of it 
as an agency ex- 
ecutive—has re- 
signed as a vp 
and account ex- 
ecutive of 
Reincke, Meyer & 
Finn because of 
ill health, which 
he said has been 
aggravated by 
Chicago weather. 

Mr. Lawler, 
who emphasized 
that he is not retiring, said he plans 
to live in Arizona or Mexico with 
his wife, Ethel. He said he might 


John J. Lawler 


be available later for consultant | 


work if his health improves. 


a “My principal fetish about the 
advertising business,” he said, “is 
the low salaries that companies pay 
to their advertising managers. 
Many companies also do not tell 
their advertising executives what 
the objectives of an ad program 
are; the management team doesn’t 
take the ad manager into its con- 
fidence. 

“Because of this situation, ad 
managers have developed a com- 
plex. They dislike agency men, and 
they feel that the only thing an 
agency wants is commissionable 
print space.” 

Mr. Lawler maintained that 
companies should pay their adver- 
tising executives at least as much 
as their agency counterparts, and 
he asserted that the ad manager 
should be a member of the man- 
agement team in his company. 


# Born in Milwaukee, Mr. Lawler 
became fascinated with the ad- 
vertising field at the age of 15, 
when he took a $3 a week job as 
an errand boy in the advertising 
department of Gimbel Bros., Mil- 
waukee. 

Moving to Chicago when he was 
19, Mr. Lawler sold for a photo 
engraver for three years before he 
joined a small agency as a copy- 
writer. “I can’t even remember 
the name of the agency,” he said. 
“I was there just a short time be- 
fore joining the old Street Rail- 
ways Advertising Co., where I 
wrote copy for transportation ad 
cards.” 

He improved his copywriting 
talents later, during a tenure with 
the old Mumm, Romer Co. agency, 
in Columbus, O. He got his first 
crack at account work when he 
joined Western Advertising Agen- 
cy, Racine. Some of his timely 
work saved a client of 36 years 
standing (Webster Electric Co., 
Racine) from switching its ac- 


ARE YOU OVER-LOOKING THE 
VAST POTENTIAL OF THE 


6-BILLION-DOLLAR CERAMIC 


The ceramic 
field is so vast that 
it offers a big market 
for advertisers in just 
about every field! Investi- 
gate the ceramic sales po- 
tential today. Write for your 
free copy of the “Scope 
and Size of Ceramic Pro- 
duction in the United 
States”. 


4051 North High St., Columbus 14, Ohio 


count, he recalls. 

Mr. Lawler’s next move was to 
the old Koch Co. agency, in Mil- 
waukee, where he spent seven 
years, mainly doing account work. 
He moved to Chicago and Reincke, 
Ellis, Younggreen & Finn (now 
Reincke, Meyer & Finn) in 1934 
as a writer and account executive. 


s He was hired away from the 
Reincke agency in 1938 by the late 
J. R. Hamilton, then president and 
owner of the old J. R. Hamilton 


Oi Me We 


Advertising Agency, Chicago. “I 
had been there only a few days 
when Mr. Hamilton took off for 
Florida on a vacation, leaving me 
in charge of the office,” related Mr. 
Lawler. “I didn’t see him again 
for four months.” 

When Mr. Lawler joined Hamil- 
ton, he brought along the Webster 
Electric account, which then was 
billing about $75,000. Mr. Lawler 
purchased controlling stock in the 
agency and became president in 
1941, after the death of Mr. Ham- 


WILLIAM CAMPBELL, 
as Jerry Austin, siding the roads to 
adventure and action, as Cannonball” 
Mike Malone’s driver-partner-sidekick, 


mn the new 


series 
famed creator of 


ilton. 

When he sold the agency to 
Reincke, Meyer & Finn in 1953, 
it was billing $2,000,000, an im- 
pressive gain over the billings level 
of $168,000 which had existed when 
Mr. Lawler joined the agency 15 
years before. 

Mr. Lawler is a strong advocate 
of “nuts and bolts” advertising. 
“Industrial advertising always 
made good sense to me,” he said. 
“In my opinion, it takes more 
brains and skill to create a good 


by Robert Maxwaill, 
LASSIE! 


ADVERTISERS EVERYWHERE CLIMB ABOARD THE 
CANNONBALL SALES CARAVAN! FIRESTONE TIRES! 
GENERAL PETROLEUM! THE GREAT ATLANTIC & PACIFIC 
TEA CO.! WINN-DIXIE FOOD STORES! JOHNSON’S WAX! 
ROBIN HOOD FLOUR! SCHMIDT BEER! STANDARD 
RADIATOR COMPANY! MARY JANE BAKERIES! PRICE'S 
DAIRY! SHEPHERD'S LAUNDRIES! BURGER-KING! 

~ JORDAN JEWELRY! FACTORY MOTOR EXCHANGE! 


A FEW TOP MARKETS ARE STILL AVAILABLE! DON'T BE DISAPPOINTED—WIRE TODAY FOR YOURS ! 
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industrial ad than it does a con- 
sumer ad.” 


® He feels that advertising in the 
future, in both the industrial and 
consumer fields, will contain more 
detailed and informative copy than 
in the past. He has high praise for 
Leo Burnett Co. and the excellent 
copy jobs that Burnett has done for 
its clients. 

“People do have time to read 
good copy in ads,” he said. “People 
are always seeking more informa- 
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tion about the products that they 
buy. And I think it is up to agen- 
cies to give the customers this in- 
formation.” # 


Purity Cheese to Madison 
Purity Cheese Co. Mayville 
Wis., has appointed Madison Ad- 
vertising Agency, Madison, Wis., 
to handle its advertising and mer- 
chandising programs. Klau-Van 
Pietersom-Dunlap, Milwaukee, 
formerly handled the account. 
Purity’s 1959 ad program will in- 


clude newspapers in major mar- 
kets, consumer and trade maga- 
zines and point of sale material. 


Ridgway Opens in Memphis 
Ridgway Advertising, St. Louis, 
is opening a Memphis branch in 
the Joyner-Rembert Bldg. It 
will be under the joint direction 
of W. L. Chesman, former vp at 
Erwin Wasey, Ruthrauff & Ryan, 
New York, and Ruth Taylor and 
Jan Gardner, formerly partners in 
Time & Copy, a Memphis agency. 


L. J]. Swain Incorporates 

L. J. Swain Advertising, Whit- 
tier, Cal., has incorporated as L. 
J. Swain Advertising Inc. L. J. 
Swain, sole owner of the agency 
since its inception in 1951, is 
president. Jack Mealer, an account 
executive with the agency since 
1956, is secretary-treasurer and an 
agency principal. 


Stremmel Joins Electrosnap 
David H. Stremmel has been 


eee a 


rector of marketing and media of 
Electrosnap Corp., Chicago, manu- 
facturer of precision switches and 
missile check-out panels. He for- 
merly was an account executive of 
Aubrey, Finlay, Marley & Hodg- 
son, Chicago. 


Polar Corp. Names Kreer 
manufacturer of a new plastic) 


food container, has appointed Hen- 
ry B. Kreer & Co., Chicago, to 


named to the new position of di- | handle its advertising. 


CANNONBALL RACES To 
ACTION-HUMAN INTEREST SALES 


ONLY A FEW CHOICE MARKETS A 


‘i aden dae Pung ee . 
AMMO Sakis Mike 


PAUL BIRCH, 
one of the rugged men 
entrusted to maintain the 
nation’s commercial lifeline 
the fong-hau! truckers! 


» CORPORATION 


468 Madiaon Ave.+ New York 22 - PLaza &-2100 


AVAILABLE! PHONE-WIRE COLLEC 


Maicn 
Maicne, 


Minneapolis-St. Paul 


YNAMIC 
ECORD 
E STIL 
TODAY! 


MARKE TS LIKE 
Philadelphia 

San Francisco 
Detroit 

Sait Lake City 
Cleveland 
Denver 


Columbus, O. 

San Diego 
Dallas-Fort Worth 
Jacksonville 

New Orleans 


New Haven - Hartford 


Seattle-Tacoma 
Portland 

AND 95 OTHERS! 
EAST — WEST! 
NORTH — SOUTH! 
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Timken Promotes Peterson 
Norman H. Peterson, formerly 
assistant ad manager of Timken 
Roller Bearing Co., Canton, O., has 
been promoted to ad manager, 
succeeding S. T. Salvage, who has 
been named general manager of 
the automotive division. W. Rod- 
eric Covey, formerly a copywriter 


Polar Container Corp., Chicago,|in Timken’s ad department, has 


been elevated to assistant ad man- 
ager. 


Gillen to National Biscuit 

Robert J. Gillen Jr., formerly 
coordinator of advertising and 
merchandising and station rela- 


tions manager of Hazel Bishop 
Inc., has joined National Biscuit 
Co., New York, as advertising 


manager of its bread division. 


Sunbury to Lambert & Feasley 

David H. Sunbury, formerly as- 
sistant research director of War- 
ner-Lambert Pharmaceutical Co., 
has joined Lambert & Feasley, 
New York, as assistant to the di- 
rector of research. 


My Mommy Listens 
to KFWB 

More mommies, more 

daddies, more everybodies 


listen to KFWB around the 
clock in Los Angeles. 


Hooper rates KFWB a fat 
first with a 32.4% share 

..more audience than ail 
four networks combined! 
Pulse confirms KFWB's 
leadership... proving that 
KFWB leads the second 
station in the market by 
33%, the third station by 
42%. 


Buy KFWB... first in Los 
—_ It's the thing to 
o! 


6419 Hollywood Bivd., Hollywood 28 / WO 3.5151 
ROBERT M. PURCELL, President and Gen. Manager 
WILTON H. KLEMM, Sales Manager 

Represented nationally by OWN BLAIR & CO. 
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ore visibility for 


PAGES OF NEWS 
published in 1958 


“USN&WR” News Magazine News Magazine 


Now more than 1,100,000 net paid circulation | 


i Co ee ee ee) ‘ 


tre pat Oe eee bug igen cl ie Pe re ee eee 2 Z 2 We Re = Sg aan, bet eee bee - ‘aye aye ee ie eo Raye 
Spey tes Se att gaa oe pC Tana aaa eh, eae ee i ee ge es Oe | See eS § Sea Saas rete ite s ‘ae ee ps Renan oot Paes » 2 ie Bee Se Faas a 
patced £ ae age ae EP aa VAS): Delhi Bag ye ie ee ee = =: Be cia ee ¢ mF sere: ie ; ae ae Rate en = ¥ 
ae, ce aS ee ges ee eae eT pO Lov) Sigal a or tei), a i , ‘ a i ae et ee 5 eter x ae B= ela ' eae B ae 
Aes a ok ase, ica a eis uo ae i a a ee ee ae ee ae 
fata ee : eee. aes ie gure ST Pe ay ort ey | Canals: Set bitte , £ > « ee i Rear eee Aad Pea ae eer’ = “eee es moa 
: ae aa spam eee Wit se : in Fe re eR ag bee 3 as ee z ia) . i 3 ar i ae 5! ee “| - 
: ; — ae 3 
"i 
G ad a 
ek ao 
ot a ee ' 
at 2 } 
a . j 
a ate } 
fs * 
fm \pre i 
9 are Be 
Slot . ? 
ee . 
tal 
Sse] : i 
eo a 
pees a yi 
tei a 
- . 
ee. tk, 
- = : 
Be oy a i ia 
beg e 
z= aS WJ 
‘ BZ \) 
‘a f 
: ae 
eae i? 
* 
: 
‘ é Oa 
: " re me a: m Dn. a . 7 me pa LP. ie zr > iby ‘ * ns r J y .. ee = E be vpn tS ai ‘+ = } es 
: he 4 Witt i ae ey wae igi as Vee wad ‘ 2 i nm ‘ 2 2 4 e 
i a apes ies ” egcgae marr pana Bee ee : Lea ea een ey pig bate 
eae : wi eae ih eae % me Rr en pees : ae ; 
= 4 sal 2 eee ASP? cad 5 ms ‘ a ears “ne 2 
Pa 4 z 5 eae Eig ape Aid a r ait a. stir j cpaeees eee see wee s 3: te ia 
an Shs ae ee a's Dace Ck Aeon et nei ea ee cA 3 Was 
Bai acy oS WAR io ee ost na ig Paes Re ef Pet i ear i” ; ee of Sag 
Soin ‘ep Cg caine eee cee cue! | eal, perme eS eh oe rec Se ane 
ee Pac ae i a Wa colar a oA ¢ Me a. eee = a Ba se a ares 
¥ re et i 7 “ wis Wasp Spgs! Sant ¥ rite Se | gee ; 
ie : : . oy pti 7 = a wae 
Leh Bias : ; pee need ’ ; Cae : — e a ge 
; z- et : : 
J bi ‘ * Sia 5 . " z 
; X 16 ae 7 . ee ’ 
eel bs j ‘ Bie Ue 4 ° ; 
be _ c ‘ ‘ ee Z ee — —* Pere fae 
a a i ie baie . i ato ae " - oe 
iets ee ame ae ean a sf aes i f 
ca SU Se ae ee eae ae SUT ae ae Cape * ; frame 
eae aaa i AE ee ann oN SIRE Bg 0 . et ei? 
; . se) ; se Ks ate a ae, r ee 
ess A ene 5 Ss. aR tele a le Peta = 2. fs ’ Ee | ' 7 : on sd = 
fee a eee ie oes Serle tas. oie . % Pes eS 4 ~ ™ a a, 
Boag Su 4 CaS cee = Santee ae wen corer os ts “ , Maas. aes ‘ sal te 
Usain ‘ ies / apart A meh * ¢ A Sada ‘ “ ae ° ona t ww he eae ae oa 
al hos TS ee oe. icey ine : “outs 7 at, § i Pa he = cag ae Es 
aad ig Ae 2 ster F mame * on fe ean : ° “I. wha — 2S aan Sel Pe cuit 4 
ies eat ES ae eS int ii =? aera Te OO ater i ale, «a iy) ae ts sik a; : 
Ria os 8 ee ae Gv gt Nei Regen ay, Set or ree a seek 
RBCE, ie SRS ee aOR re B C (ath ae ee th iy nd tagtas ' - 
fie ae PR i ee rele yr a vn “hy oe ee aS 
Be page aaa Z 1: ee rd oa ‘ oe — ihe 
a ely ue a teeta igs eee a oa hes ; Pa ae w : 
age Sear eK CME. eel Le Aang the Be A ela ppc’ 5 : SE ie tie ioee tia. ea. ‘ 
hea Sait FIGS? Tenant hc Ui a ty Seles Be he cee PARE ie pies al Cacia ge NB og ae ee i) id I F 
we aah oe LS eS eee dab i ae Seen) Soa ree eae 1 se Cem pmibek para Tie ee ae hie eee cr a «ga aoa —— \ 
ae a : Be ee oe —~ | 
eke E betas RES iyi o . - - 
Bf 4 <1 SER eee eee me ‘ " . 4 lw - — ao 
a -...an average of 18 more pages per issue) OO ————— 
At COOP 7 on) meal ss MRR si coe all aie Tn mR, Suit tn ha cele ran Be oe 4 eae ‘SE Seagiie et 
; = gah eee ee Ele on a eer ee heey Tee gt tees eae ae oe a Miigpen so a ae 
ay a eee tre : Par Se le ae ie, oh eee Se an aes ae a # et! (Wee ees : 
‘ . ‘ in é , aimee ae ae ew i 
e < SSE  anr nan ok SO ene |RSS RS I Sime AS poy Ve . ” SERN heat! ae ‘ ; 
: Pulte ty “ee hayh aaa tN \ Sd Mirna a ot 2% Se tf — a BF . ee eee 
é iy Pam st a Re > , er ao rr " 
a ‘ ; ae ve Oe ana Ld Shae ‘ ne ire . 
: ; Ye » ats : ts oS alg ge : Pred ois f Ra : 
: wk fe @. ‘eet —o iy é a 
< i a . 3 er ; i eae a = ° “er _ zs Naa: a zg el 
: ee is Pie, Ag et ae AE se : ec i 7 _— 
A ey EG A) US oe (Nae ae ee ‘y = pie” 
e Rees . al Lon ata Re Be le j ~ i “ ZS 3 , ae: i ae 
es. ee ee a 2 ae A kin \ stares > al $ ie 
Fees eee ee » eer perry re # Maes i is s a ge eek % 2 ” : ; 
ao. ot “s mse ts. 9 a 2S a Se, . % ws | | 
ag: a Pes ia 4 . ‘ ‘ , . Fr ary a e = 
1 Rc oA es see ee a ae b 5 , 2 ; 
pee \ ae bee ° a Nee eM a, mt me : " : 
ats a e's : as ees We Hoye = ages Sey ere mere : di . + 
Oa | ee . : a NS sa a i ee ae ea . ie 
ss ea TS . 10 Tt SOG rr! iC Ome Be on. Sa, <i eines ie bs , 
ny ty me ae Eerie tee elle aise a rae 25 Sh pee a ee Det * 1 SEI cam eis bay eed : es = 
Se he eae Reem shee a asin tg pees ah ieee Pode eee tee ong ee ae EMSS Sc: SS ee cee oe tie t 4 2 h 
gee ae Re.” Rae eat ee ee ee eis ee ee —_ — - , rie : 
eaten es Meats tig ok i aaah ol ae ory oe Bes ts ee Hest Oa SEE Re Wt. TA . 
arts ba aM eens, ee ae Ryesors oe + ea ses, ca MM Bek oe no ees ‘ rien ancnaset SS a ee ee 
fein sae va ual ae mre) ce ty Se a iecra Paes ten: oo ene ee SASS STC OAS Li Uri, a eas ee a We ye aio 8 eA a cae SS aa c Roe eA yi er ites z ; 
pine a ee eres SS A ee, ee Pm 5 Seg SS Ne tees 2, oY Dae eso Cn IRE eS) oe er Se 
aan ’ : ; CaS 
a ae : 
ae a , 
ee 
FO anna SE 
ie poe i ‘ 
Ueido i 
at nee 
eee 
athe « 
a te 
pty . 
aasieee 
Die: 
, 
*. 
: " 
: 
: 
' 
> ; / 
q 
. 9 ’ 7 
: noe eaen 4 
Chane \ 
a ie , 
ad x ) } 
Z 
| > 
* 
} 
. 
; y 
: = rs ge hae = eS 7 - 
- be ity 2 : Seg aie mernomen meer Te %y 7 ed P 7 i a A 
ii » y . Scie : a HS he ee a aon ne ae ee mw gienlie. Nason eres 
eh ne eae RAE) fat Eon Se oe eo aa ee 
bd cy Seema Ya pred 1 a tae OOo nM ieee Ga ag My oe fe Ro 
; - ae ON ee iepch tapi earner ve taal le a eae ie 
eer Sion ig Cea eae UIA curd ite BPe tt ee Teche ROOT, See ee be es on ey ee ie Cgeeemet tan ra - 5 a  e on ts SE oe tg Bessa, ya ae 
oe Sie i pe al stad a RRS ei eee ae See See) BR re ee ae ad = aa ae = he eet < 
5A ea hee Tees a, C2 aera pte DRE i at ee mete ose re Saat carga ae OE Sh fare Pek am ced iy ene he) Ne dm St em a BE So ay SS ee a, ee ee Bas ace ee a agers ik on 
1c ee aa Rt) ee A ERD Th Ree ee A tal RIM a « Rana Me ami crime ae ic. eee ee ONAL petri ona Sai ak Ty Paar tee OU MI A SORE tn 5 NT, EE aS OR ieee =) ; 


SERVICE TO THE READER 


U.S.News ( 


& World Report 


OMPLETE 


NEWS MAGALINE 


ithe advertising 


} heoe: YEAR ““U.S.NEws & WorLD REpPoR?T’’ published 3,583 pages 
of news. That’s at least 900 more pages than were published by 
any other news magazine—an average of about 18 more pages 
per issue. 


Right here, in this simple fact of extra service to the reader, is 
one of the important reasons why this magazine has attained a 
weekly circulation of 1,100,000. 


But even more important to advertisers is the fact that this 
1,100,000 represents not just readers—but leaders! Four out of five 
subscribers hold managerial or supervisory positions. That gives 
them buying authority. Family incomes average $15,009—highest 
of all magazines with more than 1,000,000 circulation. That gives 
them buying power. 


Bear in mind that ‘‘U.S.News & WorLp ReEpor?T’” is devoted 
entirely to the essential news of our national life, including world 
afairs. Here is the complete news of substance—free from the 
inconsequential. 


Here isthe original and useful news that thinking people with 
the important jobs and the big responsibilities in business, indus- 
try, finance, government and the professions need and use. Their 
stake in the news is personal and big. In “U.S.NEws & WorLD 
REpor?T”’ they get more of this useful and essential news than is 
published anywhere else, much of it reported nowhere else. 


The advantages to the advertiser are obvious. Because of the 
large number of news pages in ““U.S.NEws & WorLD REPORT” 
advertising messages are placed alongside useful news, where the 
advertising has the advantage of better visibility. 


And it is logical to expect that in the magazine which attracts 
readers who seek useful, essential, and complete news they use in 
their business and personal planning, the advertising pages, too, 
will get thoughtful and useful attention. 


This effective coverage of 1,100,000 important customers and 
prospects is available to advertisers at a per-thousand cost of only 
$4.97—lowest of any news magazine, lowest of any management 
magazine. 


“Useful News for Important People’ 


For full information on how ‘‘U.S.NEws & WorLp REporR?T”’ covers your best 
customers and prospects, contact our advertising offices at 45 Rockefeller 
Plaza, New York 20, N.Y. Other advertising offices in Boston, Philadelphia, 
Cleveland, Detroit, Chicago, St. Louis, San Francisco, Los Angeles, Wash- 
ington and London, 
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U.S.NEWS & WORLD REPORT 
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? | ARF Adds Eight Members 
| Revlon Inc., Goodyear Tire & 
® |Rubber Co. and P. Lorillard Co. 
: |have joined the Advertising Re- 
or, just how unique ‘search Foundation. In addition, 


j 


‘the ARF has added two foreign 
can you get ? members—Cia. Panamena de Ali-| 


Take Farm Store Merchandising. | mentos Lacteos of Panama and the 
It’s the only publication with | Institute of Advertising of Stock- 
complete, exclusive service to |holm—and three academic mem- 
more than 30,000 farm store | bers, University of Toledo, Uni- 
owners. So, if Farm Store Mer- ‘versity of British Columbia and 
chandising isn’t absolutely | the School of Industrial Manage- 


unique, what is? |ment at Massachusetts Institute of 
For information, see BPRD Clas- Technology 

sification 44A or write: , 
leet dhadediels Aelia Metietiate aeiteltedD | 


rc ! A ! R M: ! Westinghouse Promotes Two 


eg ee =. M. Leonard D’ooge has _ been| 


? ; ; ' \mamed merchandise manager of 
Ss T Ze} R E ' |\the electric housewares depart- 


ment and Frank H. Ruth will suc- 


ceed him in his previous position 
THE MILLER PUBLISHING CO. as merchandise manager of the 
Box 67 Minneapolis 40, Minn. fan department of Westinghouse 


Electric Co., Mansfield, O. Mr., 
D’ooge succeeds M. W. Byrne, who | 
has been named portable appli- 
ance regional sales manager in 
New York. 


| 
Sigler Leaving Best Co. | 
Carl H. Sigler, vp of Gordon |S 
Best Co., Chicago, is resigning ef- 
fective May 15. Prior to joining Bey 
Best, Mr. Sigler served in sales 
jand advertising capacities with | ™% 
Grove Laboratores, Bauer & Black, 
Andrew Jergens Co., and Jones 
Metal Products Co. 


Vulcan Ad Post to Mitchell | POMMES DE TERRE—Pillsbury is test- 
Vulcan-Cincinnati, chemical en-|ing these two new instant potato 
|gineering and construction com- | products—the first non-flour based 
\pany, has named Clarence A.| product it has marketed—in Syra- 
agua ad scarp He — cuse, Wichita and Sacramento 
the company three years ago from 
‘the Crosley division of Avco Mtg. | (AA, Merch 3). 
Co. 


__ Business Publication 
Volume Off 3.9% in 
February, ‘IM’ Says 


“SNAKE EYES” MEANS YOU LOSE! 


i) 
was 10.4%, representing a 281- 
page loss. 
| Holding second place for the big- 
| gest loss are publications grouped 
| under the industrial classification. 
,/Down in February by 5.2% (1,- 
| 272 pages) these publications had 
a year-to-date percentage dip of 
|5.8% (2,756 pages). 
| Trade publications lost 4.5% 
| (256 pages) in February, with an 
|identical year-to-date percentage 
| dip, representing a 495-page loss. 
|@ Breaking the negative pattern 
| were those publications in the 
product news group, 


| CuHIcaco, March 10—Business 
| publication advertising volume for 
| February, 1959, trailed last year’s 
| February volume by 3.9%. 

| Totals at the end of February 
|showed a drop of 4.8% (13,523 
| pages) from the volume reached at 
the end of the first two months of 
| 1958. Pages for February dropped 
3.9% (1,435) below the same 
month last year. These figures rep- 
resent the combined volume of 
approximately 320 business publi- 
cations reported monthly in Indus- 
trial Marketing. 

As a group, export publications 
were hit hardest, showing a Feb- 
ruary decrease of 7.4% (84 pages). 
The year-to-date percentage dip 


eae 


showing a 
|2.3% (57 units) increase for the 
|month. For the year to date, these 
publications were down 3.3% (153 
units). 

Up for the month also were pub- 
lications in the class group. They 
showed a 3.4% increase (120 
pages) for the month, with a 2.4% 
increase (164 pages) in the year- 
to-date totals. + 


Three Join Gent Agency 

Gent Advertising Ltd., Leaside, 
Ont., has appointed Jack Jones 
public relations director; Phillip 
Reidford media director, and June 
Sinclair production manager. Mr. 
Jones formely was editor of Motor 
Magazine. Mr. Reidford previously 
was a media buyer for several 


The double spot in radio advertis- 
ing may be profitable for the 
station, but it’s a losing proposi- 
tion for the advertiser. WJR does 
not double or triple spot. Your ad- 
vertising message never shares the 
listeners’ attention with another 
commercial. By standing alone it 
has every opportunity to be heard, 
remembered and acted upon. It’s 
the only way you get a fair shake 
for your advertising dollar. 


Giving advertisers every oppor- 
tunity to make the most of the 
time they buy is only part of 
WJR’s policy. An equally impor- 
tant part is the fact that WJR 
bars the door to questionable ad- 
vertising, products, or services. 
This costs thousands of dollars 
annually in advertising revenue, 
but has built a million dollars 
worth of confidence in WJR lis- 
teners. They know they can be- 
lieve what they hear. 


Don’t gamble with your advertis- 
ing dollar. Call your nearest 
Henry I. Christal representative 
and get all the facts on why adult 
listeners have made WJR the 
No. 1 station in the fifth richest 
market in America. 


WJ Reve 


760 KC 50,000 WATTS 
RADIO WITH ADULT APPEAL 


Canadian agencies. Miss Sinclair 
previously was with Maclean- 
Hunter Publishing Co. 


Nielsen Boosts Grat 

Franklin H. Graf has_ been 
named exec vp and a director of 
A. C. Nielsen Co., Chicago. Mr. 
Graf, formerly administrative vp, 
will direct all of Nielsen’s U. S. 
food-drug operation. 


Phalen Joins F&S&R 

Charles C. Phalen, formerly 
with Needham, Louis & Brorby, 
has joined the copy and creative 
staff of Fuller & Smith & Ross, 
Pittsburgh. 


|Joshua Powers Moves 

Joshua B. Powers Inc., New 
York, has moved to new offices 
at 551 Fifth Ave. 
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...and, night after night, the Herald-Express soars into 
more homes than any other evening newspaper in the West. 
Better make sure your advertising message goes along! 


Largest evening circulation in the 

West’s biggest and best market! 

Represented nationally by Lad 
Moloney, Regan & Schmitt, Inc, 
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Truckers Ask Court to Drop 
Appeal of Railroads 

The Pennsylvania Motor Truck 
Assn. and 40 trucking companies 
have asked the U. S. court of ap- 
peals, Philadelphia, to dismiss an 
appeal by eastern railroads from a 
verdict that favored the truckers. 

Judge Thomas J. Clary found 
the railroads guilty of violating the 
Sherman anti-trust laws, dis- 
missed their countersuit, and 
awarded damages of $652,074 plus 
$200,000 for attorney’s fees, in 


ADVERTISING'S BIGGEST PULL IS 


THE KEL-O-LAND Hookup! 


Joe Floyd’s unique television hookup carries your sales 
message to 103 counties, 221,810 tv homes, in 5 states.* 

(NCS No. 3). And it’s 92% unduplicated saturation. All 
eyes are on your product, when you're on KEL-O-LAND. 


One single-station rate card EE*Seuth Dakota, Minnesota, lowa, eae! 

(KELO-TV) buys you all of Nebraska, and North Dakota. FCC Reassigns TV Permit 
KEL-O-LAND. Result lowest to Philadelphia Church Group 
CPM ever offered. CBS - ABC The Federal Communications 


Commission has reassigned a uhf 
tv station construction permit 
from WKDN, Camden, N. J., radio 
station, to the Young People’s 
Church of the Air, Philadelphia, 
interdenominational organization. 
The church group is. paying 
WKDN $40,000 in the reassign- 


operation as unprofitable. 
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Welcome to Booths 127-128 
Red Lacquer Room 


(ON THE EXHIBIT FLOOR) 


/ P.O.P. Advertising Institute 
é _ March 24-26, Palmer House, ‘Chicas go 


" _ Gugcler LITHOGRAPHIC Co. 


1339 NORTH MILWAUKEE STREET, MILWAUKEE, WISCONSIN 


Sales Offices: New York * Chicago * Seattle * San Francisco * Los Angeles * St. Louis * Atlanta * Detroit * Houston * Tulsa 


-!ment. WKDN abandoned the uhf | 


California Enacts 


Advertising Age, March 16, 1959 


Bill to Protect 
Instalment Buyers 


SACRAMENTO, CAL., March 10—A 
bill designed to “take the racket- 
eers out of instalment buying” 
has been passed overwhelmingly 
by the California state assembly. 

The assembly voted 72 to 4 in 
support of the bill introduced by 
Jesse M. Unruh, Democratic as- 
semblyman of Los Angeles, who 
said that “California consumers 
who buy 65% of their goods on 
credit will be saved millions an- 
nually.” 

The measure, which now goes to 
the state senate, will close loop- 
holes in the state’s lending laws 
as far as they affect credit buying 
and will curtail exorbitant carry- 
ing charges. 

Mr. Unruh’s bill, supported by 
the California Retailers Assn. and 
the California Bankers Assn., cov- 
ers instalment sales of both goods 


| some aspects of car sales. 


a Should the bill be adopted by 


and services but excludes motor 
vehicles since other laws cover 


| the senate a contract may no long- 
er contain any blank spaces when 
signed by the buyer and must con- 
‘tain a warning in large print for 
| the buyer not to sign before read- 
ing it. 
| Financing rates may not exceed 
| $10 per $100 per year on the un- 
paid balance of the first $1,000 
and $8 per $100 on any amount in 
excess of $1,000, except for a min- 
imum charge of $12 if the term is 
over eight months and $10 if eight 
months or less. + 


B&B Names Three Creative 
| Executives. Two A.E.s 

Benton & Bowles, New York, 
|has expanded its creative depart- 
j}ment with the addition of three 
|executives. Leo Higdon, formerly 
a copy supervisor with Leo Bur- 
nett Co., has joined B&B as a 
creative supervisor. Bernard Lu- 
bar, previously with McCann- 
| Erickson, also has been named a 
creative supervisor. Jeremiah C. 
Harmon, formerly copy chief of 
the Pittsburgh office of Batten, 
| Barton, Durstine & Osborn, has 
|been named a copy group head. 

B&B also has named T. R. Sny- 
der and Gerry Germain account 
executives. Mr. Snyder formerly 
was with Ellington & Co.; Mr. 
Germain previously was with Ken- 
yon & Baker. 


Dailies Invited to Enter 

29th Annual Ayer Cup Meet 
Publishers of all English lan- 
guage daily newspapers in the con- 
tinental U. S. and Hawaii have 
been invited to enter their news- 
papers in the 29th annual newspa- 
per contest for the Ayer cup and 
other awards, sponsored by N. W. 
Ayer & Son, Philadelphia. 

The week of March 16-22 is the 
period from which the contest day 
will be chosen by lot, after the 
week has ended. The Ayer Cup 
will be awarded to the newspaper 
judged best in typography, make- 
up and printing. 


Revlon Sales, Net at Record 

Alltime records in sales and 
earnings were set in 1958 by Rev- 
lon Inc., New York. Consolidated 
sales for 1958 were $110,363,070, 
a 16% increase over 1957 sales. 
Net profit after taxes was $9,688,- 
307, an increase of less than 8% 
over 1957 profits. Earnings per 
share were $3.75, contrasted with 
$3.37 the previous year. 


Rossano Joins Frank Agency 

Nicholas A. Rossano, formerly 
assistant to the president of Hazel- 
\tine & Perkins Drug Co., Grand 
Rapids, Mich., has joined Clinton 
E. Frank Inc., Chicago, as an ac- 
count executive. 
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© 1958 by The Chicago Tribune Syndicate 
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(>. METROPOLITAN SUNDAY NE 


Sales Offices: 


comics 
260 Madison Avenue, New York 16, N.Y. « 
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WSPAPERS, INC. 


in JOIN THESE TOP ADVERTISERS IN 


METRO SUNDAY COMICS... 


MUrray Hill 9-8200 
CHICAGO + DETROIT +« LOS ANGELES + SAN FRANCISCO 


American Dairy Assn. 
% 
; Armour and Company 
_ COMICS ue Bel nc 
: The Borden Company, Inc. 
© 1958 by United Feature Syndicate . _ . 
; Colgaie-Falmolive Co. 
: 3 4 The Cracker Jack Co. 
; YOu re | Helene Curtis Industries, Inc. 
: 9 Doubleday & Company, Inc. 
always (ame 
: Fisher Flouring Mills Co. 
; ri Ford Motor Company “ 
: L n General Foods Corporation : 
The A. C. Gilbert Company . 
top The Gillette Company A 
ss | Harrison Home Products Corp. 
3 © 1958 by Field Enterprises, inc. Hawaiian Pi le y, Ltd. 
| COMpPaNny Hobbs Hall Hous 
: i : Kellogg Company 
: ' It’s the one — that ewe ; Kraft Foods 
_ associates your product with top : 
sa ' quality...with 100% friendly +; Thos. Leeming & Co., Inc. 
i surroundings. & Lever Brothers Company 
On the one hand, you’ll be in the Joe Lowe ¢ ; wn 
most read, best read section of the 2 Mars, Incorporated 
| paper, enjoyed by everybody from Philip Morris, Inc. 
: a ee ae to ste- : John Morrell & Co. 
j nographers and housewives. ; 
: ge: 2 Morton Salt Company 
You’ll be flanked by such internation- “ National Biscuit Company 
4 Sahai wi sai ally loved characters as those in Pea- : : 
F eshie ag nuts, Steve Canyon, Li’] Abner and National Carbon Co. 
2 Dick Tracy. The Nestlé Co., Inc. 
) And on the other hand by such na Pena CanaINS 
a n other han s . . 
. ; tionally known corporations as those 3 The Procter & Gamble Co. 
an listed at the right. 4 Purex Corporation, Ltd. 
‘ is 
Is it any wonder then, that so many * The “sna Oats Co. 
i consumers feel that... Sawyer’s, Inc. 
a F Scripto, Inc. 
2 Metro Sunday Comics : Sterling Artco, Inc. 
advertising reflects the : Swift & Company 
| quality of your product! | ~— SyivaniaiBlecrie Products, tne 
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HE REVOLUTION AT THE § 


There’s been a big change under way in America—a revolu- 
tion at the upper level. 


Today, there are between 8 and 10 million people who make 
success happen—to themselves and to the nation. A few years 
ago it was only half that many. 


THE WEEKLY NEWSMACATINE 


TIME 


These millions are the executive and professional families 
who—today and tomorrow—make the decisions, establish the 
trends, set the styles of this nation both locally and nationally. 
Of course, they do it with the consent (and even the admira- 
tion) of their fellows. 


Most of them spend a part of each week reading TIME. They 
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find they have to, in order to keep well informed in every 
significant, vital area of interest. 


There are those who don’t read TIME, of course, but they’re 
surrounded by those who do. Surrounded by TIME-reading 
friends, business associates, colleagues and families. 


Selling these millions makes the great years in every field 
from finance to fashion, from appliances to automobiles. They’re 
the people who’ve done wonderful things for advertisers. And 
who can do more wonderful things for you. 


They can be reached with maximum effectiveness only in 
the pages of their favorite magazine, TIME.* 


*which achieved an all-time circulation 
high of 2,410,000 with its issue of March 2. 
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Abolish Agency Commission System, 


Form Ad Council, 


(Continued from Page 3) 

The aim of the book is to show 
how advertising is working and 
should work in a free society. It is 
described by the authors as a “con- 
tribution towards remedying the 
neglect of advertising by profes- 
sional economists.” 

First of the study’s five parts is 
historical and descriptive. It shows 
how British advertising has grown, 
is organized, and what it costs. 

It shows that in 1938, $12.3 bil- 
lion was spent by consumers on 
goods and services while a total 
of $200,200,000 was spent on ad- 
vertising to the public. 


s In 1956, advertising expenditure 
is quoted as still being only 1.7% 
of the national income. This com- 
pares with 2.9% in the U.S. and 
0.5% in Belgium. 

Despite the emergence in the 
1950s of a number of mammoth ad- 


Top Ten British 
Advertisers: 1957 
No. of products 
or product 
groups Expenditure 
adver- (000,000 omitted) 
Advertiser tised Press Tv Total 
Unilever ............ 50 $13.16 $ 7.84 $21.00 
Beecham Group 32 3.64 7.28 10.92 
Thomas Hedley 13 3.36 7.00 10.36 
Imperial Tobacco 10 3.36 1.96 5.32 
Cadbury Bros... 8 2.80 168 4.48 
Reckitt & 
Colman .......... 30 2.80 084 3.64 
and pet foods) 3 168 1.68 3.36 
Re - 9 196 1.12 3.08 
Shell-Mex & BP (British 
Petroleum) ... 6 2.24 0.84 3.08 


11 196 084 2.80 
ceersonned 172 $36.96 $31.08 $68.04 


vertisers, there is little sign of ad- 
vertising expenditure rising faster 
than the total consumer expendi- 
ture. 

The only conclusion that can be 
drawn from these facts is that ad- 
vertising appropriations are being 
spent more scientifically and more 
effectively than they were. 

The study reports that total ex- 
penditure on advertising in Britain 
has been estimated at £334,000,- 
000 ($935,200,000) in 1957. Probab- 
ly half this amount passed through 
advertising agencies throughout 
the country. 

In referring to mammoth adver- 
tisers who emerged during the 
1950s, the study lists ten compa- 
nies which spent $2,800,000 or 
more on press and television ad- 
vertising during 1957. 


® On the cost of advertising to the 
consumer, the study considers 
whether the price of advertised 
products is increased to pay for 
promotion or reduced through re- 


BACON KNOWS 
MAGAZINES! 
We specialize in magazine clipping. 
Our list covers 3500 business, farm 
and consumer magazines — a complete 
blanketing of the American magazine 
field as listed in Bacon's Publicity Checker. 
You can check your own publicity, compe- 
tition’s publicity, competitive advertis- 
ing or subject research. Here is the 
service for magazines. Best 


Send for Booklet No 46 2, 
How Business Uses Clippings” 
acksou. Blvd | Chicago 4, Minors 
( WAbad 2 e419 
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sulting mass production. This is 
often a bone of contention in de- 
bates and arguments about the 
economics of advertising. 

The report quotes a number of 
examples showing price reduction 
resulting from successful sales pro- 
motion, One is Lyons Swiss rolls, 
which sold 10,000 a week at 14¢ 
each before advertising. Shortly 
after a promotion campaign got 


weekly and the price dropped to 
9¢ 


It also referred to the free bene- 
fits small manufacturers often gain 
from the first half of a big man- 
ufacturer’s advertising campaign— 
the part which takes the form of 
first interesting the public in a 
commodity before subsequently 
impressing them with a _ brand 
name. 

Although large advertisers may 
often increase competitors’ sales 
in this way, the survey says, cer- 
tain sections of trade have devel- 
oped into oligopolies, through 
heavy expenditure on advertising 


|under way, sales reached 600,000 | and promotion. 


In 1948, for instance, when there 
| were several hundred different de- 
|tergents, Unilever, Hedley, Col- 
| gate-Palmolive, and the Coopera- 
tive Wholesale Society accounted 
for only 28% of the market. But 
by 1956 these four manufacturers 
held 97% of the market with the 
lion’s share split between Unilever 
and Hedley. 

Messrs. Harris and Seldon cal- 
culate that detergent advertising 
may account, at different times, 
for anything between 0.2¢ and 7¢ 
of the retail price of 27¢. 


|" But they add that the larger 
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advertisers generally spend a lesser 
percentage of their total turnover 
on advertising than do their small- 
er competitors. They point out the 
case of Procter & Gamble in the 
U.S. devoting under 6% of its sales 
volume to advertising compared 
with over 12% by Colgate-Palmol- 
ive, “whose turnover was a quar- 
ter of Procter & Gamble’s, but 
whose advertising budget was 
more than half that of its compe- 
titor.” 

The second part of the study 
deals with arguments advanced by 
critics of advertising. These are 
mainly economic criticisms but the 
authors also deal with esthetic, 
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ethical and political disparage- volume of ‘untapped’ custom and 
ments of advertising. The authors| the cost of converting part of it 
then deal with claims made for ad- | into business through advertising, 
vertising by its supporters. | this can only be put to the test by 

At the end of this section the | repeated experimentation, a course 
authors explore the question, is| upon which Marks & Spencer and 
advertising necessary? Their an-| Woolworth’s appear to be embark- 
swer: | ing.” 

“Advertising expenditure may) This is a reference to the recent 
not be essential to the success of a | entry of these two chain stores in- 
firm that has other ways of mak- | to the ranks of advertisers for the 
ing known its products and at-| first time. The advertising activi- 


| advertising this whole-hearted tes- 
| timonial: 

“There can be no doubt that, 
used with discrimination, it is a 
necessary and valuable part of 
marketing in a modern industrial 
economy.” 

In Part 3, the authors review 
existing protections for consumers. 
And they warn advertisers that the 
consumer of today, with his in- 
creased education, experience, 


tracting sufficient customers, but | ties of both chains have been lim- | knowledge and sophistication, is on 
unless the optimum scale has been | ited so far and both appear to be | guard against exaggeration and 


achieved its success could be still 
greater. 
“Whether or not formal adver- 


approaching advertising in a spirit 


of experimentation. 


deception. 
The book is particularly out- 


spoken in those sections, forming 


with “the evidence for advertis- 
ing.” These case histories and ap- 
pendices deal with such subjects 
as the effect of an advertising tax 
on the press, restrictive practices 
in the printing industry, the battle 
for commercial television, public 
relations and the prices of adver- 
tised goods. 


= Dealing with the question of an 
advertising tax, the authors say: 
“It is no coincidence that the 
spread of a free press dates from 
the rise of commercial advertising 
100 years ago. 
“Whatever consequences an ad- 


tising would pay dividends on the | = The authors go on later to give nearly one half the survey, dealing | vertising tax would have for mod- 
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Commercial television or television commercials, TERRYTOONS does 
both equally well. 

On the CBS Television Network, TERRYTOONS-created "Mighty 
Mouse Playhouse" and "Heckle and Jeckle” consistently rank among 
the top-rated week-end daytime programs. And "Tom Terrific,” 
created by TERRYTOONS especially for television, has an audience 
of more than 3.5 million viewers daily, as a regular feature of 
the "Captain Kangaroo” show. (Nielsen) 

This same ability to captivate millions can perform for you. 
For TERRYTOONS’ full-time staff of nearly 100 artists, musicians, 
writers and technicians is at your service to create commercials 
combining entertainment savvy with creative, hard-hitting selling. 
Name your format: lowbrow or sophisticated; full animation, semi- 
animation, or animation mixed with live action. -TERRYTOONS does 
the job for you...any or all of it! 

Dozens of major agencies and advertisers have turned to top 
drawer TERRYTOONS for best-selling commercials. 


Why don’t you? 


A Division of cBs Fils Inc. @ TERRYTOONS 
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ern industry and commerce, its ef- 
fects upon the British press could 
not be other than damaging and 
might prove disastrous.” 

One recommendation certain to 
lead to controversy is the sugges- 
tion that advertising agencies 
should reconsider the restrictions 
on their practices with a view to 
what is in the best interests of the 
advertiser and the public. 


« A further suggestion that “ad- 
vertisers should be trusted to 
form their own judgment on ads 
by agencies and that they should 
not be denied the choice between 
competitive tenders that differ in 
cost as well as in the quality and 
range of service,” is likely to be 
strongly resisted by practitioners. 
Many agencies are understood to 
feel that the business could use 
more competition and benefit from 
it, but they are afraid that follow- 
ing this suggestion would open 
the door to all sorts of abuses 
which would do the advertising 
agency business more harm than 
good, # 


Savannah 


GEORGIA'S BIG 
NO. 2 MARKET 


THE SAVANNAH MORNING 

NEWS AND EVENING PRESS 

SERVE OVER HALF-MILLION 
PEOPLE SPENDING A 
HALF-BILLION $$$ 


Population 546,560 
Retail Sales $497,780,000 
Buying Income  $671,553,000 


In every major cate- 
gory, Savannah’s im- 
pressive multi-million 
dollar sales are second 
only to Atlanta. Heart 
of a 27-county Coastal 
Empire, Savannah dom- 
inates a self contained 
trading area miles from 
the influence of other 
metropolitan sales 


forces, 
« Source: Editor & ot 


BLANKET THE COASTAL 
EMPIRE WITH THE ONLY 
LOW-COST 
TOTAL SELLING MEDIUM 
IN SOUTH GEORGIA! 


NEWS-PRESS COVERAGE 


Morning & Evening 78,336° 
(65,000 unduplicated 
family coverage) 

Sunday & Evening 88,571* 


*ABC Audit Report 3/31/58 


And in 1959 with the high- 
est circulation in its history, 
the News and Press are 
reaching 95% of the City 
Zone and 54% of the Retail 
Trading Area families. 


NATIONALLY REPRESENTED BY 


WARD-GRIFFITH 
COMPANY, INC. 
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Detroit Jewelry to Ruben | Hitchcock Names McCabe 
Detroit Jewelry Sales Associates Hitchcock Publishing Co., 
has named Ruben Advertising | Wheaton, IIL, 


Forbes to Robert Whitehill 


elry Show to be held March 22-23.| neering and Institutions Magazine.| ment. 


Jean Forbes, formerly director 
has appointed Jack) of publicity for Richards Morgen- 
Agency, Detroit, to handle its ad-| McCabe a district manager in its| thau Co., has joined Robert White- 
vertising and public relations. The central division. Mr. McCabe for-} hill Inc. New York agency, as 
associates sponsor the Detroit Jew-|merly was with Domestic Engi-| head of its new publicity depart- 


eZ 


another famous nam 


HANKSCRAFT 


Battery-Operated 
ROTARY DISPLAY MOTOR 


*McKesson & Robbins, Inc., 


i one of the world’s largest 


drug supply firms, uses a 
Hankscraft battery-oper- 
ated rotary motor to power 
this eye-catching “Merry 
Christmas” drugstore pro- 
motional centerpiece. Like 
all Hankscraft-powered dis- 

\ plays, it runs for weeks 
without attention — mov- 
ing the message that moves 
the merchandise! 


‘ Hankscraft will gladly recommend 
the best motor for your particu- 
lar display use. Send us a cutout 
dummy and rough sketch. We'll 
return them together with our re- 
port — ne obligation, of course! 


~\ HANKSCRAFT COMPANY 
DISPLAY MOTOR DIVISION o 
Reedsburg, Wisconsin - 
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Rank Program 
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Rank Program 


a Yates 


THAT flawayr 


Saturday Evening Post circulation is going that- 
away—straight up! Up over 6,000,000! That's 
vitality, pardner! 


The Post is hotter'n a rocket ! A CURTIS MAGAZINE 
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Advertising Age, March 16, 1959 


Videodex Network TV* 


Feb. 1-7, 1959 
Copyright by Videodex Inc. 


Program (%) 
Gunsmoke (Liggett & Myers, Sperry-Rand, CBS) ............cccccccsssesesesesesenrsseevees 39.4 
Wagon Train (Ford, National Biscuit Co., NBC) .................0006 37.2 
Danny Thomas Show (General Foods, CBS) ..............cccccccesescescescesnerseseeeeeneeees 36.2 
Perry Como Show (Several sp s, NBC) 35.8 
Have Gun, Will Travel (Lever, Whitehall, CBS) ...............ccceccescsseseeccesneeseeeeseeee 34.6 
The Rifleman (Miles Labs., Procter & Gamble, Ralston, ABC) ................00000 34.2 
Maverick (Kaiser, Drackett, ABC) as 33.7 
Loretta Young Presents (Procter & Gamble, NBC) 32.6 
PRNay HN CUP PINION, SETTER destesteccevevecvsscroccssovnincnsncsszorcehvnencersccnsonss 32.3 
ee NE SD ea saaacpasrctctetarrscsvetednesece eevee Ecce deasiphenorichnasdocndinns 32.1 


Program 
Gunsmoke (Liggett & Myers, Sperry-Rand, CBS) 
Wagon Train (Ford, National Biscuit Co., NBC) 
Danny Thomas Show (General Foods, CBS) 
Perry Como Show (Several sponsors, NBC) 
Have Gun, Will Travel (Lever, Whitehall, CBS) 


The Rifleman (Miles Labs., Procter & Gamble, Ralston, ABC) ................ 11,594 


GRUNT: GmRe; DURTIIIE, TE) crccsecccscncescesesessececnsccscccsesssorscosvesssossoseves 
Loretta Young Presents (Procter & Gamble, NBC) 
Perry Mason (Several sponsors, CBS) 
I THIEN, CIID enihicienteittedhcteesehdeehserncisersesessssnconcnrsssecnscevenescnstenenenss 


* Homes viewing in cities where program is telecast. 
** Listed in sequence of rating level from first list. 


ARB Network TV Ratings 
Week of Feb. 2-8, 1959 


Copyright by American Research Bureau 
PROGRAM POPULARITY 


Wagon Train (Ford, National Biscuit Co., NBC) ............ 


Gunsmoke (Liggett & Myers, Sperry-Rand, CBS) ..........cccccccsccssseeccseeeeneeenens 43.5 
The Rifleman (Miles Labs., Procter & Gamble, Ralston, ABC) ................000006 39.6 


Maverick (Kaiser, Drackett, ABC) 


Perry Como Show (Several sponsors, NBC) ..........:ccsesccsesersersenenserenserersessneees 38.0 
The Real McCoys (Sylvania, Procter & Gamble, ABC) ..........ccccccccceseeeneee 36.3 
Have Gun, Will Travel (Lever, Whitehall, CBS) .............cccccccscessesesseseeesensenes 35.8 
Wyatt Earp (General Mills, Procter & Gamble, ABC) ...........ccccccccessseeseseees 35.3 


Tie Pekem Be Tie: Cre, DT FOG) vere cassecncncrvcccccccissccessesssesresosescerosses 
Loretta Young Presents (Procter & Gamble, NBC) 
Perry Mason (Several sp s, CBS) 


TOTAL VIEWERS REACHED 


Wagon Train (Ford, National Biscuit Co., NBC) «0... 
Gunsmoke (Liggett & Myers, Sperry-Rand, CBS) 
Maverick (Kaiser, Drackett, ABC) .........:ccccseseeeees 
Perry Como Show (Several sponsors, NBC) .........0:csseccsssesesnsesesrarseeesnensesees 
Have Gun, Will Travel (Lever, Whitehall, CBS) ................000.0. 

The Rifleman (Miles Labs., Procter & Gamble, Ralston, ABC) 
The Real McCoys (Sylvania, Procter & Gamble, ABC) .........ccccceccceeeseeees 
Perry Mason (Several sp s, CBS) 
Wyatt Earp (General Mills, Procter & Gamble, ABC) ...............ccccesesseeees 
Danny Thomas Show (General Foods, CBS)... 


* Percentage of homes reached in markets where a show appeared. 
** Total number of persons viewing program. 


SPREADING THE NEWS 


SINCE 1922 


REVERE PHOTOENGRAVING CO. 
WaAbash 2-8816 
712 FEDERAL STREET ¢ CHICAGO 5, ILLINOIS 


Rating* 
dager mee 47.8 
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CIRCULATION OF TV GUIDE 
WEST COAST COMBINATION 
NOW EXCEEDS 1,000,000 


In numbers and in quality, TV GurDE gives 
you West Coast circulation far and away 
above anything any other weekly magazine 
can offer. The West Coast combination passed 
1,000,000 (publisher’s estimate) for the issue 
of February 7. And 78% of this huge total 
represented single-copy sales—families who 
paid 15c to take TV Gute home. More than 


Offices in 
515,000 of the purchases were made in West TV Guive’s b&w page rate—$1950—gives Los Angeles 
Coast food stores, where the magazine ranks — you the lowest page cost per M of any major ee 
as one of the fastest-turnover items in stock. magazine serving the West Coast. Portland 
The TV Guipe West Coast combination is The magazine which does such an outstand- Salt Lake City 


made up of the editions for Southern 
California, Central California, Northern 


..and FULL GOLOR PAGES are available to advertisers 


NATIONAL CIRCULATION NOW OVER 7,000,000* 


4 


California, Oregon, East Washington State, 
West Washington State, and Utah-Idaho. An 
Arizona edition will be started next August. 

TV GuivE now offers West Coast sectional 
advertisers every advantage of national maga- 
zine exposure, including full-color pages. And 
best-sellers like Lucky Lager and General 
Foods are exploiting it. 


ing job of selling itself will do an equally 
outstanding job of selling for you! 


*Publisher's estimate 
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Merchandising Ideas 


e Using a “spicy” 

Ross Roy Uses direct mail cam- 
Spicy Program paign to drama- 
tize the variety 

| of its marketing services, Ross Roy 
| Inc., Detroit, reports it has passed 


| Sales executives who have received 
j}and responded to the 12 special | 


P| 


6 
SPICY CAMPAIGN—The Ross Roy di- 
rect mail information campaign on 
|its services began with a spice 
| rack and one bottle of spice. The 
| rest of the spices were sent at in- 
|tervals until the rack was filled 


is 


| creative director, advanced the idea 
|of using spices to garnish an 
|information campaign on agency 
marketing services. The program 
| was drawn up and to date, 325 ad- 
| vortisers have received all or part 


the 1,000 mark of advertising and | 


| mailings. Mauri Vaughn, Ross Roy 


of the aromatic promotion. The 
first mailing, a 9x11” colonial spice 
|rack and a bottle of “idea salt,” 
was followed at 10-day intervals 
by other spices and letters, until 
the rack was filled with 12 differ- 
ent spices. A follow-up which 
| completed the set was “The Spice 
Sampler,” a recipe book by Edith 
| M. Barber. 

With spices supplied by John 
| Wagner & Sons, Ross Roy designed 
and used special labels instead of 
Wagner's regular front labels on 
| the bottles. Among the labels are 
|“personnel parsley—contains a 
| rare blend of talented individuals, 
| plentiful supply available”; “cre- 
| ative ginger—stir plenty of the 


pungent spice into every advertis- 


| ing dish”; “sell-ery (celery) seed— 
a precious marketing staple de- 
|rived from the sales training 
plant”; “public relations paprika— 
‘use as attractive garnish for all 
marketing cuisine.” 

Ross Roy reports the responses 
to the direct mail drive have been 
unanimously favorable, including 
some invitations for the agency to 
make advertising presentations. 


e A merchandis- 


Moore Dealers ing calendar 


‘|Get Calendar which presents 
the entire 1959 
advertising and merchandising 


program of Benjamin Moore & Co., 


being distributed to Moore dealers. 
The calendar covers the year’s na- 
tional magazine advertising, speci- 
fying the approximate publication 


Advertising Age, March 16, 1959 


MERCHANDISING CALENDAR—A. A. Stevenson, eastern division district 

sales manager of Benjamin Moore & Co. (left), shows a new cal- 

endar which presents the company’s 1959 ad and merchandising 
program to J. L. Kraniak, Moore sales representative. 


New York paint manufacturer, is | 


dates of scheduled advertisements. 
Each ad is the nucleus of a cam- 
paign for which a variety of sup- 
plementary merchandising materi- | 
al is available. The calendar also | 
includes suggestions to enable the 
dealers to correlate their own pro- 
motional efforts with Moore’s na- 
tional advertising and illustrates 
window and store displays, news- 
paper mats and other merchandis- 


dealers. 


e In a_ unique 
KCP Sends direct mailing 
Display Piece piece Kansas 

City Poster Dis- 
play Co. tells customers and pro- 
spective customers that “we handle 
the complete package—from the 


display piece right down to the 


ing aids which are available to the | 


of Jackson, Mississippi. That's the heart of the 
Mississippi market . . . accounting for 37.5% 
of all retail sales in the state! 


80,000 families 


Meet “Colonel Clajack" . . . the man who can 
put your sales message into an average of 
81.3% of all homes in towns of 1,000 or more 
people within the 24-county retail trade zone 


. +. plus 


corrugated mailing carton and 
shipping labels.” To prove this, the 


|Kansas City promotion piece was 


a small corrugated carton, printed 
in four brilliant colors inside. 
When opened, the box revealed a 
large drawing of a man who rep- 
resented KCP. His message advised 
turning “your display printing 
problems over to the experts at 
—, 


e Editors around 
Corro-Bags the country re- 
Hold Goldfish ceived asmall 
box in the mail 
the other day. Inside was a letter 
from Sherman Paper Products, 
Newton, Mass., and a bag contain- 
ing two live goldfish. The letter 
began, “I hope that the enclosed 
| goldtish will dramatically indicate 
to you the protective cushioning 
qualities of Sherman Paper Prod- 
}ucts’ new improved Corro-Bags.” 
The letter went on to describe oth- 
|er qualities of the new bag—light 
|in weight, meaning lower postage; 
|a double folded glued end closure, 
;and ease of inserting contents. 
| (Editor’s note: Of the four fish 
received by editors of ADVERTISING 
AGE, three still are merrily swim- 
ming around a new container, a 
| fish bowl.) 


|‘ SELVERDOMES 


AP NO EXTRA cost 


SILVERDOMES—The Silverdomes hol- 
iday promotion for Old Mr. Boston 
cordials and flavored brandies is 


being continued with this display 
in selected markets. The threaded 
bottle tops are given with the cor- 
dials and brandies at no extra cost. 


e Evinrude Mo- 
Water Skiing tors, Milwaukee, 
Booklet Offeredis publishing a 

new booklet, 
“Water Skiing,” that will be made 
available free to the public through 
Evinrude dealers. The booklet, by 
Tom and Janie Dorwin, who hold 
water ski championship titles, is 
done in the adult comics book 
style. It takes the prospective water 
skier through a step-by-step pro- 
cedure for the beginner and in- 
cludes instruction for the boat 
driver and a ski selection chart. As 
an introduction it says, “Here’s 


outboard motor.” 


how to enjoy this fastest growing 
water sport with your Evinrude 
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Does your advertising actually sell products? 


... THE MEN WHO BUY CAN TELL YOU! 


What happens when prospects read your ads? How can you 
gauge their effectiveness? To help you find out, we go directly to 
the men who pay to read McGraw-Hill publications. . . 

ask them how they react to your advertisements. 


Here’s what your customers say 
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“This ad was very useful to my firm. We 
hadn’t realized the advantages, and after 
getting in touch, found the cost much less 
than we had expected.” 


Partner, 
Financial Firm 


‘“‘We were having a lot of breakage before 
we started to use these bits. I passed the 
information in the ad on to the super- 
intendent, and he OK’d ordering them.” 


Assistant Mine Foreman, 
Steel Co. 


nee 


rtising in McGraw-Hill 


These are direct quotes from read- 


ers. They are part of continuing 
readership studies sponsored by 
McGraw-Hill, including our own 
“Reader Feedback,” and Starch 
and Mills Shepard. They bring into 
sharp focus this basic truth: adver- 
tising is a primary tool in selling 
to business and industry. Your 
McGraw-Hill representative will 
gladly furnish additional evidence 
on request. 


“This ad hasn’t solved a problem for me, 
but it probably will. I’ve given the O.K. to 
put in a sample frame.” 


General Manager, 
Textile Mill 


‘This ad is attached to a report I am making 
for our company on cost cutting.” 
Chief Engineer, 
Wire Racks and 
Baskets Manufacturer 
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“I was interested in that ad; I’m going to 
find out more about the instrument. In fact, 
I’m going to visit their factory.” 


Assistant Chief Explorer, 
Mineral Development Company 


“We have gotten some oils I saw advertised. 
They are holding up remarkably well.” 


New Product Development Manager, 
Metal Products Manufacturer 


‘‘We were having a problem with clearances 
of fasteners and saw this ad. I referred the 
idea to the Purchasing Department and they 
ordered it.” 


Chief Manufacturing Engineer, 
Jet Engine and 
Missile Component Manufacturer 


*“We had been having trouble with motors, 
and this ad looked like the one we needed. 
I wrote for figures and information, had it 
sent directly to our engineers. They will take 
it from there.” 


Treasurer, 
Food Processing Company 


., McGraw-Hill . 


“The ad showed me that I could use another 
type of valve. We have already requisitioned 
the purchase, and the valves will be installed.” 


Process Engineer, 
Chemical Company 


““‘We’ve approved its use as a result of this 


ad.” 
District Manager, 


Oil Company 


“The ad was very timely because we are... 
having trouble. It certainly looks easy to 
reach almost impossible spots with that tool, 
and we have sent for more information and 
will see their representative soon.” 


Assistant Works Engineer, 
Electrical Equipment Manufacturer 


‘“‘We’re running up against a similar problem 
to the one in the ad . . . looking for something 
to correct it and prevent its happening again. 
I intend to get in touch with these people.” 


Purchasing Agent 
Air Conditioning 
Equipment Manufacturer 


‘On, 


—~@: 
Nem 2 


are ——— ae 


McGRAW-HILL PUBLISHING COMPANY, INC., 330 WEST 42nd STREET, NEW YORK 36, N.Y. 
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The Santa Fe 


competition head on.” 


Santa Fe Boosts Vacation 
Travel in Magazine Ads 
Railway has 
scheduled two magazine ads to 
promote vacation travel in an at- 
tempt to “meet private automobile | 


| the April Reader’s Digest. 
| agency. 


| Reed/Warren Opens in York 
Reed/Warren Advertising & 
A color | Public Relations, Philadelphia, has 


spread with a coupon offering a opened a service office in York, 
free folder appears in Life March | Pa. J. Albert Muffitt, formerly of 
9 and will run in modified form in| New York, will manage the office. 


Leo Burnett Co., Chicago, is the | 


Plummer to Myers, Anderson 
Plummer Ltd., New York, retail | 
|store specializing in china, crystal | 
and silverware, has appointed My- | 
ers, Anderson & Strong, New York, 
to handle its advertising, effective | 
April 1. Magazines and newspapers | 
will be used in the new campaign. | 
Galbraith-Hoffman Advertising is | 


the present agency. 
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HOTEL RESERVATIONS 
Coast to Coast in the U.S.A. and in Canada 


Call any of these numbers: 


MEW YORK—CHickering 4-0700 LOS ANGELES—DUnkirk 2-7171 
CHICAGO —Whitehall 4-4100 
DETROIT —WOodward 1-8000 


4-second electronic RESERVATRON or Direct-Line Teletype 


in these and other principal cities give you fast free room reserva- 
tions in 38 cities, coast to coast in the U.S.A. and in Conade. 


a 
"Sasunennemanamaeweuwaamwe™ 


Messing convention? Write for Sheraton’s 96-page facilities booklet. 
A RS Sheraton Corp.. 470 Atlantic Ave., Boston, M 


SHERATON HOTELS 


SAN FRANCISCO—EXbrook 2-8600 


\ 

\ 
PHILADELPHIA—LOcust 8-3300 
! 
/ 
/ 


EAST 


NEW YORK SPRINGFIELD, Mass. 
BOSTON ALBANY 
WASHINGTON ROCHESTER 
PITTSBURGH BUFFALO 
BALTIMORE SYRACUSE 
PHILADELPHIA BINGHAMTON, N.Y. 
PROVIDENCE (Opens eorly 1959) 
ATLANTIC CITY 

MIDWEST 
CHICAGO INDIANAPOUS 
DETROIT FRENCH LICK, Ind 
CLEVELAND RAPID CITY, S. D 
CINCINNATI SIOUX CITY, lowa 
ST. LOUIS SIOUX FALLS, S. D 
OMAHA CEDAR RAPIDS, lowa 


AKRON 


SOUTH 
AUSTIN 
MOBILE, Ala 


LOUISVILLE 

DALLAS 

(Opens early 1959) 
WEST COAST 

SAN FRANCISCO PORTLAND, Oregon 

LOS ANGELES (Opens fall 1959) 

PASADENA 


CANADA 
NIAGARA FALLS, Ont. 
HAMILTON, Ont. 


MONTREAL 
TORONTO 


/ported by newspapers, is being | 


Old Milwaukee Beer | 


Gets $1,000,000 Ad 
Push in Michigan 


Detroit, March 10—The first | 
month’s marketing of Jos. Schlitz 
Brewing Co.’s Old Milwaukee beer 
in Michigan, where the company | 
intends to spend $1,000,000 in ini- | 
tial promotion of the brand, in-| 
dicates promising results in the} 
face of adverse conditions. 

This was the statement of Ches- 
ter B. Margerum, general manager 
of Old Milwaukee, as the first 
month’s trial period drew to a close 
March 1. He attended a press and 
advertising conference here and 
outlined further promotion plans | 
for Michigan, including schedule 
of a personal appearance tour | 
through the state by Penny Kunard 
of Chicago, picked to personify the 
new label. She came here to meet 
Mayor Louis Miriani of Detroit and 
other Michigan dignitaries. + 


Powell, Schoenbrod Adds 1 | 
Evans Food Products Co., Chi- 
cago potato chip, popcorn and food | 
specialty manufacturer, has ap- 
pointed Powell, Schoenbrod & Hall, 
Chicago, to handle its advertising. | 
A regional radio campaign, sup- | 


planned. | 


Friday Dates 


Oklahoma City Oklahoman 


Chicago Daily News 

Chicago Sun-Times . 
Columbus Dispatch " 
Houston Chronicle " 
Lansing State Journal - 
Long Beach Press-Telegram ’ 
Milwaukee Journal " 
Newark Star-Ledger ” 
St. Louis Post-Dispatch . 
San Jose Mercury . 


Washington Post & Times Herald “ 


Simultaneous readership surveys (includes 40 interviews with 
only housewives) will be made in all cities on the day after the 
survey issue. An identical second survey with a new sample of 
readers will be made five days after the survey issue to deter- 
mine Retention Values of ad. To obtain full ratings, ads must 
appear in 13 of the 15 newspapers. To receive readership by 
product users, ads must appear in all 15 newspapers. If an 


‘ advertiser does not have national distribution, he may obtain 


regional data by inserting ads in all newspapers where his 
product is distributed. However, because of the smaller number 


PUBLICATION RESEARCH SERVICE 
176 W. Adams S&t., Chicago 3, IIl. 


April9 May 7 June 25 Sept. 


Carl J. 


New ROP Color Service Offers Six 
Copy-Testing Opportunities to Advertisers | 


| World Report with the claim that 
| it will be the first to use a woman 
in an ad for scotch whisky. Kenyon 


e Twin survey project will reveal use- 
of-product data in relation to readers 


e@ Insert ads in these newspapers on 
these dates for FREE readership and 
product data 


Wednesday Dates 
Philadelphia Bulletin 
St. Paul Dispatch 


Thursday Dates 
Boston Globe 


April8 May6 June 24 Sept.9 Oct.28 Dec. 2 
April8 May6 June 24 Sept.9 Oct.28 Dec. 2 


April l0 May8 June26 Sept.11 Oct.30 Dec. 4 


of readers in a regional sample, 


be meaningful and therefore not reported unless special ar- 


rangements are made. 


All insertion orders for the above dates should be sent directly to 
the newspapers listed, observing normal deadlines. Correspond- 
ence concerning the surveys, survey dates and any other ques- 


tions should be directed only to 


Deadlines for advertiser's product question will be one week before the 


survey date. 


Nelson, Director 


10 Oct. 29 Dec. 3 


Phone: RAndolph 6-6022 


detailed breakdowns will not 


Publication Research Service. 


Advertising Age, March 16, 1959 
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HIGHLAND jg 
QUEEN 


WHISKY 


Tie Queen of Souts of che botie ascures son of the nemthe deputation and basis 
SS attee ' tdeewn Ser Woe Rewards 
» tran of 


tts 1S sear ok! connpamon 


A QUEEN RIDES FORTH—McKesson & 
Robbins will break this ad for its 
Highland Queen scotch in the 
March 16 issue of U.S. News & 


& Eckhardt is the agency. 


‘Consumer-Oriented 


Marketing Stresses 


Profit, Says Seares 


NEw York, March 10—The new 
marketing concept has resulted in 
“a basic change in emphasis” for a 
marketer, “from selling what it 
makes to making what will sell.” 

This opinion is voiced by Al N. 
Seares, president of National Sales 
Executive—International, writing 
in his monograph, “Scientific 
Management of Marketing Opera- 
tions,” published by the Society for 
Advancement of Management. 

“The first and perhaps key 
point” in explaining what the 
marketing concept means to man- 
agement, Mr. Seares writes, “is 
that marketing operations should 
begin, as well as end, with the 
customer.” 

In further explanation of the 
marketing concept, he _ writes: 
“Marketing operations are planned 
on the basis of expected profits, 
rather than merely sales volume. 
Return on investment is the cri- 
terion used to gauge the desirabil- 
ity of alternative programs.” + 


Lescarboura Names Hoyt 

L. Arthur Hoyt, formerly ad 
manager of the technical product 
division of Allen B. Du Mont Lab- 
oratories, has joined Lescarboura 
Advertising, Ossining, N. Y., as a 
client contact executive. Lescar- 
boura has been named to handle 
advertising for Times Wire & Ca- 
ble Co., Wallingford, Conn., an af- 
filiate of International Silver Co. 


Hearst Hails Hailey 

H. W. (Wally) Hailey, of the Se- 
attle Post-Intelligencer, has been 
named winner of the Hearst Cir- 
culator of the Year Award for 
1958. Mr. Hailey, circulation man- 
ager for the Seattle daily, will re- 
ceive a plaque and $1,000 cash 
award from the Hearst organiza- 
tion in New York, 
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Big, bustling, busy 

. heartland of the nation. 
New threshold to the world 
as the St. Lawrence Seaway 
dream becomes a reality. 


Chicago. 

Exciting, enterprising, ebullient 
marketplace of millions .. . new 
frontier of opportunity for 

men of courage and wisdom 

to shape and share its 

grand destiny. 


Chicago 

where great newspapers are 
mirror and spur... 
chronicling accomplishment, 
kindling the flame of progress. 


THE CHICAGO AMERICAN 


CHICAGO OWNED ® CHICAGO EDITED * CHICAGO DEDICATED 


proudly serves. 
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CHICAGO 


Pe bes . ae tae ae ae aes ae Ge ho ci bie ene a= ay cd ai : Soe a rant ee ane: oe Cie ees” Way at eS ake See were Se Se ee a a a se 

uaa: Se tear nad SN Sa NM” OUI eteerdceatonn ~My cr sia ele gre Se Rea eee eS yt <i! eRegene eNamame oh ci ea a: 
ere ; ae ae >: aiid. Le Somes ieee se Ss as et : ee ee aarti aa oe ; a re oe ‘ aman os 

De ad wae cites hg oe ii) * 4 as ct tye ae iy vs i or sips See ——7 Pai nine = Te sk ae : . 

Ties ay roe ay heey # em fe ee : ‘ ie eee ‘ages SRS os eine SRE: : peeeeea = 5 a Ss 4 
eel 5 , és ema. Ora, : ™ ae aa : Bis 7 ey ee oats oe td s wis 1 ; - 
w i oe 
i i 
5 
s f 
if ‘. 
, f] , la P : 
= / i 
pi 
i \ | / : 
/ 

| pe 
: \ Pen 
fim ; ; ES 

? / f a 
a 7 \ eae 
| aes Se 

: B; Yip ters 2 
; 1 f a ee 
gis ¥ ae 
3 y Dae a 
bs i \ - 7 Bas ee 
2 Uy a on 
ee ve me 
ie \ Pie ad es 
; cs gee 

a! / eas Eo 
2 , \ peas / ree 

\ \ = i 
is ER ( / AS 

ee JS Ss 3 
serge \ \ i “te , St 3 

Ly Py tie 
Pe 4 BD 

vi eae 4 ve 

Cea \ “ea is 
35 x 
at GY he 

ss zs 4 
ites a Ma os 
: eee 

. 3 est 

4 , - 

| x z 

4) ¥ 

i 

5 7 

. 
: ' ae ioeeiaae 
gs Noa eel 
4 pe Sie, 
i a aah wee 
“, ’ icine i eta 
| 7 ae e Br 3 
ti ie ae es ae é ' Lycee 
oe . j i Bae Ssh) eta Sn 
ne ' ve ‘ Cole ce as co 
} ig SOL di 
= fuer aa i ‘ ( ' 
j ' : : en i 
. ‘ is es he sua las 
’ ie ie oo 
ve q ; " : Seay iti Beret h tate 
i Wane e isis ee 
: 1 ; Bots. ¥ ey Ba, 

: Na . i PS: 

ee py te Ss pe 

eae AiR goon) 

‘ i i , = 

ry one ae 
es } ae est Saaee : 
se ; ee: ie 
x“ sete fealae Rn 

, ‘ eae: eo 
ree iy be egy, serene 

: ogame 5 : 
ues, bu ase keel Pe “ 
- | Sos 
: : 3 | 
; 
. 1 
y " 
4 ; : : “ 

; ' . pre sts 
eb ‘iter 
: " sey: 
rt : oom cele 
Vs, Rees : ieee 
sue heed rae . rs Pi 

F aia be : fete 
So +S - ‘ Ses NES 
. 4 ie ae e reel 7 ov 
$ . ae _s i ae 3 
} (mm |. 7 
. Bat St Oe ee ‘ 

: I f i RSMo ste ty” - 
sg ARE ae eS 1 ee ee ee 
. \ fe 
one tae 
ee ; ee he 
E ea 
ce: ‘ 7 a 
7. : ; ta ain 
ee ay eet ee 
oe ee Scie 
Big eratiss s és 
eo fy | ae 

baa ea i ei ts 
na i goes? Ral a Ze Silt 
aa / ae ale 
—_ ate, 

+ | fF, - 
q ta 
s een ¥ 

" . ae é | ; 

— | AN | 
hie = ? 
aie tase 
Pies e. 

7% ‘ a 
pd ‘ Ae 

or} 

a 

ie ) 7 

herd yl . 

P Pre: 

- ; 

: 
' 
. 
' a 
; 
a | - 
| : Ne iui 
bade renee . a 
. : 2 hr 
: i -4 ° f 2s 
aes 
4 ei he 
ve : 
2). 
ee 
ices - 5 —— . 
; ; , , 
: ; ' > se ee a 3 CEERI s Seale i a ae eT Ai EA ere - A eoey he is 4 
BS SS ROAR pideey alent : | tip a eg S : «eA ts oe ne a la Bo tae 
rT Oe + eae + an ata Rak faeces send 
at ee ao ae ae rice ee ia a aie eames nek 
a) ies Morea eee fo 2 ee ees: 8, 22" ae eee ena toes on ee Brn ee a yt 
1 eaheae a Fee, page ogia dca ot eee eee Ne gee ie er NE ne eae 
BA AP Matin a a car po Sai ong BCL aS peace Bak 2 etre nee) Sug Omens” Sebo Ee Yee eel ane. Soars Lee = Smee Re th Sal tine i ie Si haere as oie ig) eto 


CAPITAL CITY 


“The Fabubus Southwest 


E] Paso Herald-Post 


EL PASO... 
ON THE GO AGAIN 


In the El Paso Valley, Cotton set an all 
time high record in 1958 with a yield 
of 1.91 bales per acre for medium 
staple and 1.05 bales for long staple 
Supima Cotton. 


It’s Really FINE in '59 
In the Fabulous Southwest 


Che Zl Paso Cimes 


Morning and Sunday 


Evening 


New York, March 10—A Ne- 
gro family with a yearly income 
of $5,000 maintains a _ higher 
standard of living and represents 
a greater market for quality mer- 
chandise than does a white family 
making $5,000, according to a mo- 
tivational study of both groups 
made by Texas Southern Univer- 
sity. 

Dr. Henry A. Bullock, chairman 
of the university’s graduate re- 
search department, told a group 
|of media buyers here Friday that 
\the Negro family’s ability t 
stretch dollars results from “a 
|more flexible attitude about so- 
| called necessities. 

“Necessity depends on cultur: 
values, and differences in these 
values make reductions of basic 
expenditures easier for the col- 
|ored group than for whites, leav 
jing a higher percentage of the 
| budget available to the colored for 


In Philadelphia nearly everybody reads The Bulletin 


The Evening and Sunday Bulletin, Philadelphia 
ADVERTISING OrFices: Philadelphia * New York * Chicago 
REPRESENTATIVES; Sawyer Ferguson Walker Company in Detroit * Atlanta * Los Angeles * San Francisco 
Fconipa Resorts; The Leonard Company * Miami Beach 
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Negro Family Is Better Market for Luxuries 
Than White with Same Income, Study Says 


discretionary purchases,” he said. 
The colored consumer, he added, 
is also more willing to commit 
himself to long-term instalment 
buying. 


® Dr. Bullock said that a study of 
150 Negro households and 50 
white families in Houston found 
taste levels for quality merchan- 
dise, such as silverware, china, 
home furnishings and other item: 
were often higher among Negroes 
than among whites of comparable 
income. 

He attributed this mainly tr 
“exposure through domestic serv- 
ice of colored workers to the aris- 
tocratic tastes of upper-income 
families. 

“Just as Negroes’ consumer mo- 
tivations are often influenced by 
the luxuries and tastes of white 
groups they serve,” he added, 
“Negro servants in turn determine 
a large part of the domestic—par- 
ticularly kitchen and household— 
expenditures of their employers.” 

As a result of the survey, it 
was found that the average Negro 
family with a $5,000 income main- 
tains a standard of living com- 
parable to that of a white family 
with an annual income of $8,000, 
Dr. Bullock said. 


s For advertisers this would in- 
dicate a large Negro market for 
quality merchandise usually indi- 
cated for higher income levels, he 
concluded, and also a “channel” 
to the white market through the 
colored consumer. 

While the study was done in 
the South, Dr. Bullock said the 


\findings would be valid anywhere 
|in the U. S., because “social, en - 


vironmental and economic condi- 
tions affecting colored personality 
characteristics and behaviour are 
similar in both North and South.” 

Sponsors of the study, in addi- 
tion to Texas Southern, included 
Motion Picture Advertising Serv- 
ices Inc. and the OK Group of 
radio stations, both in New Or- 
leans. # 


George Simkowski Named 
Webcor Ad Manager 

George R. Simkowski has been 
appointed advertising manager of 
Webcor Inc., Chi- 
cago. The post 
has been vacant 
for the past sev- 
eral months after 
the resignation of 
George Hincker. 

For the past 
six months, Mr. 
Simkowski has 
been sales pro- 
motion manager 
of Webcor, duties George Simkowski 
which he will 
continue to handle. Before joining 
Webcor more than two years ago, 
he was in the sales promotion de- 
partment of Mishawaka Rubber 
Co. 


Holland Cheese Spreads West 

Holland Cheese Exporters 
Assn.’s 1959 Canadian institution- 
al ad campaign will for the first 
time include the Canadian West 
Coast. Among the newspapers in- 
cluded in the ad schedule this 
year is the Sun-Province, Van- 
couver, B. C. Newspapers will be 
used extensively in the campaign, 
supported by car cards, sampling 
demonstrations, point of sale and 
special promotions. Erwin Wasey, 
Ruthrauff & Ryan, Toronto, is the 
agency. 


Straus to Sudler & Hennessey 

Charles Bennett Straus Jr., for- 
mcerly vp of Cunningham & Walsh, 
‘has joined Sudler & Hennessey, 
New York, as director of the con- 
sumer division. He also will be 
chairman of the agency’s plans 
board. 
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Newsweek families have 
Over twice as much income 


as the U.S. average. 


Ask your agency. 
The different newsweekly 


for communicative people 
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Schick Sales Drop 27% | 

Sales of Schick Inc., Lancaster, | 
Pa., declined 27% in 1958, and 
the company operated at a loss 
for the year. Net sales were $18,- 
294,858, compared with $25,111,- 
484 in 1957. Net loss for the year, usw 
after income tax credit of $390,-| 8. F. Goodrich Co. 


-++-$ 697,296,556 $ 734,650,802 $ 35,457,421 $ 39,369,705 $2.20 $2.20 
294,085,078 282, 


Earnings of Advertisers 


1958 Fiscal Year 


Sales Earnings 
1958 1957 1958 1957 1958 1957 


000 but before special charges, to- ysl ra > Ree 773,950 6,407,934 10,074,594 1.02 1.67 
taled $423,495, compared with a - 

a gy ase ns ald Sein ,139,698« .723, .703, 566, ; 

net profit of $1,352,530 in 1957. A PS... a “4 362,139,698 439,723,799" 51,703,654 67,566,623 6.36 8.36 
special charge of $563,375) America ........... 259,271,078 256,115,744 14,513,972 14,589,692 1.35 1.36 
brought the 1958 total loss to|R.R. Donnelley &Sons .. 118,219,000 120,042,000 8,057,000 8,092,000 2.96 2.97 
$986,870 | Eastman Kodak Co. .... 828,801,269 798,283,443 98,912,039 98,108,305 5.13 5.09 
y . | Electric Auto-Lite Co. ... 168,904,880" 267 326,870 2,637,659 7,556,944 1.68 4.72 
ii anna — | Siete Me 156,172,630°  155,131,213¢ 7,536,066°  8,365,403¢ 3.00 3.59 
| Interstate Bakeries .... 116,873,114 113,224,927 3,653,231 4,046,721 3.43 3.84 

PHOTOSTAT USERS!!! = Jewel Tea oo. ....... 443,813,024 414,465,815 7,808,491 6,960,812 2.51 2.26 
National Tea Co. ....... 794,162,135 681,131,958 8,841,543 8,053,752 4.03 3.75 

Cut your costs 70%, Pepsi-Cola General 

with exclusive Magi-Copy Process Bottlers Inc. ........ 19,106,220 17,665,981 972,051 800,403 98 81 

Lew cc 70 © copy... Mo mechinn to Scott Paper Co. ........ 285,004,323 275,006,366 22,114,465 21,560,126 2.75 2.68 
oe ohn 0 reread Western Electric ...... 2,173,826,556  2,480,613,668 85,935,620 84,608,346 5.17 5.66 
_Jaodeia : it oo oc Includes dividends, rents and other income. ° Reflects automotive business decline, not fourth | 
service . . . Free price list Cormprss. quarter strike, company says. © Reflects full year’s operation of Hankins Container Co. and Orange- 
MAGI-COPY (Dept. Alfred Mossner Co.) burg Mfg. Co., both acquired Dec. 1, 1958. ¢ Reflects full year's operation of Kosmos Portland | 
108 W. Loke St., Chicago 1, FRa 2-8600 Cement Co., acquired Aug. 22, 1957. 
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Get sparkling sales results in the 


DAVENPORT METROPOLITAN AREA! 


Use Davenport Newspapers to put your 
sales words inthe mouths of 267,100* 
Quad-City people. Only Davenport 
Newspapers reach 100% of the con- 
sumers in Davenport and Scott County, 
lowa, plus profitable thousands in Rock 
Island County, Ill. 


Circulating Davenport and Bettendorf, lowa; 
Rock Island, Moline, East Moline, Illinois 


FIRST EVERY DAY... 


EVENING 
sunoar 


DAVENPORT mm tH 1 ka 


nid oawe 
Represented by Jann & Kelley inc. 


*Copr. 1958 Sales Mgmt. 
Survey of Buying Power. 


Let us tell you 


about the advantages of Travis Glass Mats 
for both R.0.P. Color and Black & White. 


Advertising Age, March 16, 1959 


AND THAT SAME YEAR THERE WAS 


A LITTLE MAN 
WITH A MU STAC 


CHASE FEDERAL 
OPENED 


LITTLE MAN—In a series of ads marking its founding in 1934, Chase 

Federal Savings & Loan Assn., Miami Beach, Fla., recalls news 

events taking place in that year. Bishopric/Green/Fielden, Miami, 
is the agency. 


| ‘Audio-Visual Equipment | Ford, New York, is losing its Com- 
Directory’ Published monwealth of Pennsylvania ac- 
The fifth edition of the “Audio- count to two agencies in the state 
Visual Equipment Directory” has under the new administration of 
‘been published by the National | G0V- David L. Lawrence. ; 
| Audio-Visual Assn., Fairfax, Va. Beacon Agency, Philadelphia, 
‘The book describes more than 500| Will get the $222,000 tourist ad- 
lmodels of A-V equipment and vertising account for the 1959-61 
'shows specifications, list prices | {S¢@l biennium, and Kelly, Bach- 
‘and a photograph of each. In- man & Troutman, Pittsburgh, has 
/cluded are 16mm motion picture been designated to place Soene 
| projectors, filmstrip and slide pro-| $240,000 = industrial advertising 
jectors, magnetic tape recorders beef the same period. Lloyd C. 
record and transcription players, | seer rook, be oy o_o a 
screens, projection stands and ac-|Chesley & Clifford, handled the 
cessory items. | Pennsylvania account under for- 
The 225-page book is edited by |™¢T Gov. George M. Leader. 
Henry C. Ruark Jr., NAVA direc- 
tor of information. Price is $4.75 | Bozell & Jacobs Names Two 
|Per copy, or $4.25 if payment ac-| Larry Holder, formerly with 
_ companies the order. Batten, Barton, Durstine & Osborn, 


has joined Bozell & Jacobs, New 
Pennsylvania Account Goes | York, as an account executive. Bo- 


to Beacon and Kelly, Bachman |zell & Jacobs also has elected Don 
Kastor, Farrell, decane! & Clif-' Underwood, exec vp, a director. 


PARTRIDGE & ANDERSON COMPANY 
712 Federal Street, Chicago 5—Phone HArrison 7-3732 


ELECTROTYPES, NICKELTYPES, PACOTYPES, STEREOTYPES, MATS, R. O. P. 
COLOR MATS, THERMOSETTING MAT PATTERNS, AND PLASTIC PRINTING PLATES 


Where do you get BETTER SERVICE than at P& A? 
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ADVERTISEMENT 


Anyone for pictures? 


We've got some remarkable people at McCann- 
Erickson . .. writers who paint and sculpt, art directors 
who write, and print men who take motion pictures for 
TV. The young man above, for example, is studying an 
exhibit of paintings and statues, created by McCann- 
Erickson people who are not art directors. 

The point is simply this . . . we believe that truly great 
creative people should be more than just specialists in 
limited fields. They should he able to conceive the 


entire advertisement or commercial in terms of words, 
pictures and sales objectives. That’s why at McCann- 
Erickson you'll find the offices of copywriters and artists 
—both print and TV—located side by side, so that each 
may inspire the other to produce more powerful sell- 
ing messages. 

The result? A closely knit creative division with free- 
flowing picture and copy ideas—to make more effective 
selling ideas. Anyone for pictures?... Everyone. 
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: A POCKET=SIZE BASEBALL GAME eins Okey. toons 


COMPLETE WITH OFFICIAL SCORE SHEETS Its Annual Report 
| New York, March 10—In a can- 
_did annual report on 1958 opera- 

or ACK- | N or PREMIUM tions, The New Yorker said: 
e Profits were at a record high— 
0 NLY | “due primarily to a rise in adver- 
e ° | tising rates at the beginning of the 
inthe Mail ==" 

— 


e Total volume of 4,849 pages was 
the best in the consumer magazine 


AN EFFECTIVE PROMOTIONAL. ITEM FOR SPONSORS __ [ex pages of advertising” than in 


/er pages of advertising” than in 


OF BASEBALL GAME TELECASTS AND BROADCASTS —__ 1957: 
NATIONAL—-REGIONAL—LOCAL e Ad volume prospects for 59 


| look good—but costs have risen 


Seunc"ana"eanas®siaes FAVORITE PLAYER BASEBALL Sentences ate 


has not, so that a volume equal to 


- Suite 15—United Building last year’s cannot be expected to 
a 145 Kennedy Street, N. W. Washington 11, 0. ¢. | produce comparable net earnings. 
Phone: RAndolph 3-4215 _e Subscription sales rose a bit last 


year, but newsstand sales dropped 
slightly. “The single copy sales de- 


4 . , ; a a T aiid 
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Soe 


“It says ‘You are going to make an important decision... and 
remember Solid Cincinnati reads the Cincinnati Enquirer.’” 


NOTHING WEIGHS HEAVIER in the choice of media in the 
Greater Cincinnati Market than the fact that Solid Cincin- 
nati reads the Cincinnati Enquirer. Advertisers naturally 
want to reach the solid market that matters in this great 
metropolitan area. There hasn’t been any doubt — for years 
— as to what newspaper does just that. Result: you're in 
SOLID when you're in the Cincinnati Enquirer. Ask The 
rem | Enquirer's Research Department for a look at the Top 
Ten Brands Survey, just completed. 


Represented by Moloney, Regan & Schmitt, Inc. 
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Advertising Age, March 16, 1959 


cline reflected the unsettling ef- 
|fects of our change in newsstand 
|wholesalers, occasioned by the 
withdrawal from the national mag- 
azine distributing business of the 
American News Co. in 1957, plus 
a general decrease in newsstand 
sales throughout the industry.” 


e The magazine’s “rather insignif- 
icant rise” in subscriptions was 
attributed to “our continuing re- 
fusal to indulge in the extremely 
costly practice of high-pressure, 
cut-rate subscription offers.” 


e The weekly’s “record high divi- 
dend” of $3.70 a share was “the 
highest that could be prudently 
paid in the light of disturbed con- 
ditions in the field on single copy 
sales and the even more disturbing 
situation relative to our printing 
operation as a result of a possible 
change in ownership and manage- 
ment of our contract printer, the 
Conde Nast Press” (AA, Jan. 29). 


8 So, The New Yorker said, it was 
retaining “a substantial portion of 
|our earnings to cover the need for 
‘facing these and any other uncer- 
| tainties.”’ 
| The magazine's published figures 
|showed an average net paid of 
/ 424,339 for 1958 and 4,849 pages 
|of advertising. Circulation income 
was put at $2,782,238 and adver- 
tising income at $13,301,190. 

Net profit came to $1,751,015, 
and profit per share was $6.44. In 
| 1957, The New Yorker reported an 
ad income of $12,812,577, a circu- 
| lation income of $2,699,246 and a 
| net profit of $1,604,757. Profit per 
share then was $5.93. 


| 
CONDE NAST’S SALEM 
‘CALLS REPORT ‘STUPID’ 

New York, March 10—Daniel 
‘Salem, executive assistant to 
\I. S. V. Patcevitch, president of 
|Conde Nast, called statements in 
The New Yorker’s report “very 
stupid.” The magazine expressed 
concern over the “disturbing situa- 
| tion relative to our printing oper- 
| ation.” 
| Mr. Salem said The New York- 
_er’s statement to stockholders was 
'“a very foolish thing to say.” He 
_added that negotiations to sell con- 
| trol of Conde Nast affect only stock 
control, not management of the 
company. + 


| Scott Henderson Hires 3; 
Adds 3 New Accounts 

| Seott Henderson Advertising, 
| Tucson, has added three persons 
to its staff and three new accounts. 
Lou Lalko, formerly with Manu- 
|facturer’s Products, Milwaukee, 
has been named art director. Rob- 
ert Fink, previously production 
‘head of Keller-Crescent, Evans- 
| ville, Ind., was appointed an ac- 
count executive and production 
‘head. Carolyn Roettger, formerly a 
| University of Arizona student, was 
named traffic manager. 

The new accounts include Inter- 
national Livestock Show of South- 
ern Arizona; Hal Landon Co., 
|Packard-Bell distributor for the 
/area, and OURS (Organization to 
Unite Our Resources & Services), 
a local citizens’ group interested 
in Tucson’s expansion. 


Williams Adds Three Accounts 

Williams Advertising, New York, 
has been appointed to handle ad- 
vertising for three new accounts. 
They are Saltwater Farm, Dam- 
ariscotta, Me., mail order shipper 
of live lobsters and other seafood; 
Julian Freirich Co., meat packer, 
and Thermatron Co., electronic di- 
vision of Willcox & Gibbs Sewing 
Machine Co. Freirich rejoins the 
Williams agency after an inactive 
period. Williams also handles ad- 
vertising for Thermatron’s parent 
company. 


Tilds & Cantz Moves 

Tilds & Cantz Advertising has 
moved its offices to a new build- 
ing at 8833 Sunset Blvd., Los An- 
geles, : A 
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How do. I’ve been hired to now has 3,600,000 circula- And the publishers are so 2 
do something nothing short tion. (That’s some 12 mil- dazzled by my announce- 

of terrific to tell the world lion home-minded men ment campaign that 

that... American Home and women) they've asked me to give 

this sneak preview. 
To kick things off — I’m planning skywriting in metallic ink... SPA 
j 4 


pe’ 


Then, to boom my initial splash through the summer, plantings of heliotropes in public 
gardens in key cities. 


And, of course, super-colossal extravaganzas featuring herds of elephants — along Madi- AMERICAN — 
son Avenue, Michigan Boulevard and other Ad Alleys to wow the agency people. 
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Join Thompson, See 
World? Well, Almost 


future.” 
In sending a 


(Continued from Page 2) 


man abroad,|ter Thompson. 


4 


} 
‘ 
, 
. 


,with exporting its know-how— 
we think the experience will make providing the overseas offices with 
him more valuable to us in the|the latest American advertising 
| techniques, as practiced by J. Wal- 
It doesn’t ignore 
Thompson is primarily concerned | language (a man ticketed for over- 


minor importance. 


is, he’ll learn the language.” 


have played leading roles 
Thompson internationally; they 
still monopolize the managerial 
positions today. 


45 MILLION PEOPLE . 


GO TO THE MOVIES IN AN AVERAGE WEEK 


You can reach 84 per cent of © 


this huge audience with big 
screen, full color theatre 
screen advertising. 


FOR INFORMATION WRITE: 


THEATRE SCREEN ADVERTISING BUREAU 


437 MERCHANDISE MART * CHICAGO 54, ILL. 


|only way to know them is to work 
with them. 
them, they can’t be our managers.” 

Today seven offices are man- 
aged by Americans—Robert Guil- 


_ 


skine in Montreal, Raimond Senior 
in Amsterdam, Kevin Farrell in 
) | Paris, Robert Merrick in Sao Pau- 
lo, Lyle Little in Manila and J. 
Hutcheson Page in Tokyo. 

Britons manage six offices— 
Douglas Saunders in London, N. A. 
Bokhari in Karachi, Thomas Sut- 


Where else in this whole country will you find 
satellite markets that total 33% richer and 50% 
bigger than the metropolitan trading zone itself? 
Or a universe that has such a big, rich central mar- 
ket plus satellite markets that are such important 
retail trading centers ? 


where else... 


—does a central market exert such an economic 
pull on so many specific areas that are retail trad- 
ing centers in their own right ? 


—do you find such a widespread marketing area 
covered from one central point . . . and by 
WFBM-TV! 


—can you buy just one station with no overlapping 
penetration in this area by basic affiliates of the 
same network ? 


only here —where WFBM-TV is first in Mid- 
Indiana—can you buy more honest market pene- 
tration, more consumer influence, for fewer dollars 
expended that anywhere else. Now it will pay you 
to take another, longer, better look! We are proud 
of our current ARB. 


America’s 13th Television Market 


»+.with the only basic NBC coverage 
of 760,000 TV set owning families, 


o% °, . . . 
*@: Indianapolis itself —Major 
retail area for 18 richer-than-average counties. 
1,000,000 population—350,600 families with 90% 
television ownership! 


sf ° 

1@ 11 Satellites —Each a recog- 
nized marketing area—and well within WFBM- 
TV’s basic area of influence. Includes Marion + 
Anderson + Muncie + Bloomington + Peru «+ 
Vincennes + Terre Haute + Danville, Illinois + 
Lafayette + Logansport + Kokomo 


Represented Nationally by the KATZ Agency 


Se os i a 
2. & 


BASIC NBC- 
TV AFFILIATE 


“Besides,” Mr. Mcck notes, “if 
he’s the kind of man we think he 


® American and British admen 
for 


“We like to know the men who 
are going to run our offices,’ Mr. 
ae | Meek emphasizes. “We don’t hire 

|people to be our managers. The 


If we don’t know) 


bert in Mexico City, William Er- 


| Sateen, John Humphries in Ant- 
werp and Edward J. Fielden in 
Bombay. 

Two Anglo-Argentinians, Juan 
G. O. Webster and John Chiswell, 
are managers in Lima and San- 
tiago, respectively. A native of 
South Africa, Wilfred Sanders, 
manages the Toronto office. And 
a naturalized South African, Ro- 
land Wentzel, who was born of 
American parents, manages the 
Cape Town office. 


# In some respects, the interna- 
tional arena is used as a finishing 
school for JWT executives. As one 
Thompsonite puts it: “Sometimes 
they throw you in there just to see 
if you will sink or swim.” 

Or, as another puts it: “You 
come back from overseas more 
sophisticated and more confident.” 

Other Thompsonites, some of 
whom were taken by complete 
surprise when they were sounded 
out about an overseas assignment, 
express similar sentiments. Henry 
Flower, who went overseas the 
year after he joined the agency 
in 1928, says: “The international 
operations are designed to be prof- 
it makers—and they are—but even 
if they weren’t, it would be worth 
.” 

The top executive ranks of the 
agency today are certainly studded 
with people who have had over- 
seas experience. In addition to the 


and Flower—they include vps 


Farlow, Joseph Boyle, Albert Cam- 


Harry Lee, Bill Moore, Phil My- 
gatt, Robert Colwell, Stanley 


and Don Thorburn, 


s The story of the international 
development of J. Walter Thomp- 
son Co. consists of many stories of 
people and their adventures with 
a worldwide agency. 


e This is the story of Kennett 
Hinks, now senior representative 
on Lever Bros., who went to Ber- 


roomed there with Robert Mer- 
rick, who had been transferred to 
Germany from China by General 
Motors. Mr. Hinks introduced his 
roommate to a visiting girl friend 
from the States—a JWT employe 
on vacation. In a short while they 
were married—and Ken Hinks 
was the best man. In 1940, after 
Mr. Merrick had left GM, JWT 
hired him and sent him to Brazil 
as manager of the Sao Paulo of- 
fice, a position he still holds. Only 
two JWTers permanently assigned 
overseas are also vps of the Amer- 
ican company—and Mr. Merrick is 
one of them. 


Richardson, who took his wife to 
in the late ’20s. Their first child 


Hinks was the godfather. Mr. 
Richardson retired from JWT 
early this year. 


Senior, a young American whom 
Thompson put through foreign af- 
fairs school in Washington, D. C., 
before sending him out to India 
in 1952. Mr. Sen- 
ior was in Bom- 
bay for three 
years. He re- 
turned to the 
U. S. in 1955 and 
was then mar- 
ried—to the 
daughter of Peter 
Fielden, Thomp- 
son’s manager in 
India since 1930. 
The Seniors went 
to Antwerp two 
years ago and are now in Amster- 
dam, where Mr. Senior is manager 
of a newly-opened JWT office. 


e And then there is Nagendra 
Parmar, an Indian who worked 
as an art director for 10 years in 


Raimond Senior 


two vice-chairmen—Messrs. Meek| | 
Robert Dennison, Sam Dobbs, Art 


eron, Ken Hinks, Arno Johnson, 


Quinn, John Russo, Ruth Waldo} | 


lin for JWT in the late ’20s. He|! 


e This is also the story of George 
Warsaw when JWT opened there 


was born in Berlin—and Ken|]f] 


e Or it is the story of Raimond|]) 
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seas duty will be sent to Berlitz),| ton in Frankfurt, David James in JWT’s Bombay office before join- 
it simply considers this asset of 


ing Mr. 
, office. 


e Edward J. (Peter) Fielden has 
|had a remarkable career with 
Thompson, A 53-year-old discern- 
|ing Englishman whose father was 
an official in the 
British Admiral- 
ty, he joined 
JWT ’s art de- 
partment in Lon- 
don in 1925, went 
to the Berlin of- 
fice to help set 
up an art depart- 
ment and then 
transferred to the 
old Alexandria 
office in Egypt. 
He made his last 
move in 1930, when he was sent 
out to India. 

Mr. Fielden is now thoroughly 
at home in India and shares the 
national aspirations for a life de- 
void of hunger and disease. He 
has been president of such groups 
as the Indian Audit Bureau of 


Senior in the Antwerp 


Edward Fielden 


"es. _ on ee en Bin ce Se eee cate Ne ‘. OBS a a te ere RT ee SAP Sc. HN Sia OR oping hea) ae Bon ees ae VBE: © alae Poets Aero ee) ee Oe ing 
tee: : a 2 ema teal aa ee ae : i, mealies vem aie! Ae gv wate poe He BS a Ree Tee re ea Mi ay ee rad fi Mee A SP bi ieee. «eM Ec A a ty 
6 ie fb 9 20 Sele i ee a at ae _ hoa ee ey 3 an geen ee nae : Regie ee ae ae racctge. ig Me Te vel oS Aan eae ae aie’ ees a 
ve ae : efi 5 aes rea Es ae ea ‘ oe atte “aN Soi es te ala ee ee 3 i - aie? Jae Fi io as 8 : es 
sh eae Tee | Pera ; r ‘ wee oy : Pao Fie. he ee Bi pt ks et age eee" ee atte: |G. ne tee ; aye of ree ees tee 
2 — is 
aygeli 
4 
= i 
f } 3 
i 
a ; 
ed icy bs Po 
% . i 
= 
7 . 
. 
eG 
At 
oo a 
es 
a ae 
Ae y wt, 
A ee —— 
ey: i : * 
ee: Es “ 
ike - A 
} A : 
— f . 
5 | eC st 
= : 
ad : a 
i “ 
: V 
j : 
¥ ‘ a = 
> . . 
— — 
et , 
= : PO 
: i 
| Se ‘ 
4 5 ———— z 
7 la LLL YS ER LY TE ee ee ' 
Sie ya Ti aol a ~ < PP eg bt Cope oo rie as ee ns ees 
ree ; rs pin fied ie es Peake aie E ae Be 
; Pee Sirk a ere eee "Fee aia ie a: 3 ; 
: / ‘akee Based bs Rape spare Me AF aR 5S Nr te eR ; bjs Pew ar ey oe : 
eae a fin a Re ee Sut a ERE ry OP Cee enn go 3 aa > See or = aera 
aaebiae i Ree ses oA aaa 4 am x eee oer r re er ey co Pe Matokeertens tn Loa ot ae Cpe ee 
sti ae j je cg ey es, oe POE Buh ae te OM oe sae Fe, ie ee” 0 ee ee leo ee a 
aa a Eee OS ee 
ome EB ere: ES. i Re Re Ne eS ae Glee SS SERS BE: - 
eS Bil iit he a eG Le pie Vii ete ae ee he PM eee Oe F # 
i Ke gertehentas yt ae’ rT. ss eee ed oP A spiel Pepe 
» k aa et = x . A re — wn La r ppt ay meee 
5 ? — R : i: : 
* Ae ; . d } ¥ 
f ; *) . ae 
zor) ee > ae } an : Seeger ' 
a H es ts Lat spades - © 4 Set) ‘ \ A RLY, ms Rey e: ioe tat t » 
, i es Teen denaee $ ih f. m 4 “phe \ bs Yoh ie ara el hoo : | ' 
3 Fe eae hy, ‘ a YAY Qe ~~. » i Sea is ’ 
ee ra ale i = oe  \ &s : ; 3 a * oo f | 
wlio 3 eS oa i > Pas) 2 =e , > ‘ ” ee ie eee : 
“we palit hf) As é Je - * a - = Ree, } 
Sree : Mie. be i _~ >» 7a F, : ‘ Bee emer Oi 3) 2 : 
Ds ae. es é ~y? band Sy 20 a) >. <r». 
‘ j Page > Le : ” a “et “ i ia : 5 : 
‘ { gt. joe = Eom. gis . ~ Bon ; nm pat gues. See | a? o- E 
eles . FEE PE f bak y AV". } ad = ee yA Bein: nm 
an me sii poate ie Taek 2 ae ” ) J & e . i + Pe Hs ae ar fe ba x. t 
ht Sea chery a > ft . Aer Sus’ — as ee 6 a . eo ;: 
ner ae oe g ( _ oe fen ea Ie Ioana 4 eee teen , ‘ 
Se let aa CVA URS oe ee Teagan a ; 
re eee. _ Rot te ge a re aa ee els ; ra 
gai Eee me me ime)? ae < Te th Ae ieee " . a 
ers i [| ee oe iA ates - 4 2 rt i ee enn ia | S Ray 
ee eo i eee 22 or dae ie ‘ r 5 ¥, 5 ay 2% my . fo . ae fees é. Mr : 
mings Bl ag Py) eae Reel e yee, ~~ a eae =e Sonia. 
: of at t - Rey aoe. Ae fs a ees € Z ae Fic i ; : Soe : ’ yf le : ’ 
fei oe igs ER esis ee 8 - ior - iy eee , Ne eee j ; ce 
Ses Wer ae ' RM MS 2 Ro? ee . 
: : me as ae 4 Sag ah ~+ bes > gee es a : : SE ee ek 7 ; 
oe ; ies c et tee . in ant £ Be Pig as , j 
a oe Py (ne ay ‘ "Be : - Re Bhat ae ° ;@ 
% SS See a FE , 
pe ; to: ; ~~, _ te “ 4 EOS a . 2 ~ cD: orammmiea ny ees vee Batt eS 
: eee a) ar ty bs Ma . a , 4 
Eh aoa a8, eS a come eo te - ‘ ~ So 3 pce cetise om : ® 
Ta tail Be Bt as eal eh ed Se a eared : = E30 ge SRR iho orcad le a 
Braye igs ‘ ‘ as a o— 
x tds aor y , ee 
£ Ae . 
E ere ; foa 
a. ; é 
: . we | R} 
Oe ee aren Sees a meas a 3 a ee : 
Bie iy ae Ss in Se ee Tn BL cag Sy mae RER SERS, Sahin Ai. ioe Sas Va Sea de ope RRR ate ly ae ‘ 4 ba 
ae Persie des ~ pea te ee arabe or i 5; 2 ay : ate a a f += 7 i 
vn _ i lis is big...Its satellites bi a -. « (oe 
rome Indianapolis is big... Its ellites er! ae | . 
gees cake pe obi : ee} ree Toe cece: ae : ¥ 
pear ne H oe Lr. wor ee : nn a3 ca a ne? ‘ 
Pee we ee eS phe Pee RE SERRE oy AA St Rs a A aoe Met opie” ot Rk? 2 el EE. sal ee ben, aa ies t 
rcbanea ye ee ee es eae te ag yc gree, | eee sits oe aoa! ce, a eee -* Sf, RN sty 
atk ook ge ee a A ee ae eA OST PL Ee rae Cae oy aaa PP era a og ak ee 
ee ene ee ay Sy orice a te ey ot ee Ss en ae lng a Ba ae 2 a ee “ > eal fei Megs Z Site Ahn TR ot - 
a igadly BESM Fa Me ARN RS sei 2 7 foes SI Ge Es Gd a ee pe ee Ree. ae et ah ee 2” Giie a eueneal t= re sees Hee 
Par: MERE eM FPS OT, Se Ek Rae ae Ne wie San ari aelinee Seats ee a 2) > PUN ET ee oe a oe BPs eee : 
5 ea : \ oa pic aa Be ac. ae z 
gman at; ms ae ESN enue eee a 
Poems epee ORE ee 
Bs <a ree hay eee 
iss a ota ye ee. Fe | 
3 se Si a fe Caahieg By nee ey #*, 
; f: 4 Ki me Aine oat SERS aoe oe ARES, 
/ ae wae ene Die! ee wee ew 
a aero ‘ is Gea ae 5 a eee fea 
PS ee Bt 6 ce hig ee ieare ct ‘ 
Be eg htt fie a 
eats Pas MG ites MES ey ee 3 
pee Os. Regine, 2 i 5 F 
A Bis ec i LS: are mnnd Re, ee ee Ef 
hake as eee aes g 
;. i an ae , eee : 
a iy Ret At SOROS a 
oe | ee F aa eee et : 
v Ke » a ‘ res: 
eet ee | a 
ae se | 5 
Eee : 
pate, eae 
ty ae ate ie : 
rae Se 
er is 
Baie 4 
4 a 
Po | . 
| et, 
a a 
4 < Mes. oid 
¥ Mr pees i ik ae Fe 
re 2 PADS mS 5 a See i 
Pen; . stalin “ E fa “7 
Bes - 2 
a wats a 
— —-— 
je eT g 
re 
: ; a : ee 
evi 7 . q ve | 4 
Pe 2 Si HN? DIANAPOLIS 
Ss she 5: 
wake : i pe : 
irpeatt e | ‘ 
aoa . 
tee Se ee i — 
pose co SE taper i Seapets as ca Le gn eed ie ee 
Dat see oo ae pee ae Ae yore) aoe 
oe eee at pe FS 5) nde a Mea ee 7 sh chceebe a a 
aie eee NS areas H bie #3 ok ae SE Tee er Oe an te eee Pee ee noe 
Re ae oe Sos othoee ime A ae errs ae ee EO MET Re Ie EE eee Om Set Oe a TT eee 


| 


Advertising Age, March 16, 1959 


Circulations, advertising agency 
association and Photographic So- 
ciety; he is a past governor of the 
Bengal School of Art, a member 
of many social service commit- 
tees; he is fluent in several of 
the languages spoken in India; 
and he is now remarried to an 
Indian of the Parsee community; 
he met his second wife at J. 
Walter Thompson—she used to 
work in the Bombay office. 


e The No. 2 man in India is 
Charles Herbert Gibson Moor- 
house, an Eng- 
lishman who 
worked for the 
Times of India 
before joining 
JWT’s Bombay 
office in 1938. 
Mr. Moorhouse 
managed the Cal- 
cutta office from 
1952 to 1957 and 
is now in Bom- 
bay. Three Indi- 
ans — Subhas 
Ghosal, Dhan Raj and R. K. Swa- 


R. K. Swamy 


Dhan Raj 


my—now manage the JWT offices 
in Calcutta, New Delhi and Mad- 
ras, respectively. 


Subhas Ghosal 


= Several Thompsonites have lit- 
erally seen the world with the 
agency. 


e Lloyd R. (Deke) Coleman, 
whose hobby is reputedly memo- 
rizing the Encyclopedia Brittanica, 
left a high school teaching job in 
the ’20s to seek employment with 
JWT-international. 

Told that everyone was in Eu- 
rope at the time, Mr. Coleman, 
according to his JWT biography, 
“reluctantly paid his own fare to 


London,” where he was hired by 


|\Sam Meek in 1928. He moved to! @ 
1930 and became|j 


Antwerp in 
manager in Paris two years later. 
Deke Coleman married a Belgian 
girl of French parents, who worked 
in the Antwerp office of JWT. 
The Colemans remained in Paris 
until June 10, 1940, four days be- 
fore the city fell to the Germans. 
They made their way back to 
New York and then, Sam Meek 
recalis, “We decided to send him 
to Australia, and 
that made him 
happy again.” 
Mr. Coleman 
took Sam Dobbs’ 
place in Austra- 
lia in 1941 and 
has been there 
ever since, al- 
though he 
stepped aside last 
year to turn the 
management over 
to a committee 
headed by two Australians—Tom 
Carruthers and John Sharman. Mr. 


L. R. Coleman 


Tom Carruthers John Sharman 


Coleman continues to serve on the 
board of the Australian company 
and is active in the agency as a 
creative consultant. 


e Or there is Michael Stiver, who 
was brought out to Australia by 
Sam Meek in 1932. He served as 
manager until 1936, when he 
moved to the London office. Dur- 
ing World War II he was back 
in Australia—attached to Gen. 
MacArthur’s information office in 
Sydney. 

In 1945, when Harry Gordon, 
Thompson’s Argentine manager, 
died suddenly, Sam Meek decided 


65 
WTRF-TV boarc 
= BOARD 
> The character showed 
y up at one of his usual 
© AS haunts wearing a sad ex- 
pression. 


“What's the matter?"’ 
he was asked by a friend. 

“IL just haven't any luck." 

“Why?” 

“Well, three weeks ago my grand- 
father died and left me $50,000." 

“That's bad?" his friend asked. 

“No. But two weeks ago my aunt 
died and left me $30,000 and last 
week an uncle left me $40,000." 

“So, what's the beef?"’ 

“This week," said the character 
with a shake of his head, “nothing!” 
@ No worries like this for WTRF-TV advertisers. 

The 2 million people who live in the 36-county 

TRF-TVY area have o spendable income of 
$2 billion annually, which really means 


something for alert advertisers. The George P. 
Hollingbery Company will tell you more. 


CHANNEL WHEELING, 
SEVEN WEST VIRGINIA 


Since the 1950 census, San Diego County has increased its population by 
. attracting more new residents than any of 29 states. 

With a gain of 400,000 people, San Diego ranks higher on the growth charts 
than — for example — Missouri, South Carolina, Oregon, Connecticut, Kansas, 
lowa, Massachusetts, Tennessee, Utah, and New Mexico. 


10% .. 


DAN DIEGO CALIFORNIA 


San Diego's two daily newspapers, The San Diego Union and Evening Tribune, 
reflect the same steady and sturdy growth. Combined daily circulation now 
exceeds 200,000. And a Facts Consolidated survey shows 84.4% readership, 
unduplicated. Sell San Diego, the fastest growing market in the West, through 
The San Diego Union and Evening Tribune. 


The San Diego Union | FVENING TRIBUNE 


“The Ring OG of Truth” 
COPLEY NEWSPAPERS 


15 “Hometown” Newspapers covering San Diego, California—Northern Illinois — Springfield, 
Illinois — and Greater Los Angeles — Served by the COPLEY Washington Bureau and the 
COPLEY News Service. 


REPRESENTED NATIONALLY BY WEST-HOLLIDAY CO., INC. 
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he 


mained in BA until 1952, 
he “retired.” But Mr. Meek then 
convinced him to come out of re- 


tirement to manage the Montreal 


wanted Mike Stiver for this 
job..He called up Mr. Stiver in 
Australia and persuaded him to 
go to Buenos Aires. Mr. Stiver re- 


Standard-Vacuum Oil Co. In 1958, 
Mr. Wear returned to the US. 
briefly on his way to the London 
office, where he is a representative 


is a big new account, Campbell 


Soup Co. 


\s Ross Sharpless, who started 


office, which he did until 1956,| with JWT on the Ford account in 


when he retired again. He is now 
living in Indiana. 

Thompson's 
manager in Mon- 
treal now is Wil- 
liam Erskine, an 
American with a 
strong newspa- 
per background, 
He was hired in 
New York in 
1956 and went 
almost immedi- 
ately to Montreal 
to succeed Mike 
Stiver. 


Wm. Erskine 


e Mark Napier is an Englishman 
who has seen heavy duty. He 
worked for JWT in London, Paris, 
Antwerp, Stockholm and Copen- 
hagen between 1925 and 1935. He 
then went to Toronto, becoming 
manager in 1947. Mr. Napier re- 


Mark Napier 


Wilfred Sanders 


linquished this post to Wilfred 
Sanders last year but continues 
as a creative consultant in Toron- 
to. 


e Then there is Tom Mason, a 
Canadian who started in JWT’s 
Toronto office in 1941 and went 
to India in 1947, where he re- 
mained for four years, most of the 
time as Calcutta office manager. 
He then moved to Chicago to 
work on the Kraft account. In 
1956, he moved on to New York 
and a year later he was dis- 
patched to Frankfurt, where he 
now has Europe-wide responsibil- 
ities on Kraft. 


® At Thompson, the players are 
shifted around to meet particular 
situations. A new manager is re- 
quired, a new account is acquired, 
a new medium—such as television 
—becomes available—all of these 
are situations which may call for 
juggling of the manpower pool. 

In addition to sending people 
abroad on long-term assignments, 
JWT will frequently loan person- 
nel to different offices. As Sam 
Meek says, “We are always ready 
here to pull out a rib to help set 
someone else up overseas.” 

Peter Dunham joined JWT in 
New York after graduating from 
Harvard and was sent to Mexico 
City in 1956 as manager. In 1958, 
JWT’s Canadian company landed 
a big one—the Ford account—and 
Mr. Dunham was shifted up to To- 
ronto to handle this new business. 


e Mr. Dunham 
was relieved in 
Mexico City by 
Robert M. Guil- 


as a free-lance 
writer, 


Manila office be- 


Robert Guilbert 


assignment. 


e@ Dwight F. Wear worked in the 
U.S. for Gardner Advertising be- 
fore joining Thompson in 1954. He 


was sent out almost immediately 


to Bombay as representative on 
JWT’s biggest account in India, ‘around the world, hitting Thomp- 


bert, who worked 


producer 
and actor before 
joining JWT’s 
Chicago office. 
He worked in the 


fore taking over 
the Mexico City 


Detroit, worked on the Ford ac- 
/count in Frankfurt and is now in 
|/Toronto. Margaret E. MacKen- 
drick, a copywriter in the London 
office for 20 years, is now on loan 
to the Frankfurt office. George 
Black, formerly with the San 
Francisco and New York offices, 
is also in Frankfurt. 

Mariette Mineau, with the Mon- 
treal office, worked for a Canadian 
radio station before joining JWT. 
She became director of the 
French department in Montreal 
j}and was then loaned to Paris to 
| organize a radio department there. 


|Greggains, an Englishman who 
|worked in India for many years, 
and Nariman Dhalla, an Indian 
|who has worked for JWT in New 
York, Paris and Bombay. 


® Thompsonites in New York are 
often called upon to help out 
|overseas. Hastings Foote, some- 
times called “the dean of young 
copywriters” in New York, is cur- 
rently in London. Gel Hardy, an- 
other senior writer, has worked 
abroad. Joe Boyle, head of the 
public relations department in 
New York, has had overseas as- 
signments, as has Leonard Taylor, 
|who works in production and en- 
gravings in New York. Howard 
Henderson, onetime Cincinnati 
manager, with the agency since 
the early days of the Resor ad- 
ministration, made sé@ven trips 
abroad between 1936 and 1954— 
five times on Chesebrough-Pond’s 
business and twice on Kodak busi- 
ness. 


# Arno Johnson, vp and senior 
economist, has worked in London 
and Mexico City. Arthur Koponen, 
a psychologist in the market re- 
search department in New York, 
was sent to London last No- 
vember. Fred Vohralik, a native 
of Czechoslovakia and now a nat- 
uralized Australian, joined JWT’s 
Sydney office as a statistician in 
1954 and was then sent to New 
York, where he took courses at 
Columbia University and trained 
in the market research depart- 
ment. He is now market research 
director in Sydney. Vergil Reed, 
who retired last year to teach at 
Michigan State University, made 
numerous trips to overseas of- 
fices. In New York now, awaiting 
an overseas assignment, is Gene 
D’Olive, a novelist who has worked 


and who began with JWT in San 
Francisco; he is a representative 
on the Chesebrough-Pond’s inter- 
national account. 


= Two other New York executives 
who have traveled are Ed Wil- 
son, the treasurer, and Paul Al- 
bright, the assistant treasurer. 

Treasurers in overseas offices, 
it might be pointed out here, have 
a dual responsibility—they report 
directly to New York as well as 
to the office manager. Outsid- 
ers sometimes question whether 
Thompson makes money out of 
international operations. Thomp- 
son says if the offices overseas 
did not make money, they would 
be closed. 

Stanley Resor himself has made 
a number of overseas trips in the 
past 35 years, often accompanied 
by his wife, Helen Landsdowne 
Resor, who continues to be ac- 
tive with the agency. 

Mr. Resor went to Mexico in 
1947, and the Resors visited JWT 
offices in England, Belgium, Ger- 
many and France in 1948. In 
1954, Mr. Resor took a combina- 
tion business-and-pleasure trip 


as a newspaper man in Europe) 


son offices in Germany, Italy and 
He and Sam Meek have 
just returned from a three-week 


India. 


trip to the European offices. 


Chilean art director. 


John Chiswell 


John Chiswell, another Anglo- 
Argentinian. Mr. Chiswell got his 
early advertising experience in 
BA with Lever Bros. and its 
house agency, Lintas. 


Jack Webster 


® Heading up JWT’s big Argen- 
tine office is the explosive, flam- 
boyant Manuel Mortola, who bears 
no resemblance to the stereotyped 
version of the Thompson man. 
Mr. Mortola, a 
rather Rabelaisi- 
an character, 
speaks rapidly 
and bluntly, in- 
troducing himself 
as “the son of an 
Italian seaman.” 

He came to the 
U. S. in the early 
’20s to go to col- 
lege and he se- 
lected the Uni- 
versity of Mis- 
souri’s journalism school. After 
| graduating he returned to BA to 
work in the advertising depart- 
ment of General Motors. After 
| JWT opened there in 1929 with 
ithe GM account, he joined the 
agency and served under four 
Americans before becoming man- 
ager in 1953. 

“J. Walter Thompson is all 
right,” he says with a merry glint 
in his eyes, “if you can wait.” 

Mr. Mortola is currently presi- 
dent of the Argentine agency as- 
sociation, an organization he 
helped to found. He served last 
September as a dissident member 
of the Venice jury which awarded 
prizes to film commercials from 
all over the world. About the 
grand prize winner, he _ snorts: 
“Very pretty, but will it sell prod- 
ucts? No!” 

Thompson suffered no great 
privations during the Peron re- 
gime, a good fortune which Mr. 
Mortola explains may be partially 
due to the fact that he once hired 
Evita Peron to do a commercial. 


Manuel Mortola 


® In Brazil, Thompson has as its 
managers an American, Bob Mer- 
rick, and a Bra- 
zilian, Castelo 
Branco. Mr. 
Branco, who has 
just succeeded 
Frank Linder as 
manager in Rio 
de Janeiro, is a 
graduate of Sao 
Paulo Law Uni- 
versity and 
joined JWT from 
McCann - Erick- 
son in 1943. He 
has written several books, among 
them “Quimca das Racas,” “A Civ- 


Renato Branco 


s A quiet-spoken Anglo-Argen- 
tinian, Juan G. O. Webster, 
opened Thompson’s Peruvian of-| 
fice in 1956. A graduate of the 
University of Buenos Aires and 
Aberdeen College in Scotland, Jack 
Webster has lived in Britain, Bel- 
gium, Brazil, Uruguay and Chile. 
Before joining JWT he worked in jlisacoo de Couro” and “Theodoro 
BA for two Thompson clients, | Bicanca.” 
Ford and RCA. He moved up to| 
Lima from Thompson’s office in| ment, succeeded Bob Dennison as | 
Santiago, which he managed for|/Rio manager in 1954. He began 
five years. Making the move with! his advertising career 
him were Ricardo Neri, an Ar-| York and later worked in JWT’s 
gentinian who was radio director | Miami office. Also in Rio are two 
in Santiago, and Roland Soto, a| Englishmen, James Abercrombie, 


Frank Linder 


Robert Merrick 


Mr. Linder, now re-| 


turning to New York for reassign- | 


in New 


an artist who has been with| 


Mr. Webster was replaced in| JWT since 1939, and David Camp-_ 
Chile by affable, youthful-looking | bell-Harris, who has worked for | 
In the Toronto office are Brian | 


, Thompson in Milan and London, 
}and two Brazilian authors—Carlos 
| Lage, who was educated in Lon- 
j}don and who speaks four lan- 
guages, and Origines Lesser, a 
|}well-known literary figure in 
| Brazil, who speaks five languages. | 
In Bob Merrick’s Sao Paulo office | 
jare Eric Nice, another English art 
|director, who has worked in the 
London office, and Edwina Jack- 
son, an American copywriter and 
onetime MGM script writer. 


® The chairman of Thompson’s 
oldest and larg- 
est international 
office — London 
—is Douglas M. 
Saunders, the 
son of a Scottish 
journalist. Mr. 
Saunders served 
in France during 
World War I and 
then moved to 
the Sudan and 
took up farming. 

He oe. 46 
strangely enough, hired in New| 
York—not London. He had come 
to the U. S. in 1923 to pursue a 
business career and joined JWT in 
1928. He moved to London a year 
later and was one of the five orig- 
inal directors when JWT was reg- 
istered as a British company in | 
1934. 


Douglas Saunders 


= He spent a good part of World 
War II in Washington, D. C., as 
press liaison officer for the British 
military mission. Discharged as a 
colonel, he returned to London, be- 
came co-manager with William 
Hinks and then chairman. 

Urbane but warm, distinguished 
looking but blessed with a good 
Scottish sense of humor, Mr. 
Saunders stands high in the Lon- 
don advertising community. He is 
now serving out his second year 
as president of the Institute of 
Practitioners in Advertising, Brit- 
ish equivalent of the Four A’s. 

He has two sons—both journal- 
ists. Like Bob Merrick, he is a vp 
of the American company. 


= London, like New York, is well | 
stocked with people who have had | 
considerable international experi- 
ence. Among them are: Theodore 
Aronson, a South African who has 
worked in JWT’s Cape Town, Jo- 
hannesburg and Durban offices; 
Mrs. Barbara Blackburn, a New 
Zealander who has worked in the 
Sydney office; Peter Bowen-Dav- 
ies, a Cambridge graduate who 
has worked in the New York of- 
fice; Geoffrey Dempsey, who did 
three years in the Bombay office; 
John Fieldwalker, formerly man- 
ager in Antwerp; Martin O’Grady, 
who has worked for JWT in Ant- 
werp, Paris, the Hague, Vienna, 
Bucharest and Milan; Christopher 
Thomas, an Oxford graduate who 
|;worked in the Calcutta office; 
Hracia Paniguian, an Armenian, 
now a naturalized Briton, who was 
with JWT before the war in Alex- 
andria, Antwerp, Paris and Buda- 
pest, 
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Two members of Parliament— 
John Rogers and Richard Hormby 
—are also on the London staff. 
Mr. Rogers is a director of the 
British company, Mr. Hormby is a 
copywriter. A third Thompsonite, 
Ian MacArthur, is expected to join 
the Parliamentary ranks sooon, as 
he has been nominated by the 
Conservatives from a “safe” dis- 
trict. 


® London also has Bernard Gut- 
teridge, whose novel, “The Agen- 
cy Game,” published in 1954, was 
billed as “the first complete Eng- 
lish advertising novel.” Mr. Gut- 
teridge, who was then working for 
Masius & Fergusson, portrayed in 
his novel an agency called O. Ar- 
thur Partslove, and London ad- 
men had little difficulty recogn’z- 
ing the prototype as J. Walter 
Thompson. 

OAP was described as an 
American agency, “like some vast 
luxury liner . . . Stuffed from up- 
per deck to bilges with elegant 
and wonderfully knowledgeable 
talent, it sailed under its own 
steam among those reaches of 
rich business ocean where shoals 
of detergents and breakfast foods 
came easily to its subtle trawls. 
It employed over 400 souls, Amer- 
ican, English, Scots, Welsh 
But in spite of its great size, I 


| believe more people knew each 


other than at SOQ. It was far 
more democratic, and the pay was 
better.” 

Shortly thereafter, Mr. Gutte- 
ridge joined JWT. His book cen- 
tered about a chocolate drink 
manufacturer whose new product 
turns out to be an aphrodisiac; 
now Mr. Gutteridge is a copy 
group head on Horlicks. 


s Oxford has provided JWT with 
two managers on the European 


Tom Sutton 


David James 


continent—Tom Sutton in Frank- 
furt and David James in Milan. 


e John W. Humphries, JWT’s 
manager in Antwerp, is a 43-year- 
old Englishman who passed up a 
family banking career to go to art 
school for three years. In 1936, he 
went out to India to work for 
L.A. Stronach & Co., then the 
largest overseas British advertis- 
ing agency. After six years of 
war service he returned to Bom- 
bay as managing director of the 
Stronach agency. 

He joined JWT in New York in 
1949—and was sent back to India 
to the Bombay office. He was as- 


Kevin Farrell John Humphries 


signed to Paris in 1953 and be- 
came Antwerp manager in 1956. 


e JWT’s Paris manager is Kevin 
Farrell, an American who started 
in the mail room of the New York 
office in 1948. He was sent to 
Paris in 1950 and became acting 
manager in 1956 when Denys 
Scott resigned to return to his 
home country as a top executive 
with Erwin Wasey. 


s Although locally-owned, the 
South African company has leaned 
heavily on London-trained admen. 
J. Hamilton Russell, the chairman 
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of the company, is a South Afri- | 
can who was hired by Sam Meek | 
in London; Wishart Phillips, a/ 
naturalized South African, also| 
started in London and moved to 
Johannesburg in 1946; he was 
succeeded as Johannesburg man- 
ager in 1956 by Donald Armour, 
who also started in the London 
office; Michael Brierley, who 
opened the Nairobi office in Brit- 
ish East Africa in 1954, is London- 
trained. 


e Thompson’s head office in South 
Africa, Cape Town, is managed 
by Roland T. Wentzel, whose 
life history is an international 
saga. Mr. Wentzel, now a natural- 
ized South African, was born in 
Germany of American parents. 
He was educated in Europe, Can- 
ada and the U.S. and began his 
advertising career in 1930 with 
the old Pedlar & Ryan agency in 
New York. 

In 1933, he went around the 
world aboard the schooner, “Yan- 
kee.” When the “Yankee” made 
port in Cape Town, he met JWT’s 
managing director, Hamilton Rus- 
sell. 

Mr. Wentzel got back to New 
York in 1935 and joined JWT’s 
art department. Two years later 
he and his wife (whom he met 
aboard the “Yankee’’) sailed for 
South Africa, where Mr. Wentzel 
became manager of the Johannes- 
burg office. He became manager 
in Cape Town in 1942. 


= J. Hutcheson Page, JWT’s man- 
ager in Tokyo, began as a mes- 
senger boy in the New York office 
in 1946. His in- 


part of the world but encouraged , 
him to go ahead, promising to| 
route business to him. So Mr. Lee | 
joined with a wartime buddy, 
Nicholas Cline, to establish Phil- 
ippine Advertising Associates in 
Manila and later Japan Advertis- 
ing Associates in Tokyo. 

To Mr. Lee, there was perhaps 
no greater accolade than being 
bought out by his old company 
in 1956—Thompson is not partic- 
ularly known for its acquisitions | 
of other agencies. 

Mr. Lee is now in San Francisco 
as vp in charge of Pacific affairs 
for JWT. Lyle Little, an American, 
succeeded Wil- 
liam Dunn as 
Manila manager 
last year. Musing | 
on the Harry Lee | 
career, Mr. Meek | 
says: “Why, it’s 
as if he never left 
the company.” 


® Typical also is! 
the Basilio Fer- | 
nandes story. Mr. | 
Fernandes has| 
operated his own advertising agen- | 
cy in Portugal since 1951 and has 
waged a one-man campaign to 
gain acceptance there for U. S.- 
style advertising standards. | 

But how he got to Portugal is a| 
JWT story. | 

Mr. Fernandes is a native of 
Goa, the tiny Portuguese colony on 
the Malabar coast of India. He 
began working as an office boy in 
the Bombay office of JWT in 1936. 
He worked in every department in 
the shop, becoming a top creative 
man and account representative. 


Lyle Little 


terest in the Far 
East was kindled 
by 18 months 
military service 
during the Kore- 
an War, when he 
was- attached 
to Gen. MacAr- 
thur’s headquar- 
ters in Toyko. 

He returned to 
the New York of- 
fice in 1952 to 
spend five months working in the 
international department and then 
left for Tokyo again as Far East 
manager of Army Times Publish- 
ing Co.—but wearing an important 
second “hat” as a JWT represent- 
ative. He continued to wear this 
“hat” when he moved to Newsweek 
as Far East manager in 1955. 

In 1956, he got what he really 
wanted, as JWT bought out the 
Harry Lee operation and installed 
Mr. Page as Tokyo manager. 


J. Hutcheson Page 


® The Harry Lee career is, in 
many ways, a typical Thompson 
story. With the San Francisco of- 
fice before the war, he flew in the 
Pacific for the Naval Air Trans- 
port Service during World War II. 
He sensed a big opportunity there 
for an advertising agency and aft- 
er his discharge he consulted with 
Sam Meek about his plans. 

Mr. Meek told him JWT was 
not ready yet for an office in that 


| In 1951, Thompson moved him 
|halfway across the world to Lis- 
|bon. JWT was not ready then— 
and is not ready now—to open its 
own office in Portugal, but it did 
want better service there. It now 
has the next best thing to its own 
office—a correspondent agency 
modeled along J. Walter Thomp- 
son lines. 


@ The model was the Bombay of- 
fice, but in the world of J. Walter 
Thompson an office is not an of- 
fice unless it is a Thompson office. 


Cole & Weber Shifts Culp; 
Adds Delkin, Teague 

-Cole & Weber has named three 
|new executives for its Portland, | 
Ore., home office. Perry Culp, ac-| 
count manager with the agency’s | 
Seattle office, will fill the same 
post in Portland, succeeding Car- 
roll O’Rourke, who recently joined 
Weyerhaeuser Sales Co., St. Paul, | 
as advertising and sales promo- 
arta Stay wtih en = have to be — heyy a the way 
Goodrich & Snyder Public Rela-| | 0l (own id glowng. Since ate city population 
tions, Portland, has been appoint-| 545 increased 115%! Since 1947, industry in the county 
ed copy chief for all Cole & Weber has seen a 68% payroll increase. In the last seven years, 
Portland accounts. Gordon Teague, employment has zoomed 36%! : 
formerly a partner in Evans &| What makes Modesto grow? One reason for sure is its 
Associates, Fort Worth, has been | location—smack in the center of the richest agricultural 
named an industrial account ex- | producing area in the country! Two hours from the 
ecutive. Sierras or the sea, Modesto is located in the largest 


Modesto Celebrating “National Downtown Week” with a Square Dance Contest on the “Mall” 


county offers a $208 million retail sales market—a greater 
volume than many areas having nearly twice the popula- 
tion. Modesto’s consumer spendable income, per house- 
hold, is almost $1000 more than the United States 
average. 

Progress is the big plan in Modesto. Among the grow- 
ing number of new industrial plants is the world’s most 
modern, most fully automatic glass factory. Processing 
of fruits, vegetables, and poultry is the major manufac- 


ART STUDIO + TYPESETTING + 


LETTERPRESS + 


~ | irrigated valley in the West. Modesto accounts for a 
good slice of the nation’s total agricultural sales! Its 
They, God Bless them _ wealth is based on more than 40 basic crops—widely 
| diversified—and a 290-day growing season guarantees 
_ year-round prosperity. 

But, agriculture is only part of the picture! Stanislaus 


turing activity, with chemical production next in line. 

If you want your share of the big boom in the Modesto 
market, The Modesto Bee and Parade will give it to you. 
Each Sunday they call on two out of three families cross 
county. Each Monday they begin to move goods off 
dealers’ shelves. 


are the airline people 


publishers, food makers 


electric brain vendors 


and what all who turn 


out nice things for our 


health and pleasure and 


How big is PARADE in MODESTO? 


Per cent of families reached 


POST...12% LOOK...12% LIFE...10% 
PARADE ., .68% 


(STANISLAUS COUNTY) 


who depend, year after year | 


on the effective presentations, 


displays and mail pieces contrived 
CF 
2 

a 


by the expert craftsmen who use the 
We 


varied and splendid production facilities | 
of Rapid Art Service, 304 East 45th Street | 
New York 17, N.Y. Call MUrray Hill 3-8215 


we 
Represented nationally by O' Mara & Omabee, Ine. 


PARADE... The Sunday Magazine section of more than 60 strong newspapers, 
reaching nine million homes every week. 
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Here’s what we mean by 


HIGH INTEREST! 


* 


i Mountains of Market Data pieces—to be sent out to thousands of advertisers and 
ii agencies who respond to Ad Age's annual MARKET DATA ISSUE—that 
remarkable compilation which incites the most direct action we've ever heard of from 
a single issue of an advertising or marketing publication! 
! 

| We're estimating that this year’s figures will go clear off the chart MORE THAN 1,600 MARKET DATA PIECES. .. will be digested 

: —and last year's total items requested added up to'72,586! What's _ and catalogued in eight classifications, to simplify reader selection. 
i more, 2,578 different individuals with advertising-marketing- And those boxcar figures we've been quoting present solid evidence 
y media responsibilities filled in and sent us those requests for that thousands of executives who select new markets or decide 


market and media information! That's what we call high interest! to expand on older ones—men who okay media department selec- 
What's more, many forms group the requests of numerous indi- tions and sign the space or time contracts worth having—account 
viduals in the larger agencies and ad departments. execs who spark new or increased operations by important clients 
—the media departments themselves—all pore over the MARKET 
DATA ISSUE column by column, page by page, digging for the 
material they want, need, read and use to shape up buying decisions. 


If ever there was a made-to-order spot for powerful media promo- 
tion, this is it! Here’s your chance to follow through and ask for the 


order—just when your leading prospects are most receptive to 


es 
: your sales story! 
I 
q 
* Tell your full story —they want to see it! Here's the ideal place for a full-fact, 
¢ BY * oe ” . . 
. eae hard-sell “tell-all” ad for your medium—-with the people who can put 
+ Vwi Pin : 
you on the important schedules. Smart move—your best 
, 
} promotion folder as an insert, for extra-attention, 
“en 18- e DOOK? . 

d tAdpance-Star, Burlingame extra-readership values! 
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BASFORD AGAIN—Kenneth C. Mehrhof, vp of G. M. Basford Co., was 
named agency man of the year recently by the New Jersey chapter 
of National Industrial Advertisers Assn. This is the second consecu- 
tive year that the annual award has been presented to a Basford 
executive; last year’s recipient was E. S. Nuspliger Jr., a vp of the 
agency. Mr. Mehrhof (left) is a former president of NIAA’s New Jer- 
sey chapter. Making the presentation is James Stangarone, sales- 
man for Machine Design, last year’s award winner for “space man 
of the year.” 


Zipfel Husky 


Vitt Wovbug Slaybaugh 
COLLECTORS—Agency men Samm Vitt and Chester Slaybaugh collect 
prizes and congratulations on winning the Wovbug contest conduct- 
ed by WOV, New York radio station. Mr. Vitt, of Doherty, Clifford, 
Steers & Shenfield, won a round trip to Europe while Mr. Slay- 
baugh, Ted Bates & Co., gets a West Indies cruise. Contest involved 
collecting Wovbugs, which appear on all WOV material from posters 

to postmarks. Mr. Vitt amassed 9,299; Mr. Slaybaugh 7,518. 


Forbes Cutrer Kilpatrick 


GRAND OLE OPRY—Discussing plans for Pet Milk Co.’s second annual 

Grand Ole Opry talent contest are Ralph Zipfel, Pet Milk Co.; Chuck 

Forbes, Gardner Advertising Co., Pet’s agency, and three Grand Ole 

Opry principals, Ferlin Husky, star; T. Tommy Cutrer, emcee, and 

Dee Kilpatrick, director. The contest will be conducted over 200 sta- 
tions of Keystone Broadcasting System. 


FOLLOW THE LEAD—Stylon Corp., Mil- 
ford, Mass., glamorized the leads it 
sends to its ceramic tile salesmen 
by dressing Rosemary Patti in 
some of the inquiries it received. 


Ehrlich 


Meyer Flower 


SEND-OFF—350 gentlemen of the press gathered to give Matt Meyer, 

business manager of the Scripps-Howard Washington News, a send- 

off as he went on to New York to become assistant business man- 

ager of Scripps-Howard Newspapers. Here Matt receives an appre- 

ciation plaque from Alvin Q. Ehrlich, exec vp of Kal, Ehrlich & 

Merrick, and Basil D. Fowler, president of the Advertising Club of 
Washington. 
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NEWSPAPER STORY—This 16x39’ ceramic tile mural on the side of the 
new annex of Zanesville Publishing Co., Zanesville, O., tells the 
story of daily newspaper production. 


Anderson Sharpe Snider 
] Arlett Wilmar 


AD EDUCATION: WESTERN STYLE—Dr. Russell T. Sharpe, 


Bigelow Hill Shelton 


Brown Nelson 


promotion. New instructors: Richard I, Snider, 


1 i ee eae 


president, Golden Gate College, welcomes spring 
faculty members and presents merit certificates to 
fall instructors in the school of advertising, spon- 
sored for the past 18 years by the San Francisco 
Advertising Club. Fall instructors and courses were 
Jack Shelton, direct mail; Arthur M. Arlett, Hoefer, 
Dieterich & Brown, general advertising; Lou Brown, 
San Francisco Examiner, retail advertising and sales 


Young & Rubicam, layout and visualization; Charles 
L. Bigelow, McCann-Erickson, marketing research; 
Fred E. Wilmar, JWT, media; James C. Nelson Jr., 
Hoefer, Dieterich & Brown, current advertising and 
sales. Others here are Merritt F. Anderson, Foster & 
Kleiser, chairman of the school’s advisory board, 
and Robert G. Hill, Columbia Geneva division, U. S. 
Steel, adclub president. 


Mast Conover Morse Mast 


SILVER ANNIVERSARY—Bob Morse, vp, celebrated his silver anniversary 

recently with Conover-Mast Publications. Shown felicitating him are 

B. P. Mast Sr., board chairman, Harvey Conover Jr., company sec- 
retary, and B. P. Mast Jr., company president. 
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Here is a formidable coalition 


of magazine prestige and color, 


newspaper penetration 


e is arm 


and selectivity...... 


4 e 


" 


Ry 


: ed way 
j ral 


~ 


oo 


e 


The Power of ' 


7s 


ee 


the EX’ TRA dimension 


HOME EDITED GRAVURE MAGAZINES 


ee. oS ee bate a the ce ae eae wae oy ene © Satie yay, Mie Th yan Rela ge OF pom “eee ee ee te ee i A ap! = 4 TY tao ee Ee Se aE ae oly - ee) i Oe eae Dh, 2 fit 2 i 8 - 
gator rae So: a9 sae as ee ase cee Eee, ee hea AL ey eos epee ee Siac: ae ReaD ata RN hee A: sal le aR lag em Ren Ae RAI a a eee ep aiid 
a a ee ee NR ie eee MRE = Se ae 
Hi 7 Soe ee cs : vie X ss We, TT We gael ee RT ie - 3% peo ¢ ee ae = ae a art neg or a + see ae n 
7 aw : ee 
; Bs 
. ' ia 
Ae es ee 
; H oe 
sey i! aot 7 age 
i f a ae. 
es oor 
oa | nme Ra A SRNR A OLE RCA EOREE NE ROA A URE ME TI COS AN th RON a io 
. = } . ae 
& } Eee 
is { Ree 
eee: os ete 
‘ic fl be a 
; ee oe 
tes eee 
pc Se f 
ay Dreeates 
% a ; tae 
— int 
i U q ; 
‘ i fg z 
E20 
5 \ =" 
; } = ae 
a | ; 
| 
“at 
}: al 
ae 
‘ Prey 
; be 
sigs ; 
ayes css 
sie 7 *% Ge 
\ — caus 
ae ~ Ate pe Me 
- > x AT ell rey aa J - oe 
| vi $ = To ‘as sy : 
; + : : AS Be ‘ ; 
ean f rm oy eee Bivins - a 
eG j Page p iy : 5 ah ? ig, News ot is 4 
i ' A . A ‘ee ee indy, i ath Ce a, 
’ roti ia a] bak : aie 
me 4 * a. ta * c <3 x 4 we abaes th 
a q i. <<a : EP tiee - 4 Steet 
i pu ete aa ee ‘pray > = ee, 
“iad % ee, % ; - , se . ta F eS, a Z ate 
’ ttburn date —_ uae s ia 
a é . ‘ a one eae “oF ee ph ea 
a ‘ a fe fs Sa 5 
Ae : ee Sear R — s cay ‘ earn 
ag 3 eae \ % z a eo Ric, 
: ee , ‘ i a OSA ee 
ae * s {/ a : = ae me a Boia 
a “ r] Wy, ; San : 2 9 ati ft eae | 
i: 2 _ 79», a) a) a fal: cam Ny. tat ees 
— “Qe fs “> Sie ee rae 
ne i sts a Hy . ee . OST a ea arama 283) eS 
ut { > » ¥ Re cn “te, Be aS 3 aan ae ng Ee “ 4 cag 
a ] “ agers pe skte m ' fr» RM Teak i) 5 ae ; Go 
as d dite hs te 4 » € uh NN aig 2 aa. 
; ; yeti, # i a . _ ie a 2 
gz 4 : i in > re a ¥ t 
: - fe 4 Ate fo ~ 4 j g 
‘  - why , A“ Bi yj phe =) ~ Y 
an é aoe 7 a dt > wy 
t g gs & Bi ee yw //s Se erred 
: | = POE Rms ‘ a : : ea) 
‘i d ~~ Ee  - Ay re te Oe 
i i agree , : eek « : “ Pia 
ais ° F . a =~ Sg ie, fey bey ) 2 at 
ae ne ee wt... 3 Me ae 
re tog sabe ” P , Peer 
= VA : SPOR 
FA “ ee, 4 a oe 
| 97, be co 
an é % h MOOS ny ¥ S Sia a i Pea i, 
= be e ry My £eduns ‘ . * “ : ye 
a e 7 Oe fre Oe eke ef ‘ Te a 
: o 6 " bier e : ‘ af eee an I! 4 y : 2 a Pe 
; sche _— = oe ee - #.. ; : pee ee 
a = « la "Oh Preys le ie? ee Se “i ic aes 
—— a oo Aa a '* Pp * 006 rang —r ar és 
. en Fatih aves ay] ” MO Cites, BEA ey 
, A i See ei ee a 
‘ : a i ™,,, Re Vane : . yr’ oi 
: i ‘a? Pitas ; Ve ® ogi ‘ ; eld 
Pe ee a ee J See mun. ¢ a a ieee! 
™ {3 ee a a *.. om on : a: *« i We A aie ga 
i... mm * Pag 3 e See. 
oo , it . . $53 5 oC by 
a. 3oe = Werey, emeto heads o = i eae 
4 si ie. tl ae sit al 7 
i Sea eh eee = 
shes ' - 
7 ee 
_ i ao 
fae 
wy ah) et 
oe 
BH ee 
a el 
at ar 
— os, : 
Ni REE Sn SERENE EE CIN ER OE STR He” 
i} Bes 
} perate: 
ee oe 
. | 
if. 
y | 
4 
, ' rer 
Do Be 
5 os 
f 4 ee se = 
ia et. 
AY 
} 
¥ 
ato RI DR Sn So ane a pa Jie Gee ee es ee ieee me . 7 
etnies sr atc oa le URGE), sap ROSE ga ie Ear se CR! Renee sara ae tel: wie Se ei cytes em Ae Saar > hs ORE 
ee) ope Meet en fs IO ie, ee ee i yy Eke ie, Roe ae eee Pg ee Se ane eee. 
yay SC ae ' Pe ae oe OER eas = is RMS eed, ee PO hed ER». RA Peas bei sac hoe See ei “sis ay a ee a 
i Tae “oan aa Ne oe a a eh. eae bg eo ee ee ee eae Reet ees fas, st a ee as So eae 
p Bee ri he S ee Berries) hos SA Mts uso ele a Dia hae ee”) Lane aed 6 cae Chae ee ee ee OM go in IRI gs ald ee Ee Rn Ae ae Be TR Pr ty a cae ge I rae 


Frank Surges to 
Above-$10,000,000 
Billings Bracket 


(Continued from Page 2) 
Co, account, resigned by Leo Bur- 
nett Co. as a result of product 
conflicts (AA, Feb. 16). 


® Clint Frank has reported bill- 
ings of “about $7,000,000” for both 
1957 and 1958. Sharp appropria- 


. tions cutbacks by one client (Rey- 


nolds Metals Co.) served to offset 
much of the new business gains 
during '58. 

The currently booming state of 
affairs is not the first success 
story for Clint Frank, president of 
the agency, who first tasted the 
heady wine as an All-America 
quarterback at Yale in 1936-'37 
(and was elected to football's Hall 
of Fame in 1955). 
® Mr. Frank entered the agency | 
business in 1938 with Dancer- 
Fitzgerald-Sample, Chicago. He 
joined the Air Force in 1941, was 
discharged as a lieutenant colonel 
four years later, then returned to 
D-F-S. In 1948 he joined Brach 
Candy Co. as director of adver- 
tising. The following year he 
formed his own agency—Price, 
Robinson & Frank—with John F. 
Price and David E. Robinson. 

He reorganized Price, Robinson 
& Frank in 1953 after it had un- 
dergone some near-fatal account 
losses, and nurtured the young 
Clint Frank shop into a $6,000,000 
agency within three years (from 
a $2,000,000 nadir). 


® Key factors in the rebirth of the 
agency then (AA, Sept. 17, ’56) 
were three top level additions. 
Philip E. Bash moved over from 
Leo Burnett Co. as vp and mem- 
ber of the executive committee. 
Hill Blackett Jr. left Grant Ad- 
vertising to become vp and ac- 
count supervisor, as well as ex- 
ecutive committee member, And 
Wayde Grinstead, creative vp for 
tv at Russel M. Seeds Co. (now 
Keyes, Madden & Jones), came in 
to head up the Reynolds Metals 
account. 

In 1955 this group was joined 
by Buckingham Gunn, who han- 
dles the agency’s radio-tv activi- 
ties and is another member of 
the executive committee. He for- 
merly was with J. Walter Thomp- 
son Co. and Foote, Cone & Beld- 
ing. 


= Mr. Frank, 43, makes it a policy 
to surround himself with young 
men with a flair for creativity 
and independence of thought. Yet 
the agency says—and several cli- 
ents confirm—that its independ- 
ent attitude does not prevent its 
people from integrating its serv- 
ices with clients to the extent of 
helping to prepare a sales meet- 
ing, opening a new market or rec- 
ommending cutbacks in an un- 
sound ad budget. 


A veteran at 46, Bo Kreer (15 
years at J. Walter Thompson Co., 
three years at McCann-Erickson 
and five at Campbell-Mithun) has 
been given across-the-board re- 
sponsibility at Frank. His experi- 
ence is called upon in all areas 
of advertising and marketing. 

“I believe everything in adver- 
tising should be considered as a 
creative challenge,” he says, “pro- 
duction, research, media schedul- 
ing—everything.” 

Perry Brand, vp and chairman 


of the plans board, is also in 
charge of new business, as well as 
being supervisor of the Curtiss 
Candy Co. account, and does the 
basic planning of all presenta- 
tions. 


s Following the acquisition of the 
Hamilton Beach account last July, 
Frank added the Allied Florists 
|Assn. of Illinois (from Erwin Wa- 
|sey, Ruthrauff & Ryan) in August; 


|Curtiss Candy Co. (from Wentzel, 


| Wainwright, Poister & Poore) and) 


O’Brien Corp. (from Campbell- 
Mithun) in November; Brown- 
berry Ovens (from Lilienfeld & 
Co.) and Bosch Brewing (from 
Henri, Hurst & McDonald) in De- 
cember, and the Bissell account 
in February. 

It was on the occasion of the 
Bissell acquisition that Mr. Frank 
spelled out his philosophy in a 
memo to his executives. He wrote: 

When Mel Bissell called us in 
last Thursday and gave us their 
advertising business he said that 
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one of the things that impressed 
him most was that he felt we 
were a group of independent 
characters who wouldn’t have 
any hesitation about speaking 
their minds, that could be de- 
pended on to give them their 
best thinking all the time re- 
gardless of whether or not it 
might prove popular at the mo- 
ment. 

His remarks bring this impor- 
tant subject again into focus. 

All of you must realize the 
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The Marketing Team at Bausch & Lomb Talks to Chilton 
“Trade advertising is essential to 
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Simply stated, Bausch & Lomb, Rochester, N.Y. is in the business of making all products that 
best serve the optical and visual needs of mankind. To this end, it markets the world’s most 
complete line of optical and scientific instruments. This calls for progressive practices in all phases 
of modern business management, including a well-integrated marketing team. Among the regular members 
of this group are Alton K. Marsters, Vice President in Charge of Sales and Advertising; Milton C. William- 


son, Director of Advertising; Herbert J. Mossien, Sales Manager, Scientific Instrument Division; George H. 
Phreaner, Sales Manager, Ophthalmic Division. 
Not long ago we interviewed each of these experienced executives about the use and value of the trade 


Want News? 
Information? 


Call on Burrelle’s for clippings from 
daily or weekly newspapers (on 
national, sectional or local basis) 
magazines, trade papers. All read in 
one readin 
service is 
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Phone BArclay 7-5371 - 
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press. You will find the highlights of their remarks both interesting and rewarding... 


Mr. Marsters says, ‘‘Trade advertisingis essential 
to the success of our sales program—particularly 
valuable when it comes to introducing a new prod- 
uct because it helps speed up ‘sales time factors.’ 
The research and marketing information we get 
from leading trade publications is particularly use- 
ful whenever we go into a market that’s new to 
Bausch & Lomb. Our sales plans are never resolved 
without full consideration of the part advertising will 
play—and advertising is never developed without 
due consideration of the sales plan.”’ 


= 
\ 
P 
He 


= 


oo age eed eee ea a a SR a Day sy ne 2 PcY' SUMAES b Choma Mt fe aa gor oes a 5 j ‘ b i —_— eae : if y See Lee ae 
aie aS eee fete te ara DES oie roles cosy Sibert es Ree) <r mes Br en eee ees alo) Bers 5 ‘k da aa iat gl a ri ideste ele he ( eae 
oe f Fe ee ie; Rr a a ol Ma Be oo eg Re ee ie bates te. ot pele Jig eae ar a See ee ge hay Seat ae 4 an Sao Aone > ake 7 : ae Pee 1 oa i a 8 
és date ae BA Lariat Ss icin i Ce aot wae pA lh aie me : cae Be slice | a i daa | @ pe eae we eae iy bie oe hee bee 
Y Boek Ra ad er rae 4 : eae oP ee ee a SE ete ao eee Pay eat a ae Kae See Te ee eae Baer ae 5 
= . e a eae apoeer ee Fors = ie : et ge ed aes CITE eae ee as Pipe ae + 
‘ gs BY? ie = - : pal? = : Wee eta. i Ve ere hs cae ie asl Bogie 
o% oe 4 ve > 9g y is ‘ _ . ania : = eon 
i ie, 
oA Me i 
- ee ; 
i ( } 
Ls ; 
pA Me es 
te, 
‘Te. 
oe . 
a ip , 
a ss 
ar \ 
rr; fe | 
a ae PO | 
5 i ; 
ee | 
whe epee ee na ae a 
ng | a 
n | r 
qr oe 
: | ; 
PY ae 
“nn ia: 4 t 
; : % 
oe is 
ae ic fe 
~ ee | 
a yn iy 
soe . : ~ . s id 
> 5h hia See z * 7 ~ co a ae ; fs : : % eS ; de F 
i“ oA: ee a ad * “ a ge Nig ey Fre, & ste : 
‘ 3 «> ae ee i 65 ~~ | gm 4 re \ sil oe itt wees ete ie : 
ee i aoe |e Se ad] See ee se a 
he Acan « > ie ao a Sa “ “ae ; wae : Pe 
eo . ee”... s = Ww | . ye ees : 
: Pa eee eel => wi _— We ee = : 
a” Sa ie eee Tee ze . e* < Bee i tae ies. >), SE eee q 
a et ti) cog siaehe = a. i i? ' oar  cuieet * 
roi: 2 ee F ogglemac er * a , — a x, ie ' : 
, mine us 5 4, hee q alte, hse aes ve “oc; Ue 
‘ ‘ aie oy : Ba a =; Gee ea te ae ae ae. 
i dy Spe" ee ae re a >  ~ > aa tin ag gy BP be ae cae te eee} : 
seal + ee sti Sor ieg bane? iat ray re ae he: Be tal MA Pius ee ~¢ Seeeon saa = ate ie PY a | 2 ae a z 
\ ? OS re. ad eo a bee a “eS A ee a ‘gatas pS ae 1 eat ; * 
\! * Pars ieee. a a : ea ee ot ‘ f ; a ai el bisects vue tee tC 
R : es ee. Se ast eee: “ee or ‘2: jee, € S bo oo 
ae ae YS eee ah StS Sea dnc eae ep 4 Oe a Oe OP Ee. conn a 
aT ay sgh Nita aa ae ae wer a sais = * ae 
e.. zt ~ s " oe ge - by ee es : 
i is a ee: eee ae a ae ‘Se: eh a ” ues paceiaiics 
: We Me li ae hr a ee <% Se ce ae? as ’ ne ee F a ae Sn AB eee ees 
aa, per ORE ad x Co a Gleth gE ae ra ed 7 a “ ls Siac ‘ ps sail % 
mar PDE ‘a eS ; i Poet fe aa ae ee a ee oh ——_— trae Mac uk 
ee iy ck! Fs oi “oti, = : + 2 eee ty eae ig ei ae a Cee ge i, i ae Ei, : 
oe dice yey > eee FS a See eee, a ds eae eee a. ree 
ft GS anal sg Ge a ee) ee) ee ae Bee “ees 
: Euacciet tan afar “ia ee eee t= a, ae te ick Sere aa ne 4 eae = i 
ae eS tee . SE ee eer - ER iy Ras a — eae +3 a ‘if 3 pal 
ats | ERA Ea ere ye Ae 4 es Gael greene as ra ee ee enka” al” leer fe Tee Pa 
rhe Pigetety gin fara . Sige Fae et, aay ae bee at ier at ieee cn silt wien 3 2 pak ies. 
oo ete : Me ee ae See sae & ee ’ 
; . ie fe 3 4 — Cot eee as i Be Bee) ee eee 2 ees 3 et 1  .-. Se pore neuer ae ht 4 
rr (tees 2 a Pelt coe vant ek ae SP ey x = anal = 1 Re ee ta aa he yn a meee li Wn ee 
hy | ye er esta ae ee Someta ue A Nee f Se AaMT i sai ees ee We ah eek ao ny 
mee OS aurick >. Nee i Shao tee Ss a ee, ‘ A, jot ake a ec Bae artes a bs ir 1 ea naman et ae be 
eet L5jehch i par Ba etree > Bey eel “oa er ae! : ed Ee os cpus. Stead re Sd eee Fie G pies Bs ne : j 
© DAD. 2 ; SN Fae Dae ee i alee a a zs |) (einen Re nee a A aoe ee ae eee ee 
ee d ee ee ger as Ee rT eee See oe 9022, AAs a et eel plat. ‘ 
Biia& bir oe oe” a? a —s “eee rg eee ig ~ & gga ERE mvs ia gaat 
Baran FE TES. alee ee x: 3 hore Z ee ye ee es if 
n CAD pa ere | a hike Pate? ae Oe a: el a —_ Le Leen Se i . a a t 
ieee se: lh a ps : cas: ree fae fy staal aN a ae a = 4 ‘ ies P 
ie 7 ‘ ices ak eros Pew Ps re Bh nl bie { ‘ - eg. © ~ eT a” P st | 
ar . : k os oe 4 7 2 nt <i ‘shiataa, é 
mG, GN AE Ae a o : ij : ot “ ‘ 
’ } pits fo ale “ — ss . ; 
woe eee . ™ : eee x ~ oN —_ ; 
= " ie =< a _ 
gf otal wee — ea Vr . eave 
- | * i — an 
ae | : 
os ? ~ | 4 
RBar Re | 
‘ , 
ai et: 
ees 
Pete tat 
ah a "4 | 
eae 
Srna 
ate i | 
es 
a era , 
beri ihe 
ent eit gas 
Bese | 
oan = 
Sey | 
as | | 
ee ae ee 
etree ; 
Sih f 
at. HH 
tee Sam 
¥ é ; “ \ 
ae taey ' ; i 
ee) Sageah so f % er y 5 ye a ae Nie fowls 
VAR a . ra 4, ear et ae a sane ns ASS ie ue ae am 
si ee q t n Pe ON hg eda ~ 1: 
2 aia eth Se cas ¥ 7 sae a US a ee nal Ml ea P 
et cee 3 ea a ’ spiel eae Cheatin? Nii, 
et he ; S - =; P — Fe Nee regi SE) OA Ae 
Zawey ie 4 ae ie i meee a al ies ~ | 
pee: | : ame — 
pili taal a AR Ne Roe > Be ae 7” 
gS aE at | s =\ i oe - " am ee ine | 
sae a, u |: ae aaa a a ; 4  - 
Pan he ie 
Eslicegeh Pos agi ia ae 
i ir . Pres Sacre iy ? - mm iz pie 
et wae eae — & : 
a ty 4 J ’ 
d 
 s- : 
z Denaiiadat 7 
Ca 
ee rem? Ty 
nee: : i 
fe a i E oy i 
ee ; i cng! di 
er: Se a 
Wy ee ee ene i 
4 A P : 
7 ‘ 
J ft 
{ 
ain ane | 
ro ont GH Po 
Evie ete | 
Se esiah Ee 
cane ae 1 
Seca oF 
Fin She ; 
sate 
7 ) 
wa | ah aaa ae pe a pea sig seis ae ae pees pe Be leyen haan 
a 2: els Pete es on ee pA neg ie SBE Ei eae milena’ Slane Wie hs le re Pinte hesepere ss $a ck 9 
re nae Ee ee eee be Te a ae Pik tthlis ch eae oe : pik. gettin ae = ger 77 
Gas! Ce ae Deets et i te eae Bats gate! eae CER Be ia ye soya aR ak Sebi hela 2a oR Sag ek ei aN ae 
oS ee Bec era <- ae ol 25 geek 6 A Te aan Sa ie iar a 8 Pe eS a el tig aE ns aE ee a rs eg 8. he Sar oe oe PS > 3 eee ei SE Tei =e 


Advertising Age, March 16, 1959 


folly of thinking to please. In 
our business it can only lead to 
disaster. Too often, thinking to 
please can lead to a fear com- 
plex—a desire, perhaps not re- 
alized, to be pleasant rather 
than forthright and independent. 
The client, uncertain of what 
may be behind the agency’s 
recommendations, gradually los- 
es confidence in our judgment 
and we can hit bottom. We 
should at all times give our cli- 
ents our independent thinking 


in their marketing, advertising 
and product problems. 
what they hired us for. 

Their business, and ours in 
turn, can profit only by this 
method of working together. To 
do less can only result in u’ 
losing the business and you los- 
ing your job. 

Now I have no present fears 
about our attitude in this re- 
spect. Indeed a major reason for 
our growth in the past five years 
has been solely because we have 


That’s | 


| 
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provided this kind of thinking) handles advertising for Toni Co.| partment is still active, Mr. Frank 
for all our clients. If we are to| (Pamper, Tame Creme, Bobbi and| doesn’t feel that the agency is on 
special products), Foulds macaro-| 


build and grow it must be kept | 
foremost in our minds. 

On this occasion, when we 
have just acquired an impor- 
tant new account, I want to 
again remind all of you of our'| 
primary responsibility to each 
of our clients. 


@ There are 16 accounts in the 
Clint Frank shop now. Besides 
those added since June, Frank 


ni, Reynolds Metals Co. (tv and 
print advertising for 13 industrial 
divisions), Standard Railway 
Equipment, Quaker Oats Co. (Aunt 
Jemima flour, Flako and industrial 
and institutional advertising) , Fort 
Howard Paper Co., Dean Milk Co., 
North Woods Coffee Co, and Wur- 
litzer Co. 


® Though the new business de- 


the success of our sales program” 


Mr. Williamson says, ‘“‘Our appreciation of the 
value and importance of today’s leading trade, 
industrial and technical publications is indicated 
by the great use we make of them—we are in 
nearly 200 of them and they represent the most 
important item in our entire advertising budget. 
We use these publications to set the stage for our 
salesmen... to create inquiries . . . create new 
markets and exploit existing markets .. . help 
establish our leadership in the field.”’ 


publications.” 


Mr. Phreaner says, ‘‘We regard selective trade 
advertising as selling in one of its most effective 
and economical forms. All of our consumers must 
be sold through professions, supply houses, or 
dealers and we can reach these key people most 
effectively through the pages of leading trade 


st 


Mr. Mossien says, ‘‘We are a ‘rifle shot’ adver- 
tiser and the trade press enables us to reach our 
audiences with greatest accuracy. We take par- 
ticular care to see that our advertising is mer- 
chandised to our sales force and that they 
merchandise our advertising to our dealers. 
This ‘closing the loop’ insures maximum effec- 
tiveness and maximum results from our adver- 
tising investment.” 


Trade and industrial publications serve an area unduplicated by any other selling force. They make it possible 
for you to talk with customers and prospects on common ground —at a time when they are seeking information 
and are most receptive to your message. 

Chilton is one of the most diversified publishers of trade and industrial magazines in the country—a company 
with the experience, resources and research facilities to make each of 17 publications outstanding. Each covers 
its field with the dual aim of editorial excellence and quality-controlled circulation. The result is confidence 
on the part of readers and advertisers alike. And confidence is a measure of selling power. 


hilton 


COMPANY 
Chestnut and 56th Streets 
Philadelphia 39, Pennsylvania 


Publisher of: Department Store Economist + The Iron Age » Hardware Age » The Spectator « Automotive Industries « Boot and Shoe Recorder « Gas 
Commercial Car Journal + Butane-Propane News « Electronic Industries + Jewelers’ Circular-Keystone * Optical Journal & Review of Optometry +» Motor Age 
Hardware World + Aircraft and Missiles Manufacturing + Distribution Age + Product Design & Development + Business, Technical and Educational Books 


a new-business “kick.” 

“If an account comes along that 
we're suited to handle, then we'll 
take it,” he said. “We have a fine 
list of clients—good, solid, pro- 
gressive companies—and future 
clients will have to be the same 
high quality.” 

As to how fast his agency is 
willing or able to grow in the fu- 
ture, Mr. Frank says simply: “We 
will absorb business consistent 
with good growth.” 

Other agencies also apparently 
feel Clint Frank is very much a 
going concern, judging from the 
attention it gets concerning merg- 
ers. “I hear from an average of 
perhaps two people a week about 
a merger,” the agency president 
said. 

“But we’re not seeking to merge 
with anybody. Vital young agen- 
cies are still the strength in this 
business. Despite the talk about 
the growing bigness among agen- 
cies, this is still a business of per- 
sonal service.” 


= The Frank agency is growing 
larger without benefit of merger. 
It had about 50 employes in 1956, 
and has about twice that number 
today. Space in its Merchandise 
Mart offices has been increased 
several times, but more is needed, 
Mr. Frank indicated. 

The agency opened a publicity 
and public relations department 
last August. Frazier E. Nounnan, 
another Campbell-Mithun alum- 
nus, heads that department. 

With about two-thirds of its cli- 
ents’ billings going into tv, Frank 
last October opened a service of- 
fice in Los Angeles, primarily to 
work with tv film producers there. 

Both Messrs. Frank and Kreer 
have been spending increasing 
amounts of time in New York, 
with an eye to establishing a New 
York office in the near future— 
“possibly by acquisition, possibly 
by simply opening our own door,” 
said Mr. Frank. “We haven't def- 
initely decided which.” 


® Clint Frank and Zimmer-Mc- 
Claskey, Louisville, both Reynolds 
Metals agencies, opened Zimmer- 
McClaskey-Frank, in Richmond, 
home of Reynolds, last June to 
improve service to that client. 
This fully staffed unit (22 em- 
ployes) already has added one lo- 


|cal account, # 


MUNICIPAL 
MARKET 


These mayors and city managers, 7,500 strong, 
from coast to coast, are heavy spenders in the 
municipal market. Your sales message in their 
quarterly magazine can help them make better 
investments of public funds. Give them your 
facts and figures! 


ok eee = 
This monthly textbook on law enforcement com- 
mands the respect and attention of more police 
chiefs and executives everywhere. Its focused 
Issues can spotlight your products and services 
for this field and help you make volume sales. 
Five year success record. 11,325 audited 
circulation! 


NB P| 
MAYOR ond MANAGER 
LAW «and ORDER 


72 West 45th Street +» New York 36, N.Y. 
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Along the Media Path 


Storer Broadcasting Co.’s net 


earnings for the year ended Dec. 


31, 1958, were $1,676,754, or 68¢ 
a share, compared to $6,396,164 or 
$2.58 a share 
1958 earnings had been adversely 
affected by the loss of $2,304,551, 
or 93¢ a share, incurred by closing 
down its former Wilmington tv 
station, 


1000 SALES IDEAS 
ONLY $10 


Successful ideas from 
successful companies on 


SALES, MERCHANDISING, 
ADVERTISING, PROMOTION! 


€ach month, for a year, you receive 
Briefed with its 100 of more sales- 
tested, profitable experiences .. . 
snowing results produced ... as fre- 
ported in the nation's leading business 
and trade publications. Adapt them to 

f own profitable use. Worth many 
Imes the $10 you send! 


BRIEFED 
400 Madison Ave. (Dept. A), N. Y. 17 


as ) eee in the third | 


| going 


quarter. It also pointed out that 
the earnings for the prior year of 
1957 had included a non-recurring 


|capital gain of $1,996,122, or 79¢ 
in 1957, Storer said | 


a share. Current operations of 
Storer’s five television and seven 
radio stations have been running 
ahead of 1957 since the fourth 
quarter, Storer said. 


e Six Missiles & Rockets issues 
| will be studied for advertising and 
| editorial readership by Mills Shep- 
‘ard during 1959. They will be the | 
March 30, April 13, May 25, Sept. | 
21, Oct. 26 and Nov. 30 issues. The 
publication uses both the Mills 


| Shepard and Eastman readership 


| Studies. 


| @ American Home has sent out a 


| string of hot dogs (paper) as part 
of its series of promotion pieces 
to agencies 
product manufacturers of the ef- 
fect on sales of products 


| the result of a recipe that starts 


| out, 
| ters. 7 


“Take a pound of frankfur- 


” 


and grocery | 


in its| 
recipes. In this case it dramatizes | 


ee a 


24 


OUTSTANDING—N. McK. Kneisly (right), president of Irving-Cloud 


Publishing Co., 


is presented with a plaque by E. C. Abdelnour, 


president, Automotive Booster Clubs International, in recognition 
of outstanding and continuing contribution to the automotive indus- 
try from 1926 through 1959. 


a new award for chemical man- 
agement achievement. The award 
will recognize the contribution of 
management in the chemical proc- 
ess industries. Presentation will be 
made during the National Exposi- 
tion of the Chemical Industries in 


e Chemical Week has established New York on Dec. 1. 


ne 


The Central South's Most Important Advertising J 
Development Since The Advent of Telecasting 


Now that WSM-TV is telecasting from the Central South’s 
tallest tower (1408 feet above average terrain), all previous 


information about and strategy for selling the Nashville 
Market is obsolete. 


Se 


<-> 


HERE ARE THE FACTS: 


The New 
Nashville Market 


Population 


Effective 
Buying Income 


Retail Sales 


Total 
(New Tower) 


1,728,800 
$2,074,487,000.00 
$1,519,052,000.00 


( Market Data — Sales Management | 


ALL THIS AND A 40.5 SHARE TOO (FEB. ARB) 


Gain 


(New Tower) 


550,300 
$573,556,000.00 
$417,878 ,000.00 


- - @] 
<><? 


To evaluate quickly, by buying WSM-TV you can now reach 


over a half-million new people, who add over half a billion 
dollars in effective buying income, who actually spend nearly 
half a billion dollars annually. In short, the new WSM-TV 
Tower has increased the potential of the Nashville Market 
by better than one-fourth. 


Isn’t it time to re-evaluate your market 
strategy in the Central South? 


OWNED AND OPERATED BY THE NATIONAL LIFE AND ACCIDENT 


Nashville, Tennessee 


Represented by Petry 


INSURANCE COMPANY 


e WGN-TV, Chicago, has distrib- 
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motion piece called “You’re So 
Right, Esquire,” in which it “hap- 
pily” sent around again a piece 
originally used by Esquire that 
started: “You’re So Right, Curtis 
Publishing Co.” (AA, March 2). 
Esquire in its turn had picked up 
a statement from The Saturday 
Evening Post saying that “News- 
stand sales . .. ete.” Esquire boast- 
ed 46.7% of its circulation was 
newsstand. Playboy boasted its 
newsstand circulation was 86.8%. 
Next! 


e Department of New Laurels: 

The April issue of Field & 
Stream will have the largest dol- 
lar volume of advertising of any 
issue in its 64-year history. Linage 
is up 21% over last year’s April 
issue, representing 18% additional 
advertising pages. 

Your New Baby reports a gain 
in advertising revenue for the first 
third of 1959 over last year. The 
April, 1959, issue shows a 15.4% 
gain in number of pages of adver- 
tising over 1958. 


Outdoor Life carries a greater 


uted its “Good Habits” coloring 


book to grocery and drug store | 


stands. The 64-page book features 
coloring cartoons of WGN-TV per- 
sonalities as well as little good 
habit lessons for the youngsters. 


e “You're So Right, Playboy,” Cos- 
mopolitan says, boasting its Feb- 
ruary issue sold 925,392 copies, in- 


cluding 39,215 subscriptions. “With 
| nearly 96 of every 100 copies sell- | the 
|ing on the newsstand, James M. | 
White, the publisher, agrees with | 
| Playboy after that publication an- 
| nounces: 


‘Newsstand sales are the 
key test of a magazine’s vitality’.” 


amount of advertising in the first 
three months of 1959 than for any 
first quarter in its 61-year history 
and set new records for both ad 
linage and ad revenue. Revenue 
rose by 17.5% over the first quar- 
ter of 1958 and the magazine car- 
ried more than 90,000 lines of ad- 
vertising, or 3,100 lines more than 
the same period last year. 

| For the first quarter of 1959, 
Sport Saga Men’s Group 
(Sport, Saga, True Detective, Mas- 
ter Detective and Climax) shows a 
| revenue gain of 30% over the com- 
|parable period last year. Linage 
also increased by over 72 pages for 


| Mr. White refers to a Playboy pro- | the same period. # 


in this Exceptional 
id County Market 


2nd largest evening 
circulation in Illinois 


5th largest newspaper 
market 


5th largest in 
automotive sales 


7th largest in food sales 
7th largest in drug sales 


(these figures exclude Chicago) 


The Pantagraph is the only 
newspaper that will give you 
full coverage of this $233 mil- 
lion retail market. And now 
through the added strength of 
full, lifelike color you can get 
50% to 150% greater reader- 
ship at only a fraction more 
in cost. 

R. O. P. spot color — plus full 
color (black and 1,2 or 3 colors 
available Daily and Sunday). 
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‘ St. Louis 
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AREA INTERESTS 
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LOOK AT TEXAS THROUGH THE EYES OF AN IRISHMAN 


And you see more than cowboys and oil wells, 
Neiman-Marcus and a jalopy speeding down a 
dusty road. An empire is delineated by the Gaelic 
perception and wit of Sean O’Faolain. In creative 
counterpoint are photographs by John Lewis 
Stage, sharply reminiscent of Frederic Remington. 

This is Texas. And this is Holiday. Words and 
pictures, two highly personal points of view. A 
unique way of seeing people, places and pleasures. 


This is Holiday, beautiful and exciting. 

There’s a special relationship between Holiday 
and its readers. Simpatico, you might say. Muy 
simpatico. Families, some 875,000 of them, in an 
expansive, receptive frame of mind ... families in 
a Holiday mood, who can afford to go places, do 
things, enjoy new experiences, fine possessions. 

To more and more advertisers this is an un- 
matched selling opportunity. 


There’s a rewarding new world for you in HOLIDAY 
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Suffering from N.1.D?.....% 


Then it's time to inject a transfusion of excitement with a proven method of 
stimulating sales. Whether you are trying to reach millions of consumers for 
a new product, a new service or to bolster the sales of an established one, 
a CONSUMER CONTEST will do it quicker . . . do it thoroughly. 


We have been contest consultants for the past 11 years. During that time, 
we've arranged for over $10,000,000 in prizes to help build sales. Running a 
contest that really sends sales soaring calls for a plan and a prize structure 
that will capture the imagination of the public, and the skill and enthusiastic 
drive to carry the plan through to its successful conclusion. 


We can do this for you, as we have done it for many of 
the country’s top-ranking (and smaller) business firms. 
There is no cost to you for the prizes, except for our 
nominal service fee. May we sit down with you and your 
client to explore this vast field of opportunity? Write, 
wire or call: 


*N.1L.D. — NEW IDEA DEFICIENCY ( 
155 Mineola Boulevard, Mineola, L.1., N.Y. PHONE: Pioneer 7-5300 l 


Send for your 


free copy now... 


13+, 


consumer analysis 
of the BIG 516,500 St. Paul Market! 


When “Let’s-buy-this” decisions are being — and buying habits of more than half-a-million peo- 
made in the minds of the 516,500 people in the — ple who spend more than 629 MILLION retail 
big, ever-growing St. Paul Market*, how does — dollars a year. 


YOUR product rate? Is it looked for... or over For your personal copy of this compre- 

looked? hensive analysis, contact your Ridder-Johns repre- 
Find out in the 1959 St. Paul Dispatch: — sentative or write on your company letterhead to 

Pioneer Press Consumer Analysis... a penetrat- © Consumer Analysis, Dept. B. 

ing and revealing study of the brand preferences *Ramsey, Dakota and Washington counties—May 10, 1958 Sales Management 


Survey of Buying Power. 


DISPATCH | tiscrsonns, mc. 


NEW YORK - CHICAGO . DETROIT 
SAN FRANCISCO - LOS ANGELES 
ST, PAUL - MINNEAPOLIS 


Ri oOBODeER NEWSPAPER 


Advertising Age, March 16, 1959 


Twelve Years in Business * Twelve Years of Dependability NEW PROGRAM—New Reynolds aluminum House of Ease seal and ad 


materials are looked over by David F. Beard (left), general direc- 
©00000000000000000000000000000000000 0000000000 tor of advertising, Reynolds Metals Co., and Richard E. Dysart, 


director of building products advertising. 


=» Reynolds Promotes 
= =6Aluminum Wares in 
House of Ease Push 


RICHMOND, March 10—Reynolds 
Metals Co. has planned a $2,500,- 
000 campaign to promote its alu- 
minum House of Ease program on 
a national scale this year. The com- 
pany successfully test-marketed 
the program last year in six cities 
—Detroit, St. Louis, Boston, Wil- 
mington, Chicago and Phoenix. 

The House of Ease program is 
| built around the local builder, 
and offers the home buyer a 
complete package of 20 to 30 alu- 
minum building products—such as 
roof shingles, siding and windows 
| —to turn a new home into a House 

of Ease. 
These products will save the 
|/home buyer “up to $6,000 over a 
| 30-year period, cut heating and air- 
| conditioning costs, and give him 
| more time for leisure,” according to 
| Reynolds. 

In the test markets, Reynolds re- 
| ports, seven out of ten home buy- 
ers, given a choice between the 
conventional home and the alu- 
|minum house at a nominal extra 
| cost, chose the House of Ease. 

} 

| # National advertising will center 
/around commercials on two Rey- 
| nolds co-sponsored CBS-TV shows, 
|“Walt Disney Presents” and “All- 
| Star Golf.” The commercials will 
| allow for local cut-ins by partici- 
| pating builders. 

Ads printed in color on alumi- 
/num foil will run in Better Homes 
|& Gardens Home Building Ideas, 
| House Beautiful’s Building Man- 
;ual, House & Garden Book of 
| Building, New Homes Guide and 
| Today’s Home. 
| Local consumer advertising will 
|help participating builders sell the 
| House of Ease in their areas. The 
| company aims at setting up proj- 
jects in 160 cities which account 
for 80% of new home construction. 

The company is also introducing 
|a House of Ease seal to help fab- 
‘ricators, dealers and _ builders 
achieve “maximum identification” 
with House of Ease advertising. 


® Displays for use by builders in 
/model homes are also planned, as 
are promotional literature, direc- 
tional signs, mobiles and other 
merchandising helps. 

Agencies handling the program 
are Lennen & Newell, New York; 
Clinton E. Frank Inc., Chicago, 
}and Zimmer-McClaskey-Frank, 
| Richmond. 


O’Connell Named Manger 
Mike O’Connell has been ap- 
pointed district manager of Archi- 
|tectural & Engineering News for 
the Chicago area. He has opened 
an office at 1791 Howard St., Chi- 
cago 26. Previously he was with 
McGraw-Hill Publishing Co. 


Te Re Te re iy ae sey ae yee M ’ Petes Siete iene ase ea,” 6 eae ae ae eae pl eae pe ear k Oy ora ? ie As fax. oe coe ae eri * gh ee I aie ab. Tea Beg an 
soe ie ih Riga eerie ites Pe oh SF AO ON i  a Aage Sain! F ere) ee! tdeeer Areas: 52 ae dee eae aie ten ce <= es ie ee go tk ee oes Micke 
SR On REIN Se OS Dk SP Tee ee Seiad ee at a LG PET ie nei cee ea es ee er ee a apes 
rs oe > wie % “s ; te To ae See en Co ae on eaplls =e o-. d et ms, Os ae ne Del ee eon ae i SS a ees ae ee ec 
ek Se ee ithe Pa ae RS eae eee oe eae ss ieee 2 Be i og Agi PS: : ae 

oe 

| a. 

i ot ae 
ee G Sy! Za 
=, ant, om 5 P 
4 Vv ia se, ‘ = c H 
qe > a a * ee 

ie Bad “te aa q I} 

in all = een .* vt + y 

Ne ‘ " ee . ¢ cot ae Og eee : & 

aia : ss wa 1s SE i oe 2 ee a N 
\s iz Ce a es 
ewe ee j 

oa a ee . 
7 x = Nis 6 me at Rene tee , 

Ba — 4, ag Sa eee ep s 
= er 2 eee eee ci 2 ek ~— Y 

Loh 3 Reis | Soon So es ae i 

-h i eee 

“3a eee Meets ie ema Sees Se, . 

tae ER tas i: Fk) OR eam mea eC ger SS — 
mar rae See Seles ear Ie Sa tet ae ~ 

oC Rees OO oe ts Be eg ae ‘ S 

sient ghee Sta, es . ‘ i 

e emt ee yo ee »_ J ‘ ely" 

ie rie ps ial eae hogs z 

. oh » ose ene | enh A Sin i 

; = Pi . . ee ae : ey, ys 
: 3 4 ans Ne 
a = 

: a 

. ES Ne ee de 

: 4 

as 3 Beem 

; ROE ROE er etn kce Ts 
Tae acta Tee PES ea STS) 9: 5 cUhioL nen : 
een Beye pee VO on Uta 7 

aes gee aida th we Sige Bape a i 
: ; iu ie 2 : i BS ae a He win Age see 
os jo San Mie hee enter cin, Fe Se ie Pre er tees ee 
i PENI a i es a= S| Se a ee 
j pets > a ede fas ons s 
sia coe eae % f 
wee ie pac. ae fatal. : 2 
a uke = yi ale: SS ¢ 

eS tone be ae si ve | 

s ae ra a = : 

- ane Ris” Do iecae | 
AS eee tes &rT. Ne ; 

e | ee ' MShPAug: iif 
See eae ee = Peete R ae fe 3 
en se Sot Veen eee, ee ‘ eae -— Bs . ; 

con : e ‘ ue gOS ae i 3 
Bio ¥: af : eae) eet ee ; 
Seay ‘s 5 eee Me ky et ie 

ee ee Sin hee tg. i 9 a is. % Be ee gr F 
oe ys 3 ts ° en ee a = ne ei 

ures ae ? ae 
Sues P ae 

Rie i : ae pect: 

Beg si ee bes 

Se he 5 Seed eo / . 
rae : ps a 

Pe : # 
ah 4 4 ae 

ee) e ied ae | 

fg a j 
sce, ri se | 
a - Os | 
a : : " cae Ee 4 
i i ics aN 
oe nsy 1 ; son 
ae “v ; 
; if a 
: Be iati : ile 4 a 4 
ght Sg cae fess $3 : < | 
fant : 4 j 
paeies * ek tt 
ane eer = ¢ ta * ee 
ae on ' tag ss 86 
: es mom Pee gaa 
. a n n u a Bite — ™ = | 
ee | ——= | 
pi cotal 
sere: 
a 
oe ae 
a 
Sa ay 8 

ee 
ae pieabes 
- ee | 

| a 
$T. 2". PAU 
*\e e 
fmakaty 
7) 
i 
—— sin 5. ‘ --—_- —- -- -— — - - ——, 
To | __ ee : 
: a 
— = YT ww} 
. 
: : ae ee el cae 2 7 gs Pe Reon UN anc Fk ge Ls 
Phe aces ens ’ ‘ : : Pie tt Dace ce ee scpe eabes Ss 
BME a Re ey yee eee fo > te Mae oe kes wat Bete a hg ge tii a aT, PU 
“atin Pen our cr Cae ney OSE Reed alee : ere ee ay ae ieee Picante Mae ge dhe 
Pere eu ae a Ne he One ea one NS ara a ee ee cates 
See’ Rene er ee Boa al Ae AE Sc eles PLS ee LL ee ena on ee per gta Le eg eis Sn ered ie at: 


ee eS een 


dee 


They 


loved 
us eee IN PEORIA? 


“How TO MULTIPLY YOURSELF” hasn’t played Peoria. Not 
yet! But with more than 100 prints in constant circulation, 
this ABP sound strip film has been shown practically 
everywhere else. And coast to coast, the applause has been 
thunderous. (Well, okay—merely deafening). 


Fact is, the fan mail keeps pouring in. If—by some quirk 
of insatiable curiosity—you'd care to see them, there’s a 
whole file full of appreciative and heartwarming (to ABP) 
letters telling what a wonderful job ‘‘How To MULTIPLY 
YOURSELF” is doing to impress salesmen with the im- 
portance of their companies’ businesspaper advertising. 
Like this one from G. M. Gamble, Jr., of General Electric 
Advertising and Promotion: “... (HTM /Y) was shown to a 
meeting of fifty apparatus salesmen... it has done an out- 
standing job of re-educating our sales force .. . pointing up 
the importance and rightful position of advertising on their 
sales team. We of General Electric advertising doff our hats to 
you! Your film and pass-out brochure have long been needed. 
Incidentally, I’d appreciate it if you could schedule me for use 
of “How TO MULTIPLY YOURSELF” for the full week of 
September 15 rather than just a September 16 showing...” 


“HOW TO MULTIPLY YOURSELF”’ 
IS THE FILM ABOUT ADVERTISING 
AND SELLING TO BUSINESS 
THAT NEEDED TO BE MADE! 


Factual! ... Educational! 
Downright Inspirational! 


Shows salesmen how business- 
paper advertising works for 
them. Tells how they can put it 
to work to step up their sales 
efficiency. Points out ways to 
follow through on the pre-selling 
that means better selling and 
more business. 


If your salesmen are among the 
few remaining unfortunates (in 
Peoria or otherwise) who have 
not yet been exposed to HTMY 
—and you'd like them to see it 
—we’ll be happy to arrange a 
showing at your convenience. 
Just drop us a line, or phone 
Business Service Department. 


Helping business make businesspaper advertising more effective 


THE ASSOCIATED BUSINESS PUBLICATIONS 


205 East 42nd Street, New York 17, N.Y. 


CeO oa SOs SA eng J 2 oS St Tale fae Ths RIN aunts ae LN ia eis tt i ae 2 et Pes pre hie a ica gids oS oi: aoa OME pit art Sy ot “erie he eg POM a anata, nee (> ge ius, 
yh Se PR cae ie ‘Wey Dutiaie’ cee eat a, Sie van meee eee a SO ee rg a? pi ee at if RO NR EPO ION emia ar cig Sahat a= a A a te ay ee ee pe Ne thee os, 2 ae a a a Sele, 
a OL OO ee a ee ape RC ge ee ee eee Se bi 
os ae ae as EN | ae he aaa ams os ee oe ice | om ee Ae a. See Be Se Tea She Lai ae: Sie ey 
on ee 
a A 
ae ae 
ay set 3) 
shen eA he 
cal i es 
— ee ee 
= a 
2 ay* 
. | = oe 
. ‘ iss . — “=~ ae Fe Se 
a ae , oh a 
ida A ‘?\ ~ Sh ee < eile P- 
ee , a : ere 
| 4 / 3 - boon 
= i» — ue cea 
; ‘ y = — ori: 
. J Oi 
: i < F: Ty " 4  t a 
J t : ~ t | ’ R 
“ e 
| pes E | a 
a ph ¥ } 
¥ ie, | 
: { . Bi. \| ed 
a ; . 3 ; ' ; 
ay Hy ae ; ive 
7 4 al r 3 ; j ‘ 
i | ‘ a” f' | ' 
i | <t ' : 
; ; ; gen i. ) | 
: € | 
@ DN. ie : 
= i bh ¢: iM 
: ‘ oF fi 
@ { be 
: S : int : 
a \ a m 
: \ 1 “ 
iH} » Hoa 
ae 4 q len 4 
pe 3 \ 7 ry - et 
a a ;: -”* 
e prey \\\ >-)|\— 
wet a : | 
a A vill | ! 
' ‘S 
(7 e. 
— j *. Zl 4 . : 
i q "7 a 4 7 re 
ie; \ S at oa ia 
we : - Pees sitar 
ae ee a 
“9 “i : Fae a — 
a * SF AT — . 
ar | a ; c am. 3 et » a 
hse ' “4 i a P J S z wm he 
a 4 re ND ’ - | 
ie % ens, cit Ato 4 ae 
Mee a i ee : \ a 
is . " abl ‘ih cer 
a | . > 4 ie : eh 
oe uf . oe 6d = ¥ ‘ ; = a : 
oa “HOW To. y | 1 oe 7c 
a f " : % ; i r vi 
ES : es j te ; e : 
4 _Y, e — ba 
i YOUKSELT a el e ; 
; re i (wat af ‘ q a ‘ i ee 
‘ j oe Z ’ ; Prat 
\ I y sae ft, ; r ies 
| : +, , . ners: 
= - me, a eee | “ee if alk 5 ee 
wet ae 4 oe oe ta 
; ’ ha os 4 a ae a pa ae 
ee. * " om { ae pow 
* iy 5 vane 
j . ae eae 
ee fe oa 
Dae 
». ; yee 
€ = S \ ey 
) i e os 
. . ks 
: et beim 
a mei . } 7 eines 
a 4 . HA Yh 
| » ~. 8a 0 as 
-. ag — ae 
Es me ‘ile 2 
S 9 et ay er ee 
. ky a") i. 7 s ee = 
mn Gna J atiese 
a ) 2 NTT 
th x Sy 
Sere ee 
ee ; spina 
j 0s el te 
ft & Sapa 
’ rt oe 
E; - 
re ‘ © 
: ied tae ~[o Si 
, > 3 4 aa MR eae 
i _ - > een we 
} Nea 
‘ om 
‘A : wae 
it apse: 
a arg 
. } 
¥ c 
“ee os acy Se ei oc ae eee. tae ar ase a Del Sm Se MPR ng Se Drs a GO ae RR SS Bak ccna idl Sena” id ee oe Maree ‘ Brae ee ee: Be ee eeuacae, 
She eon a eat, POGnaM Cee meer agh. Uh  kiat oily, Rae. 0 SAS cet ial aia rae eiye ss Set ROE Nea ate eter | Fe as 
tr ergy esta Se det Neh ce a Sam a5 ie 2 ae Sazimegee Sat eT Kal ak ea ee re Se Lae 53, SAY RPE ae Uae < tae lS fa 0 = eS Aa ee tence are —,. 
Hee enol i i ys ica oe eee = ARE cag ti Oi a ec ls ee ho er 
a ae ese teria TL RI eee eciamiceeoncSyab MeN es. cae 7) eee PF 3 a ROS a URE le SRR ko YER itis mle pac RMN she leit carr es Pn "CER Marae Seen aoe eee 


es) te 
Eh 


78 A Advertising Age, March 16, 1959 


‘Herald Tribune,’ VIP Stations ee: Stee sre Dees | mera lhig 
| opera as the e e | may run some s 
ee oe a pt ag A raf with WVIP as the key | VIP stations as it does on other | 
between the New York Herald | outlet. The newspaper’s news/|radio stations in the paper’s cir- | 
Tribune, which is now controlled | gathering facilities will be utilized | culation area, but said there are | 
by Plymouth Rock Publications, | by the stations and the news staff|no plans to saturate the vip air- 
and the group of New York radio | of the stations will help augment| waves with Tribune advertising. 
stations which Plymouth co-owns | the paper’s local news coverage. |Mr. Stone, “Howdy Doody” pro- 
with Martin Stone, through VIP A fourth station will be added | ducer before he turned broadcast- 
Radio Inc. The stations—WVIP, | to the “network” if the FCC ap-/|er, has been elected a director and 
Mt. Kisco; WVOX, New Rochelle,| proves VIP Radio’s purchase of | VP in charge of radio and tv of 
Plymouth Rock Publications. 


Continue-Flo, Sunbeam 

Name McConnell, Eastman 
Continue-Flo Heating Products 
|Ltd., Hamilton, Ont., and Sun- 
/beam Corp. (Canada) Ltd., Toron- 
to, have named McConnell, East- 
man & Co., Toronto, as_ their 
jagency. Melvin F. Hall Advertis- 
ing, Buffalo, was the former 
‘agency for Continue-Flo; Vickers 


|and WSKN, Saugerties—are being | WKIT, Mineola. The Herald Trib- | 
Wanted: Current, Up-to-Date 
Market Data for AA Readers 


ADVERTISING AGE is looking for all the market data it can get 
from advertising media, trade associations and other sources. The 
data will be used in AA’s Market Data section, which will be 
published for the 12th consecutive year in the April 20 issue. 

The data will be described briefly, and classified by type of 
market or geographic area, thus providing a comprehensive index 
of all available market data in all fields. 

Last year, some 1,650 separate pieces of market data were 
listed in the section, and readers of ApvERTISING AGE sent in re- 
quests for more than 72,000 individual pieces. : i 

Advertising media, associations, trade groups and others are 
invited to submit market studies or compilations for inclusion in 
this master list. There is no charge for such listings, but the ma- ' 
terial must measure up to the following standards: ; 

1. It must be current. Nothing published prior to June, 1958, 
will be accepted. | 

2. It must contain market facts. Booklets or brochures which 
contain media data only will not be listed. $ 


Gateway To’ 
the MOON 


ABC Auto Sales Zoom 


|will break national advertising 
for its Date Line teen age deodor- 
jant April 15. Magazines, televi- 
|sion, radio and special promotions 
media will be used. Warwick & 
|Legler, New York, is the agency. 
Date line was introduced in four 
test markets last fall (AA, Nov. 
124). 


CITY ZONE Orland in 1957 '& Benson Ltd., Toronto, previous- 3. It must be available for distribution to advertisers and agen- 
171,168 riandoans in | ly handled Sunbeam. cies, preferably without charge. If there is a charge, or other | 
FIVE Spent $61 Million | eilieail Sets Date Line Ads conditions are attached to its distribution, this should be clearly | 

: - stated. 
M5 A Plus for Automobiles | Mennen Co., Morristown, N.J., 4. It must be received before April 1, 1959. 
| 


Market data material scheduled for publication before Sept. 1, 
1959, will be listed in a “not yet published” tabulation, provided 
that a 50-word description of each such item reaches ADVERTISING 
AcE before April 1. The description must include probable date : { 
of publication and any conditions attached to distribution. i 

Actual copies of all other material to be listed should be ad- 
dressed to the Feature Editor, ApvertTIsING AGE, 200 E. Illinois St., : 
Chicago 11, with any necessary explanatory notes. 


381,000 


100,000 


DAILY CIRCULATION 
Orlando Sentinel-Star 


ASK BRANHAM 


145 Pct. Ahead 
of Florida Avg. 


228 Pct. Ahead 
of National Avg. 


— From Sales Management 


Pa 


|way, luck will be with us and 
\the public will beat that well- 
known but mythical path to our 
client’s door.” 


Agencies Must Earn 
Trust with Full 

7 ° 7 He advised agencies to “mak 
Services: Harrington |the best possible use of po aelive 


San FrAncisco, March 10—The | ability to understand the workings 
modern advertising agency must of the consumer mind,” use mar- 
be equipped to operate in all|keting facts efficiently, and “make 
phases of marketing to fulfill the|expert use of the knowledge we 


big responsibility of handling large 
sums of advertising dollars, Eu- 
gene I. Harrington, board chair- 
man of Honig-Cooper, Harrington 


have gained from the masses to 
improve the quality of our crea- 
tive end-product—the advertise- 
ment—and to further its effective- 


& Miner, said last week. 
Estimating that $11 billion will 

be invested this year in all adver- torer ni 

tising, he said, “There are only 50,- ee nee Oe 

000 people in the agency business| 

today and the expenditures of this) 


ness in the market place.” + 


A decline of more than $4,000,- 


Just the ticket. Curbed now, he’s learning the penalty 


for hot-footing through the Loop. But speed in the 
does offer its rewards. Witness SUPERIOR ENGRAVING, 


where the night shop runs wide open... 


and your rush order problems are gone forever. 


For Superior Service, Superior Quality. . . 


215 WEST SUPERIOR STREET, CHICAGO 10, IL 


CHICAGO'S FOREMOST PHOTOENGRAVING AND OFFSET PLATE 


call SUPERIOR now! 


City 


SUPERIOR 
ENGRAVING 
COMPANY 


CALL 


LINOIS DAY 


SUperior 7-7070 


MAKING PLANT 


000 in net earnings last year has 
‘lion spent in national advertising| >€e" reported by Storer Broad- 
| alone—is entrusted to the hands of| Sting Co. Storer reported 1958 
‘about 25,000 people in important|¢t earnings of $1,676,754 or 68¢ 
‘positions in the advertising agen-| share, compared with $6,396,164 
cies of America.” He made his | $2-58 a share in 1957. 
comments in a talk before the San|, The company said 1958 net earn- 
Francisco junior chamber of com-|i®8s were adversely affected by the 
meres. loss of $2,304,551 or 93¢ a share, 
“Considering the size of the ad-| incurred bs sgper closing of its for- 
vertising business and the respon-| ™&". Wilmington, Del., television 
sibility of its executives, is it any| Station. The report also said the 
wonder, then, that the old fiction} 1957 earnings included a nonre- 
of a partnership relationship be-| CUTT!DS capital gain of $1,996,122 
tween agency and client is no long-| °* 79¢ a share. 
er a fiction, no longer wishful 
thinking but is, instead, a true Watson Boosts Potts, Petchul 
reality.” | Victor C. Petchul, editor of Ap- 
|pliance Manufacturer, has been 
= Mr. Harrington warned agen- elected a vp of Watson Publica- 
cies that “no longer can we be con- | tions, Chicago, and Robert A. Potts 
tent to make frightfully expensive| has been appointed publisher of 
advertising on intuition or hunch|the publication. Mr. Potts pre- 
—in the hope that somehow, some viously was business manager. 


huge sum of money—this $7 bil- 


LOUISVILLE 


A Major Midwestern Industrial Market in the 

Ohio River Valley—the Ruhr of America— 

where one Daily Newspaper Combination 
reaches 9 out of every 10 families 

SELL LOUISVILLE FOR ALL IT’S WORTH! 


Che Convrier-Zournal 


™ THE LOUISVILLE TIMES 


392,839 DAILY COMBINATION «+ 311,073 SUNDAY 
REPRESENTED NATIONALLY BY THE BRANHAM COMPANY 
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How’s your Seattle 


Sales Appetite? 


Only The Seattle Times serves almost the whole pie... 


in the Seattle market area! In every income group...every age group...every 
occupation group... every size family ...every geographical area—The Seattle 
Times is preferred! You reach 3 out of 4 newspaper reading homes in the ABC 
City Zone. 


70.2% OF THE MASS MARKET 
These people, earning $4000 
or more a year are the mass 
buyers of your products. 


Wj CERTIFIED \ 
SURVEY ; 
* ephaety at 


By t 
Dan E. Clark I! Rew ss rc on 


\ m & Associates 


80.0% OF THE CLASS MARKET 
The Seattle Daily Times 
reaches 4 out of 5 families 
that earn $7000 a year or 
more. 


THE EXCLUSIVE MARKET 
121,826 households (377,661 


people) read only The 
Seattle Times. 


REPRESENTED BY. 
MARA & ORMSBEE, INC. — 
ew York « Detroit * Chicago 
Los Angeles « San Francisco | 
“Member Metro Sunday Comi 
Metro Rotogravure das 
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Bundscho Can Do 
sine @ ee 


J. M. BUNDSCHO, INC., Advertising Typographers 
180 North Wabesh Ave. * RAndolph 6-7292 * Chicago 1 


| Sales Meeting Management | New York division sales manager 
Company Founded in Chicago ° Sales Management, has joined 

Associated Sales Meeting Coor- | Cue as sales manager, succeeding 
dinators, a new company special-| Herbert Ross, who resigned to go 
izing in the field of meeting man- | into publicity and promotion work. 


agement, has been organized with | 
headquarters at 869 N. Dearborn | Eaton Joins Henderson 
| St., Chicago. ASMC is a profes-| 
| sional 
|companies, associations and their Chicago, 


|execution of their sales and busi- |S.C., in an executive capacity. 
|ness meetings, conventions and) 
conferences. Horace M. Barba Jr., 


: r.,|"American Brewer’ Moves 
previously a space salesman with 


Spooner Joins ‘Cue’ 
John Alden Spooner, formerly | Mount Vernon, N.Y. 


R. H. Eaton, at one time treas- 
counseling service aiding urer of Henri, Hurst & McDonald, 

has joined Henderson 
| executives in the preparation and Advertising Agency, Greenville, 


, : ‘ American Brewer, 91-year-old 
Life, Chicago, is ASMC president. brewing industry monthly, has 
moved out of New York City to 
new quarters at 33 Lyons PL. 


we'll pay you 


RED CROSS Mise 


Pi 


AMERICAN AVIATION 


the magazine of world air transportation 


Beginning in April, AMERICAN AVIATION Mag- 
azine becomes airlift—the monthly magazine serv- 
ing the world air transportation market. This is 
not only a change in title but an updating of 
editorial concept brought about by the evolution 
within the air age itself. airlift is edited for the 
worldwide commercial, military and corporate Air 
Transportation Industry. Feature articles are de- 
signed to interpret trends and developments. They 
highlight new products and equipment, operations, 
maintenance, communications, and engineering. 
airlift offers editorial coverage of all phases of the 
market concerned with transportation of people 
and goods by air. 

Airlift—a Multi-Billion Dollar Market. With 25,000 
circulation, airlift reaches men in management, 
engineering, operations, maintenance, overhaul and 


air/lift, v.t. to transport by air 


PUBLICATIONS 


purchasing, in all segments of the Air Transpor- 
tation market. This includes both domestic and 
international air carriers, supplemental and all- 
cargo carriers, military transport and logistics, 
airways and navigational facilities. Also business 
aircraft, terminal airports, helicopters and fixed 
base operators. 

Airlift—Another “Market of the Future”. airlift is a 
specialized magazine for a specialized market— 
world air transportation. It is not concerned with 
combat aircraft and weapons systems. Military in- 
terests aside from airlift are served by MISSILES 
AND ROCKETS, and ARMED FORCES MAN- 
AGEMENT—other American Aviation Publica- 
tions serving “markets of the future’ Sell the 
world air transportation market in airlift No other 
magazine serves this market directly. 


arrlift 


American Aviation Magazine Since 1937 
AMERICAN AV:ATION PUBLICATIONS, INC. 


1001 VERMONT AVE., N.W. ¢ WASHINGTON 5, D.C. 


World’s Largest Aviation Publishers 
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DINNER—John B. Canepa Co. is us- 
ing color pages in Chicago and Pe- 
oria newspapers, b&w ads in 87 
others, for its Red Cross dinner 
campaign. The ads give stores the 
opportunity to tie in with related 
items. Edward H. Weiss & Co., 
Chicago, is the agency. 


Petersen Reports 
Import Car Dealers 
Unworried by Big 3 


March 10—The 
predicted entry of General Motors, 


Los ANGELES, 


| Ford and Chrysler into the small 


ear field is of little or no concern 
to West Coast distributors of im- 
ported cars, according to a sur- 
vey by Petersen Publishing Co., 
publisher of Hot Rod, Motor Trend 
and Motor Life. 

The survey discloses that im- 
port distributors are enjoying rec- 
ord sales currently and have noth- 


Import Cars Up 2,300% 

Detroit, March 10—Registra- 
tions of new imported cars in the 
U.S. have risen 2,300% in the past 
11 years, according to R. L. Polk & 
Co. Revised figures by Polk show 
the following figures for each year 
since 1948: 


ne ro a. eer 28,961 

TEE semen oO a | 32,403 

i meeeeerere 16336 1958 ........... 58,465 

TOBY. bisresions ye | | ener 98,187 

SUE iuversiis fi. dercreceer 206,827 
TIRE Wesrscoensey 377,548 


ing but confidence in the future. 
They hold a wait-and-see attitude 
about their advertising but con- 
template no changes in its tenor 
or volume under present circum- 
stances. 

Some distributors feel they may 
increase advertising as sales con- 
tinue to increase. Others, with 
only a limited number of cars com- 
ing in, will do no additional ad- 
vertising. 


= The consensus is: No change in 
ad policies when Detroit smaller 
cars hit the market. Reports indi- 
cate that Ford, Chevrolet and 
Plymouth will try to have their 
smaller gars out this fall. 

The survey covered distributors 
of Volkswagen, Porsche, Hillman, 
Sunbeam, Austin, Morris, MG and 
Austin-Healy cars. # 


Burns Joins MGM-TV 

John B. Burns has joined MGM- 
TV, New York, in the new post of 
director of national sales. He re- 
signed as vp and director of na- 
tional sales of ABC Films, New 
York. ABC Films has not yet se- 
lected a replacement for Mr. Burns. 


West Park Gets ‘See’ & ‘Real’ 

West Park Publishing Corp., 
New York, publisher of Dude and 
Gent, has acquired See and Real 
and will continue to publish them 
on a bi-monthly basis. David P. 
Riker, New York, continues as ad 
representative, 
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YOUR Q FOR QUALITY :,. cricago wong ana 


WMAQ mean Quality with a capital Q! And everybody’s handing 
out prizes for it — the Audience and the Trade. @ Chicago's audience 
votes prizes to WNBQ and WMAQ every day . . . from early in the 
morning to late at night. In television, WNBQ, the world’s first all- 
color station, is the only network television station in Chicago to show 
a gain in total share of audience over the past year.* @ Jack Paar sews 
up late-evening television with an average rating of 16.1 between 
10:15 p.m. and midnight; 28 per cent higher than the highest rated 
feature film during this time period!** m In radio, WMAQ’s Henry 
Cooke leads off with as much as 24 per cent of the morning radio audi- 


*ARB, Feb.’58 & Feb,’59 **ARB,Feb,’59 ***Nielsen, Jan, '59 


ence.*** m Rounding out a perfect day is Jack Eigen, the nation’s 
most imitated interviewer, with as much as 32 per cent of the late night 
radio audience!*** @ Chicago's trade votes prizes too! The Chicago 
Federated Advertising Club, for instance, awarded the two stations 
a total of eight first places in the last local competition for excellence 
in programming. More than any other Chicago stations. §® WMAQ 
and WNBQ were the only Chicago stations cited in the Broadcast- 
ing Magazine and TV Age national promotion competitions. 
w Other national and local awards include citations for Alex Dreier, 
Clifton Utley and Len O’Connor for excellence in news coverage. Take 


YOUR Q for success in Chicago... take WNBQ a WMAQ 


NBC IN CHICAGO * SOLD BY NBC SPOT SALES 
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..theres nothing so powerful as an idea 


Better Homes and Gardens makes more sales because it gives people more buying ideas 


The 15% million family members who enjoy Better Homes and_ that covers—not only at home, but away from home, too! 
Gardens each month (including husbands as well as wives) are More and more advertisers are discovering the tremendous 
thirsty for ideas about living better and how to go about it. And sales power of BH&G’s brand of what-to-do and where-to-get-it 
that’s exactly what they find in their favorite idea magazine. ideas. Want proof? See your Better Homes and Gardens repre- 

Every single page of Better Homes and sentative! Meredith of Des Moines... 
Gardens is devoted to family service. And America’s biggest publisher of ideas for 
what a wide, wide world of interests a today’s living and tomorrow’s plans 


During the year !/3 of America reads < eis wt Pil\ the family idea magazine 


NOW OVER 4,700,000 COPIES MONTHLY 
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Tyler Picks Ten... 


He Likes the One-Timer 


By William D. Tyler 


Though partial to his handiwork, the 
conductor of this column admits one 
weakness in his favorite reading matter. 
It tends to favor agencies that believe in 
the power of the individual advertisement 
over those who believe 
in the power of repeti- 
tion. Since the latter 
type of agency runs, 
for the purposes of this 
column, virtually one 
ad in a campaign, 
whereas the former 
can make news every 
time out, you will find 
less mention here of 
“patterned” campaigns 
and their agencies than is their due. 


William D. Tyler 


Neither Goose Nor Gander 

The ad for El Al Israel Airlines that 
makes the point that their jet-props, un- 
like pure jets, make no refueling stops in 
Labrador or Newfoundland, exemplifies 
the above. Doyle Dane Bernbach made a 


No refueling stops et Goose Bay. | abredor or Gander, Revteuntiond when ede dts tke Laren 
New York and London or Paria It's the only 


stunning page out of this one-shot ad 
idea. This was a far more compelling 
way of saying that El Al’s are the “only 
jet-powered airliners that make it non- 
stop regularly across the Atlantic” than 
that unvarnished statement. Yet, if it 
hadn’t been quite as compelling, it would 
not, in our opinion, have made the point 
as sharply as the straight statement 
would have. Dangerous business, the in- 
direct approach. 


Good One for Mercury 

Another example of the fact that one 
good ad doesn’t make a campaign is the 
excellent ad for Mercury that illustrates, 
in cartoon style, the problems you won’t 
have with Mercury. The captions, in 
case you can’t read them, are as follows: 
The man at the top is demonstrating 
“ .,newly discovered ailment, Enter- 
Phobia.” The one wearing the pillow, 
“Back-Seat Bounce”; the cramped three, 
“Close-Togetherness”; ‘“‘Door-itis of the 
¥nee,” “Stormy-Weather Twitch,” “Mid- 
dle-Man Crouch” are the three at the bot- 


tom. Idea for the ad was Kenyon & Eck- 
hardt’s Ed Ferree. Copy by George Asch, 
and-layout by Charles Silver. 


U. S. Lines Tops Itself 

United States Lines has had a strong 
testimonial campaign for the past year, 
but the newspaper page shown here is a 


~for the cect of a G-day motor trip 


Fer pet 1181" up you aan enjoy 5 days on 
resorts end 


UNITED STATES LINsS 
EE 


far greater ad than any of these. Better 
yet, it trades on the fine quality impres- 
sion the previous ads have created. “To 
Europe—for the cost of a 5-day motor 
trip!” is a strong thought. Richard B. 
Neff’s copy is a joy to behold: “Suppose 
you and your wife had a chance to join 
a 5-day seagoing houseparty on a gigan- 
tic yacht some five blocks long.” The 
long copy bristles with facts, figures, 
comparisons, and detailed information. 
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Provides exactly what I recently pointed 
out was lacking in most travel ads: in- 
formation. This is lousy with it. Layout 
by J. Walter Thompson’s Richard Bon- 
hote. 


Dr. Pepper Going National 

This regional soft-drink bottler plans 
a national expansion, and he couldn't 
have run a better teaser than the page in 
Life that offers sender-inners a “gen- 
uine bottle cap” on velvet under a bell 
glass. Sheldon Sosna’s subhead: “Rare 
opportunity for folks who want to dem- 
onstrate their utter good taste—but who 
live where Dr. Pepper isn’t sold.” If you 
dismissed this as a bit of fluff on first 
reading, ponder what they could have 
done that would better make you con- 
scious of a brand name unfamiliar to 
you, and whose product is presently un- 
available. The audacity alone should sink 
the brand name home. I liked the trade- 
mark character’s dialog down in the 
corner: “Why not send a full bottle, Pop- 
pa?” “Think of the expense!” Grant’s 
Kenneth Boehnert made the layout. Idea 
was Greg Sherry’s. 


Listerine No Longer a Cosmetic? 

Most of the Listerine advertising I 
have seen recently is like this one. It de- 
livers a powerful germicidal story and 
seems, to me at least, to re-position the 
brand as a germ-killer rather than as a 
cosmetic. Regardless, this ad does an 
excellent job of recommending the prod- 
uct to mothers as a protective agent 
against contagious diseases. John Mac- 
Kay’s headline is a fine selling thought. 
The chart at the bottom lends validity 
to the subhead claim. Layout by Walter 
Peters of Lambert & Feasley. 


Tomorrow's Telephones 
In this rather anemic looking layout, 
Bell Telephone lets go with real product 
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news. Such a story deserves at least a 
spread and far more attention to the il- 
lustration. Even so, this ad should go off 
the chart for noting and readership. Only 
trouble is, George W. Cecil’s good copy 
concerns itself with the economic future 
of Bell, while the headline and picture 
talk about something in the reader’s in- 
terest. Whether an ad that goes off in two 
directions like this really registers both, 
is always a question. N. W. Ayer is the 
agency. 
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The Most Crowded Classroom 


can find space for germs! 


News for Knees from De Soto 

De Soto has been running strong, sim- 
ple advertisements this year. One I like 
best is shown. Tells its story visually, 
and John Steer’s and Si Costa’s headline 
is a good one. So is their headline for 
another ad in the series that shows a 
baby with a toy in the back seat: “The 
only rattle you'll ever hear in a ’59 De 
Soto.” Art director is BBDO’s Gene Fos- 
ter. 


GOOD NEWS 
FOR KNEES 


from DeSoto! 
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How Long Has It Been? 

Not the easiest sale to make is that of 
a set of Syntopicon, published by the En- 
cyclopaedia Britannica. It isn’t everyone 
who wants to read over 50 adult text- 
books, let alone pay the tariff for them. 
Those who will, however, will be power- 
fully attracted by Frances Kennedy’s 
headline appeal, “How long has it been 
since your mind was stretched by a new 
idea?” This was borrowed from a saying 
by Oliver Wendell Holmes. It states the 
case for the Syntopicon and the Great 
Books just about perfectly. Especially 
when the quotation is finished, as it was 
in the copy: “... can never go back to its 
original dimensions.” The agency is Dan- 
cer-Fitzgerald-Sample, Chicago. 


Ingenious, These Parisians 

A travel ad that combines allure, in- 
formation and strong price sell all in one 
arresting illustration, is the one Glenn 
Verrill of BBDO thought up for Air 
France. It is the one of a bill poster past- 
ing up Air France sheets on a Parisian 


kiosk. There’s not much I can add to the 
evident appeal of the ad itself, so look 
for yourself. The posters themselves say 
about all there is to say. The art director 
was Marty Stevens. 


Theme Has a Wallop 

There were a lot more clever ads last 
month than the one for General Dual 
90’s, but I guess I don’t know what you 
could say in a tire ad that would have 
much more wallop than the theme: “Built 
to last longer than you'll keep your car.” 
In Hans Sauer’s layout, the line is han- 
died with the strength and importance it 
deserves. There’s a slight back of the 
wrist to competition in the corner of the 
ad that reads, almost like a throw-away, 
“Free road service if it punctures.” Den- 
ny O’Neil of D’Arcy wrote the headline, 
Hans Sauer picked it up and made a 
campaign of it. + 


Looking at Radio and Television ... 


Television Prospects Abroad 


By The Eye and Ear Man 

As U. S. advertisers and their adver- 
tising agencies become increasingly aware 
of the growing importance of the world- 
wide markets, the question of advertis- 
ing—and especially television advertising 
—becomes of paramount importance. This 
is the first in a series of articles that 
deals with the opportunities. 

In general the world can be divided 
into several sections: 


e 1, The English speaking countries: 

A. England. 

Television advertising in England is 
commercial, priced in accordance with 
U.S. expectancies of cost per thousand 
homes per commercial minute, and hard 
sell in approach (and how). The major 
difference there and here is that an ad- 
vertiser must buy spots that are run-of- 
schedule, but within time periods that 
are priced for circulation delivered. And 
an advertiser can not sponsor a program; 
his commercials are inserted in the 
breaks between programs. 

Saturation in England has sharply ris- 
en so that it is possible to reach the best 
group of economic prospects at a reason- 
able price. 


= B. Canada. 

Canada, also, has commercial televi- 
sion, time franchises for spots or pro- 
grams available for advertisers, full 
schedules, fair prices, the opportunity to 
extend the U.S. network into Canada, 
and some stations on which spots or pro- 
grams can be placed. 


The future of Canada is even greater 
because the new government is going to 
franchise stations to compete on an equal 
basis with the government-controlled 
CBC. Canada will soon be as open to tele- 
vision advertisers as the U:S. is. 

C. Australia. 

This is another market with adequate 
programming (U.S. shows run almost ex- 
actly as they are seen in the U.S.), multi- 
ple competition in Sydney and Mel- 
bourne, adequate sets per population, the 
prospects for growth into the rest of the 
country, and fair prices. The advertiser 
going into this market can expect to get 
a good value. 


e 2. The Spanish Speaking Market: 

A. Spain. 

So far there are very few facilities. 

B. Latin & South America. 

This is a fast-growing market limited 
by the political unrest, the extremely 
low-income groups, and the lack of com- 
petitive television. There are almost 2,- 
000,000 television sets and the prognosis 
is very good. The countries vary widely 
in their growth, but the market divides 
this way: 

1. Mexico. 

There is good television coverage 
throughout Mexico, and U.S.-type opera- 
tion, with U.S. film shows with Spanish 
soundtracks and live Mexico-produced 
variety shows. The medium is dominated 
by a single owner, but it is possible to 
make a good deal for advertising at a price 
per thousand somewhat higher than U.S. 
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but favorable for that market. 

2. Puerto Rico. 

This island has two-station competi- 
tion, adequate coverage of the island, 
U.S. and local variety programming and 
fair prices. The set growth is steady and 
the coverage of potential customers is 
good, thanks to the multiple set viewing. 

3. Cuba. 

Here there are more stations than the 
advertiser can use—five in Havana, plus 
one color station—good network coverage, 
good live and film programming, compet- 
itive prices, and a chance to negotiate for 
better-than-average deals. Despite the 
revolution, the commercial prospects on 
the island are excellent. 

4. Venezuela. 

This is a rich country with a very bad 
currency and a good deal of inflation. 
There is two-station competition and ad- 


Employe Communications... 


Profs Talk Lacks 


By Robert Newcomb and Marg Sammons 
(Mr. and Mrs. Newcomb operate 
their own organization in employe 
retations.) 


If there is anything that sours the bat- 
tle-scarred cynic of industrial relations, 
it is the speaker fresh from the cloistered 
classroom who suggests new philosophies 
for meeting the challenges of factory life. 
It is generally apparent, in something 
under 30 seconds, that the good profes- 
sor has never been within hailing dis- 
tance of a lathe and knows nothing 
whatever about the rigors of the shop. It 
takes perhaps 40 seconds for the visiting 
theoretician to get his foot in his mouth 
and ten seconds more for the listeners 
to wish they were somewhere else. 


Delegates to the personnel conference 
of the American Management Assn., held 
each February in Chicago, rarely are 
obliged to wilt through the presentations 
of the inexperienced. Something in the 
way of a premium was handed them at 
the most recent powwow, when an 
academic personality took over the stage 
and laid the facts of industrial life right 
out on the table. 


= This was James Hayes speaking, and 
he is dean of the School of Business Ad- 
ministration at Duquesne University in 
Pittsburgh. If the program chairman of 
your local industrial relations society 


equate programming. The set growth 
here is steady and covers the best pros- 
pects for U.S. merchandise. 

5. Argentina. 

The outlook for the Argentine is good, 
now that the government wishes to en- 
courage the growth of television commer- 
cially. The country is usually coupled 
with Uruguay, and sold in tandem. Set 
growth here is encouraging, and those 
who can afford to buy are bound to have 
sets sooner or later. 

To sum up for the rest of this area: In 
Colombia, Chile and Peru, tv is coming 
up fast. The beginnings of a tv industry 
are there in San Salvador and Costa 
Rica, and the Dominican Republic has a 
well-financed video development. 

In general, the countries listed in this 
column represent the cream of advertis- 
ers’ opportunity in worldwide television. = 


Professorial Pitch 


wants to do the lodge a favor, he’ll put 
in a call this morning and line up Dean 
Hayes for a talk. The advertising frater- 
nity could do worse than to book this act, 
for the young, handsome and entirely 
forthright educator calls things by their 
right names. It is barely possible that 
he might startle the smugness out of 
practitioners in your field as well as ours. 
The rapier with which he punctures some 
of the more gloried beliefs of manage- 
ment must still have an edge left. 

Dean Hayes has taken a long, pene- 
trating look at management development, 
a fairly new science which tends to op- 
erate on the theory that you turn out 
executives in much the same way you 
stamp out metal parts. Dean Hayes notes 
that the candidate for the superior job 
needs—among other attributes—a deep 
faith in the sincerity and integrity, of the 
people and the company he works for. 
The dean laughs off mass programming 
in executive development, although the 
money currently being spent in mass 
programming in industry today is enough 
to threaten the entire economy. The dean 
contends (and makes a whale of a lot of 
sense doing it) that the real mileage in 
executive development is achieved when 
the campaign gets personal and the mass 
aspects are scrapped. 


= The speaker reeled off supporting doc- 
umentation for all to hear. He cited ex- 
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Observation makes bright-eyed people, alert 
and eager people, who see something now and respond 
to it now. (If you know an observant person, seek him 
out; he is wonderful company.) 

It is no surprise that people who are observant 
about life look forward to LIFE. LIFE has their 
spirit. LIFE seems to regard the fine art of observing 
as they do —that what is happening, changing, end- 


ing, beginning today is well worth watching. 
Observation is a fact of LIFE. One fact. You 
might say that for more than 32 million eager readers, 
LIFE each week is everything that is new and now 
and in the present. 

That’s why your advertising will perform well in 


LIFE. Call your LIFE representative. He has all the 
facts of LIFE. 
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amples no management man could deny 
or sidestep. And he did it with~such 
force, conviction and good humor that 
he had the audience in his palm before 
the first paragraph was completed. 

In our book, the good prof did a lot for 
the American Management Assn. and its 
attentive, appreciative membership at 
the personnel conference. He certainly 


Salesense in Advertising ... 


did himself and his distinguished uni- 
versity no harm. But his great accom- 
plishment lay in burying, rather deeply, 
the irritating belief that academic per- 
sonalities without the grime of shop toil 
under their fingernails don’t belong at 
industrial relations conferences. If Dean 
Hayes is a sample, maybe more of them 
do, # 


What Is the Meaning of Value? 


By James D. Woolf 
Creative Consultant 

“Steel shelving, $18.95 Value, $9.99.” 

What is the meaning of Value as used 
here? Does this product normally sell for 
$18.95? Are competitive products of equal 
quality priced at $18.95? Is the advertiser 
taking a loss of $8.96? 
Is the consumer being 
offered a genuine sav- 
ing of $8.96? Value. 
What is it? 

The Websterian de- 
finitions of the noun 
value are several. The 
first two are: (1) a 
fair exchange in mon- 
ey, goods, services, etc., 
for something ex- 
changed; (2) monetary worth of a thing; 
marketable price. 

This noun is outrageously misused, mis- 
applied, and maltreated in advertising, 
especially in the retail field. It is inter- 
esting to note that very few newspapers 
give voice to even a whisper of protest 
to this kind of questionable advertising. 

Before me is a newspaper ad, one of 


scores of similar ilk in my files, which 
offers the following “bargains”: 

Steel Shelving, $18.95 value, $9.99. 

Chrome Plated Kitchen Stool, $12.75 
value, $4.98. 

Hardwood Toilet 
$3.98. 

Nylon Stretch Sox, $1.80 value, 88¢. 

Ironing Board Pad, $2.98 value, 99¢. 

Folding Metal Chair, $5 value, $2.49. 

Simulated Oil Paintings, $3.00 value, 
99¢. 

Plus a dozen other “bargains” I shan’t 
bother to quote. 


Seat, $7.95 value, 


® Reputable, self-respecting stores do not 
stoop to deceive with this shoddy gimmick. 
But of the less self-respecting stores 
there are thousands. And there are only 
a handful of newspapers that frown on 
this sort of shenanigan. + 

* * * 

Mr. Woolf’s articles are available in a 
handsomely-bound 383-page book for per- 
manent reference. Price $5.95. Write Ad- 
vertising Publications, 200 E. Illinois St., 
Chicago 11, IIL., for “Salesense in Adver- 
tising,” available on five days’ approval. 


What's Doing on the Legal Front... 


Recent Tax Law Change Promises Advantages 
for Closely Held Corporations 


By Sidney A. Diamond 
Member of the New York Bar 

Doing business in the form of a cor- 
poration can be a mixed blessing. Legally 
speaking, a corporation exists separate 
and apart from the stockholders who own 
it. One important consequence of this is 
limited liability; if the 
corporation is unable 
to pay its bills, credi- 
tors ordinarily have no 
right to collect from 
the individual stock- 
holders. 

Advertising agencies, 
package producers, and 
other companies that 
constantly risk mam- 
moth damage suits on 
such claims as copyright infringement and 
idea piracy find the corporate form par- 
ticularly worth while as protection for the 
personal asset of their stockholders, 


Sidney A. Diamond 


s On the other hand, the tax burden on 
the stockholders of a corporation can be 
extremely heavy. Profits earned by the 
corporation itself are subject to federal 
income tax at a sliding scale of rates up 
to 52%. Then, when accumulated profits 
are paid out to the owners of the busi- 
ness in the form of dividends on their 
stock, the same money is taxed a second 
time as part of the individual stock- 
holders’ personal income. This double tax 
bite sometimes has deterred business 
people from incorporating and kept them 
operating as partnerships gr sole pro- 


prietorships, instead. 

A “sleeper” provision in the tax law 
may bring about radical changes in this 
situation. Toward the end of its last ses- 
sion, Congress passed an extremely 
lengthy bill, known as the “Technical 
Amendments Act of 1958,” that made 
numerous alterations in the Internal 
Revenue Code. One completely new set 
of provisions establishes a classification 
known as the “small business corpora- 
tion” and permits corporations that qual- 
ify under the definition of that term to 
take advantage of some truly remark- 
able tax benefits, including the elimina- 
tion of the double tax on corporate prof- 
its. 


= The first point to be noted is that the 
term “small business” is not a limitation 
on the dollar volume of the enterprise. 
A “small business corporation” can do 
any amount of business and make un- 
limited profits. The principal tests it 
must meet are: (1) not more than ten 
stockholders; (2) only one class of stock; 
(3) not organized under the law of a 
foreign country; (4) all stockholders in- 
dividuals, or the estates of deceased in- 
dividuals; (5) no stockholder a nonresi- 
dent alien; (6) not more than 20% of 
gross receipts derived from royalties, 
rents, dividends, interest, annuities, and 
sales or exchanges of securities; (7) not 
more than 80% of gross receipts derived 
from foreign sources; and (8) not a mem- 
ber of an affiliated group of corporations 
for consolidated tax return purposes, 
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The Creative Man's Corner... 
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and you try. 


its symmetry? 


B.E. U. helps you build a top-notoh staff. E.1) is © service developed and offered onh 


by Connecticut General It provides Better Employee Understanding of group benefits. A company 
needs B. EB. U. to get fullest value from its investment in ite group insurance and pension plan. @ Your 
employees, like moat companies’, probably have only a hazy idea of the benefits your plan affords Ack 
them they’! agree. Yet with B. E. U., complete clarity on the specifics of their 


@ When they understand how much more their benefits would vost them as jn 
them so much more. @ Attracting the best employees 


others just as profitable. Axk about RB. E. U. Connecticut General Life Ioswrance Company, Hartford 


We like and applaud fresh approaches in advertising. But only if they com- 
municate more trenchantly than tired approaches. 

“With B.E.U.,” says this ad for Connecticut General Life Insurance Co., 
“complete clarity on the specifics of their group plan is assured [employes]. 
When they understand how much more their benefits would cost them as in- 
dividuals, they appreciate them so much more. Attracting the best employes 
is only one possible result with B.E.U. There are others just as profitable.” 

We doubt that a hard-boiled business executive will get any more out of 
this garbled, incomplete message than we were able to get. B.E.U., should you 
be interested, means Better Employe Understanding—of group benefits. 
How this is brought about we can only imagine. Maybe through booklets sent 
the employes through the mail. Or by notices posted on bulletin boards. Or 
maybe Connecticut General sends real live people down to do the explaining. 
And, of course, we could be wrong on all three counts. But you read the ad, 


After you read the ad, try interpreting the illustration. Part of it’s a hand, 
all right. But what’s that above it? An organization chart? The president, the 
vps, and the assistant vps? And whose hand is about to squeeze it and bust up 


Better write Connecticut General, as the ad says, and ask them about B.E.U. 


is only one possible result with B. E. U. There are 


CONNECTICUT GENERAL ESD 


Although this may appear at first 
glance to be a formidable list of require- 
ments, it probably can be met by a sub- 
stantial majority of all corporations in 
the U. S. today. Besides, some corpora- 
tions that now fail to qualify could be 
reorganized to pass these tests, and many 
unincorporated businesses could be trans- 
formed readily into corporations that 
would meet the qualifications. 

A corporation that satisfies these re- 
quirements does not receive any differ- 
ence in tax treatment automatically. It 
has the right to claim the benefits of the 
small business corporation provisions by 
filing an election to do so. This is a sim- 
ple procedure, but it must have the 
unanimous consent of the stockholders. 

Filing the election has a number of 
effects, some of which are quite dramatic. 
The corporation is no longer subject to 
federal income tax. Instead, the stock- 
holders are taxed on their proportionate 
share of the corporation’s undistributed 


net income at the end of its fiscal year 
(plus any dividends actually received 
from the corporation). Although undis- 
tributed profits are taxed in the year 
when they were earned, the actual cash 
can be paid out to the individual stock- 
holders in later years as a _ tax-free 
transaction. 


= The undistributed net profits are cal- 
culated as of the last day of the corpo- 
ration’s fiscal year and that is the date 
on which the stockholders are charged 
with their proportionate shares. Since 
practically all individuals pay taxes on 
a calendar year basis, this system may 
permit deferring the payment of indi- 
vidual income taxes on the corporation’s 
earnings until a subsequent year. Or, if 
that is not desirable, the amount of tax- 
able earnings left at the close of the year 
can be reduced by declaring ordinary 
dividends early in the corporation’s fiscal 
year, since dividends are taxed to the 
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Supermarket? 


New York is the super of all markets. 
5 million families growing, needing, 


wanting, buying. New York is The New 


York Times. New Yorkers live by it. 


It serves them with the most news. 
It sells them with the most advertising. 
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individual stockholders on the date they 
are received. 

If the corporation sustains an operat- 
ing loss instead of making a profit, the 
loss is fully deductible by the individual 
stockholders on their personal income tax 
returns. Just as the stockholders are 
charged with their proportionate shares 
of the corporation's net profits at the end 
of a fiscal year, so they are credited with 
their proportionate share of the loss, 
which they may offset against their in- 
come from all other sources. 

Any capital gains made by the corpo- 
ration also are attributed to the individ- 
ual stockholders. This feature of the 
new law may make it possible to cir- 
cumvent the rule against so-called “col- 
lapsible” corporations. A corporation that 
has produced a motion picture or a tele- 
vision film series, for example, might be 
able to sell its assets in a transaction 
that would give the stockholders the di- 
rect benefit of the lower capital gains 
tax rates and not involve the corporation 
in any tax at all. 


s Since the tax consequences of what 
the corporation does are passed through 
to the individual owners in the manner 
described above, the stockholders are in 
much the same position, for tax pur- 
poses, as if they were members of a part- 
nership. For all other purposes, however, 
the business remains a true corporation. 
Accordingly, the stockholders continue to 
have the usual protection of limited li- 
ability. In addition, the corporation can 
deduct as a business expense the cost of 
pension plans, group life insurance pro- 


grams, and other employe benefits that 
may cover its own stockholders. This im- 
portant advantage is not available to 
partners. 

The election that is required to make 
use of these new provisions must be filed 
during the first month of the fiscal year 
to which it applies, or the month imme- 
diately preceding it. A grace period es- 
tablished when the new law was passed 
has expired already, and it is too late for 
most corporations to do anything about 
1959 income. New corporations, of course, 
can be formed at any time and they may 
file during the first month of their initial 
taxable year. 

The election can be revoked at any 
time by unanimous consent of all stock- 
holders. In addition, what amounts to an 
automatic revocation will occur if the 
corporation ceases to meet all of the basic 
requirements summarized above, or if 
any shares are acquired by a new stock- 
holder who fails to file his consent within 
30 days. 

Because of the uncertainties of this 
radical new law, not many corporations 
took advantage of the grace period or 
filed elections during the first month of 
1959. As a result, we now have a breath- 
ing spell in which businesses can be 
studied and plans made for their future. 
In most instances, the collaboration of 
an accountant and a lawyer will be nec- 
essary to analyze the situation and report 
on the feasibility of using the new tax 
law. If it fits your particular business or 
if your business can be reorganized to 
make it fit, important sav:ngs may re- 
sult. + 


Learning from the Retail Ads... 


The ‘We Pay No Attention to the Medium’ Ad 


By Clyde Bedell 
(Mr. Bedell is a consultant in cre- 
ative advertising and advertising 
training.) 

This is a type of ad that largely ignores 
the medium, and concentrates largely on 
being a creative exercise for ad makers. 
When a newspaper is used as something 
less than a newspaper, money is wasted. 
This advertiser prints black on grey— 
not a technique for the hurly-burly bang- 
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bang of newspaper presses in a hurry to 
tell a waiting world what’s happened in 
the world in the last few hours. This 
advertiser uses label headlines; a good 
technique for a pharmacist identifying 
products in bottles—but a poor technique 
indeed for a store selling merchandise. 


This advertiser uses capital letters for 
body copy—perhaps satisfactory for bill- 
boards, or for a telegram which you re- 
ceive only occasionally—but certainly 
not satisfactory for paragraphs the store 
desires to be read by many people. 

If a newspaper publisher wanted to 
make sure his editorials would not be 
read, he would need only print them in 
upper case. Advertising is a semi-science. 
But practiced without concern for its 
professional body of truth, it is an irre- 
sponsible exercise in creation that wastes 
money madly, and selling opportunity 
even more. This is bad in any medium. 
But in the newspaper with its special 
virtues for a store with a story worth 
telling, it is sheer economic tragedy. 


= Stores that use newspapers should 
pause and regularly consider the virtues 
and characteristics of their most natural 
medium. Then they should prepare ads 
with almost “reverential” care. The ‘“pow- 
er” and “force” and the “profit leverage” 
of good advertising well presented are 
little short of the miraculous. 

The newspaper is a unique medium 
with unique advantages. It should be 
used to utilize those advantages. 

It is a worldwide publication every 24 
hours, in that it draws upon every quar- 
ter of the globe each day for news. It is 
a service publication, a fashion publica- 
tion, a shelter publication. It deals, too, 
with the economy, politics, society, sports, 
finances, and entertainment. Nearly ev- 
eryone reads a newspaper. 

No one reads just right hand pages, or 
left hand pages. Editors do not hesitate 
to use hundreds of words on any subject 
of interest. People may average only 30 
or 45 minutes a day on a given paper. 
But within that 30 or 45 minutes they 
will spend as many minutes as may be 
required to read any ad or item that 
renders service to them, or interests 
them. 

A woman may skip the sports pages, 


and read avidly a thousand words on 
cosmetics or fashion. And whether it’s in 
editorial or advertising columns makes 
no difference, if it serves her and her in- 
terests. 

A man may skip women’s pages en- 
tirely, and spend five minutes reading 
999 words on outboard motors, politics, 
or automobiles—in news columns or ads. 

The newspaper’s audience is not cap- 
tive. It is a free audience in a free world. 
Faced with a thousand items among 
which to read, each individual picks 
what he wants to read for as long as he 
wants to read it. He needn’t waste time 
on, or be annoyed by the items to which 
he is indifferent. 

The paper may be put aside for later 
reading, and may be read any hour of the 
day or night that suits the reader. He 
may read and re-read. He may hold and 
discuss an item with the family or a 
friend. He may refer back to an item 
again and again. 

It is a medium custom-adapted to the 
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time and tastes of each reader. He has 
but to scan and select. This is the Amer- 
ican habit. We are a nation of selectors. 
We select from curricula, from menus, 
from indexes, from catalogs, from prod- 
ucts, from telephone books—the things 
most precisely required, interesting, and 
appealing to us. 


® The daily miracle of worldwide news, 
assembled, composed, printed and de- 
posited on a doorstep (we hope), neces- 
sitates the newspaper’s own techniques 
for printing—hence its own demands in 
production. 

The paper has an eternal sense of im- 
minence, of nowness, of newness, of cas- 
ualness, about it. And a sense of inti- 
macy—even the worldwide news may 
be filtered through local people by grace 
of local mechanisms and _ facilities! 
Truly wonderful are the rewards of the 
advertiser who learns to use the newspa- 
per intelligently. How remarkable it is 
so few stores learn! + 


From an Art Director's Viewpoint... 


The Structure of Comedy 
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PACIFIC MILLE DOMMETIC Cr 


By Andy Armstrong 


A lady in Tuckahoe, N. Y., apparently 
gets laughs out of advertising, something 
we all do now and then. She tore out the 
Pacific sheets ad shown here, and sent it 
along because she thinks the model’s hat 
is a riot—a real bustle- 
buster. She would like 
this column to make a 
few jokes about it as 
soon as possible. 

Now this column has 
had fun in the past 
with advertising gaffs 
and clichés, and will 
have fun with such oc- 
casionally in the fu- 
ture, although not very 
often, since advertising is a deadly se- 
rious business with only a vestigial sense 
of humor toward its own product. Gen- 
erally speaking, it is all right to rib ad- 
vertising—other people’s advertising—on 
the 8:10 or the 5:20, or in the station bar, 
or in the privacy of your own breakfast 
nook where you can say in low tones to 
your wife, “If you will promise not to tell 
anybody, I will point out to you some- 
thing comical about this ad here,” being 
careful to fold the page so she cannot 
see whose ad it is. 

But, also generally speaking, it is a 
better plan to guard your talk and act as 


Andy Armstrong 


a gs, ae 


this hat with what I saved on PACHHC sheets 


day RES Here 


HO sheaths teat 
coughs this January... 


e 
2 aBas neutte Mls, Dep PB €, M06 Revedenr, New Fors 14, &. Y, Comes 
weakens of Cribtact sheets, Pacitic tans, tavehon feretie fur wan, w e 


wh ond ePahtows 


if there is nothing funny about the ads, 
or about the people who make the ads, or 
about the products advertised, or about 
the people who make the products adver- 
tised. Pretending that all people, whether 
writers or artists or manufacturers, are 
geniuses, and that the things they make, 
whether ads or articles, of daily living, 
are peachy keen, may be hard to do, es- 
pecially with a straight face. But where 
would we all be if this mythology were 
not perpetuated? 


® Disappointing the lady in Tuckahoe, 
however, by refusing to join her in guf- 
faws over the hat in this ad, has nothing 
to do with the Principles of Lifemanship 
touched on above. It has very much to 
do, instead, with a thing called the Struc- 
ture of Comedy. 

This picture is comedy, in that it tries 
for, and achieves, an assault on the re- 
sponsibilities of its audience. Stated with 
less grandeur, this means the advertiser 
is looking for a laugh, and gets one. He 
gets it through a device that has proved 
sure-fire for laughs since comedy began. 
This device is a little more complex than 
showing the audience a funny prop—as, 
for example, when a comedian steps 
downstage to light his false nose with a 
battery. This hat, here, is not like a false 
nose, even if it is funny in itself. This hat 
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LOVE 
MY 


seventeen 


If you have a product to sell, you'll love this girl. She represents a *4 billion teen-age market—the market that has come 
of age in a great big way and is growing bigger every day. If you want to win this market, you'll love SEVENTEEN. 

For this magazine and its readers are devoted to each other. They think the same thoughts, feel the same emotions, 
speak the same language. They enjoy a depth of understanding and mutual admiration that is unique. No 
wonder advertisers place more linage in SEVENTEEN than in any other monthly magazine for women! 


it’s easier to START a habit than to STOP one! sevENTEEN MAGAZINE « 488 Madison Avenue, New York 22 « PLaza 9-8100 


D re) U B L E E X PO S U R E F ‘e) R Y O U R A DV E R T | S | N G : SEVENTEEN-at-School—only magazine of its kind—offers your educational materials to high school home 


economics teachers. SEVENTEEN Magazine carries your advertising into their classrooms. Ask us about it! 
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contains a deeper comedy, because it is 
unexpected. In the context of the cap- 
tion below the picture, you get no prep- 
aration for such a hat. The caption is in 
a vein you have come to regard as se- 
rious, usually carrying a serious claim 
of savings through a smart purchase of 
a value-giving product. 


® If, with her savings, the lady in the 
picture had bought a serious article of 
apparel, like a Mackinaw or a pair of 
sensible shoes, there would be no laugh. 
Even if she had bought more sheets with 
the money left over, there would be no 
laugh. The whole deal would be sober- 
sided and professional, as advertising, 
but it might just lie there. 

Consider for a moment: What believ- 
able purchase would any woman make 
with the money saved on items for the 
household? Don’t you come out with a 
hat? 

Genius shows here, because a situation 


The Peeled Eye Department... 


that could have been seriously contro- 
versial is turned into heart-warming 
comedy. While a hat may be a believable 
purchase for a woman under these cir- 
cumstances, nearly every woman who 
sees her in it is going to fight with her 
choice, no matter what hat she chooses. 
So the advertiser gives her a deliberately 
comic hat—doubly comic because it ar- 
rives unexpectedly in its context. At one 
stroke he gets your belief that she really 
bought it, he gets a laugh that breaks the 
tension between you as reader and him 
as advertiser, and, best of all, he gets you 
to stop and look at his page in the first 
place. 


® To the lady in Tuckahoe: Dear Madam: 
Sometimes ads are funny in spite of the 
intent of the advertiser. Other times ads 
are funny by design. Take another look 
at this one. It belongs in the second cate- 
gory. The guy who ran it planned it that 
way. # 


‘The Scotch’ Is Found 


By Dick Neff 


Hunt That Tiger! 

John M. Ravage, of the Cleveland office 
of BBDO, sends along this bit of formerly 
wild life with these comments: 

“The enclosed from the February For- 
tune peeled my eye back. Specifically: 
‘...a hunt which has 
taken men to every 
corner of the world... 
the quest for a Scotch 
whisky of rare and > 


royal character.’ vn 
: 


“I’m sure glad they 
found their Scotch in 
Scotland. I gag at the 
thought of its being 
found in say, Basuto- 
land, Or Byelorussia. 

“Sorta makes you think of the Blue 
Bird. Searching all over the world for 
Scotch (or happiness, it’s all about the 
same proof) and finding it right in little 
ole Scotlandé—where all good little 
Scotches come from.” 


Dick Neff 


The Good Life in Southampton, L. I. 
Herb McCarthy’s Bowden Square Res- 

taurant in Southampton, LI. has a 

“Special Menu for Large Parties of One 

or More,” listing delicacies like the fol- 

lowing: 

Matched Black Pearl Cocktail, 


Vinaigrette $2,200 
Imitation Black Pearl Cocktail 15¢ 
Genuine Imitation Black Pearl 
Cocktail 20¢ 
Mother-in-law of Pearl Cocktail 
(Ground Sea Shells) 2¢ 
Baby Blue Whale Stuffed with 
New Cadillac $5,900 
(El Dorado Extra) $8,800 
Sirloin Snake $15 per foot 


American Salesmanship 

Our helpmeet overheard this neat bit 
of salesmanship which would do credit 
to an Elmer Wheeler sizzle-word collec- 
tion. 

A bus driver on New York’s crowded 
Madison Ave. line, after trying vainly to 
get some of those stolid, stony-faced front- 
of-the-bus standees to budge, finally 
called out: “Will the intelligent people 
please move to the rear?” 

In a matter of seconds the aisle was 
cleared. 

The incident reminds us of our favor- 
ite example of crowd psychology. 

A movie theater manager years ago 
tried time after time to get the women 
in the audience to remove their hats, 


aut KEM DLAPK Tanne 
Simted oth ear Aes Pome pet tn ae Oe 


without avail. 

Finally he flashed this notice on the 
screen: 

“Elderly ladies need not go to the trou- 
ble of removing their hats.” 

The hats came off before you could 
say “motivational research.” 


Thinkling Man’‘s Taste 

Wallachs, a group of men’s stores in 
New York, quotes a Lucky Strike ad in 
The Harvard Crimson, as follows: 

“Speak English all your life and what 
does it get you? Nothing! But start 
speaking Thinklish and you may make 
$25. Put two words together to make a 
funnier one. Example: a dull dog is a 
squaredale, an indistinct insect a mum- 
blebee, a giant rodent an enormouse.” 


Kent Filters the Language Good 
Like a Cigaret Should 

There’s one figure of speech in adver- 
tising that’s intrigued us ever since Phil- 
ip Morris’ haughty radio announcer de- 
livered those “eminent medical authori- 
ties” commercials. 

With enunciation so high-class you 
felt you should wear tails to listen to the 
radio, he dropped each word on the air 
waves like a Tiffany sales clerk placing 
10-karat diamonds on a tray. “No-other- 
cigaret-can-make-that-statement,” he 
would intone, tonsils vibrating with cul- 


Advertising Age, March 16, 1959 


RAWTHINKS 


The COPYWRITER'S Art Course w* ne... 


Often you’re assigned to write an all- 
type ad. With just words to depend 
on, copywriters choose them extra- 
carefully. (Read the “positions want- 
ed” ads in any AA issue!) Similarly, 
an art director ordering an all-line 
illustration (no tones, no color) pays 
extra attention to the quality of the 
line that forms it. So you’ll under- 
stand your art partner’s job better, 
let Andrew Loomis, one of advertis- 
ing art’s “greats,” tell you some of 
what runs through an AD’s mind as 
he studies your rough and plans the 
finished illustration in his mind’s eye: 
“There is a mysterious quality in 
line which is a language of its own, 
a means of conveying meaning to the 
four corners of the earth, to any 
tongue, in any environment. 

“We draw a line. Put a point at one 
end and it’s an arrow in flight. A half 
circle touching the line from above, 
and it’s a sunset at sea. Slant a few 
lines above it, and the line becomes a 
desert waste with mountains in the 
distance. Two half circles above it, 
and the line becomes the Arctic hori- 
zon with a pair of igloos. 

“Our alphabet evolved largely from 
the effect of lines or contours as seen 
by early man. The letter ‘S’ probably 
came from the movement and hiss of 
the snake. ‘T’ began as a tree. ‘B’ 
came from the breasts, and ‘O’ from 
the shape of lips making the sound. 
‘H’ might have been suggested by the 
post-and-lintel construction of the 


Next Lesson: Andy gives you some line ‘tricks.’ 


pete A nna DO eee Na ID 


—> 


STBOH| 


house. ‘Il’ was the man, meaning me 
or myself. Perhaps the letter ‘R’ was 
a pot-bellied ruler of the people.” 


ture. It evoked the mental picture of a 
bemonocled cigaret, looking like an elon- 
gated Mr. Peanut, making statements in 
an “Alice in Wonderland” press confer- 
ence, 

With all that toney vocalizing behind 
it, the poor wording didn’t bother us. It 
seemed pleasantly condescending, like 
Winston Churchill saying, “It’s me,” and 
gave a nice challenging climax to the 
commercial. 

Since that time, various products have 
made claims or statements that no other 
whatchacallit can make, but never with 
the same classy style. 

So none of them got much past our 
subliminal threshold until Gordon Mc- 
Culloh, of Rye, N.Y., called our attention 


to this headline in a recent Kent adver- 
tisement: 

“A STATEMENT NO OTHER LEADING FILTER 
CIGARET CAN MAKE TODAY: 

“Kent’s Full-Filter Action gives you the 
least tars and nicotine in the smoke you 
inhale!” 

Gordon’s comment: 

“Dear Dick Neff: This loud statement 
of fuzzy thinking puzzles me! 

“Why can’t any other cigaret say, 
‘Kent’s Full-Filter Action gives you,’ 
ete.? 

“Why should any other cigaret want 
to say it? 

“Why should Kent object if someone 
else did say it? 

“Why, Daddy?” # 
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Photo Courtesy— General Mills, Inc., Betty Crocker Cake Mix 


HOW TO MAKE CUSTOMERS GO OUT AND BUY IT 


Use Hammermill Offset to make the product look more mouth-watering. 
It gives colors that true-to-life sparkle that helps move merchandise. 
It takes beautiful black and white printing, too. Turn the page to see. 
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FULL COLOR 
OR 

BLACK 

* AND WHITE, 

1 HAMMERMILL OFFSET 
PRINTS IT 
RIGHT 


If the job calls for a black and 
white illustration, new white 
Hammermill Offset brings out the 
dramatic contrasts, lights and 
shadows... just as it does with 
colors. (See other side of this 
insert.) This specimen was printed 
by offset on Hammermill Offset, 
substance 70, Super-Smooth 
finish on a 42 x 58 two-color press. 
Sheet size 39 x 51, 16 up. Speed 
3,000 an hour. Hammermill 
Offset, in 8 finishes, and 7 new 
colors. Made by Hammermill Paper 
Company, Erie, Pennsylvania. 


—— Te peer «i Rn | ere aes ee ey ay Mee ote - gh ea ‘eiseen, ae eae” elects GSS ela ot ee Se ee Te B33 rae Pag p one ae eet ee ea eos Te ee med oi 
Yaa ey ee 2 oS 5 4 hag en ae Po ee ee a en ong antes Ps Cader DST, ee Re pe on ye mes ay i ee ewes. 
us ‘ suai te seam Pail an hee peer i uate ae Ries ee ee 4 ERC IER chee OY ee gee Re ae Ser 2, eee eee 

Rd et nL ie Aa ae ee ry os oe : — erie of ae ar! ne = me fe Pat aa 
eS Eee ee nee Re ce a cae Sh Mearns ae es ; lig aS ad eta, we ~tEe Ee Se ee = en eee a al je aeenl 
ee ren end 4 epee So a casas ees a = * Pa aa ; Se ae 
aes : 
tee 

: 
sf Z 

Ty 
ae % 
as re 

4 
ses 7 
nie oe 

se) fe: 

A. Pe is ok eh ale re ti 
af eG os ee nea A, eee tee (ae 2 
a eo ae Nes = a Mmmm PE ee igre 

On ge oA aitegee s gale SORE in Cy ne a 
een, Laser a . si at a a i owe Sy Sl : 
a la Fis ‘in ad 
see _ Pigs ee at 1 aN A f° Rega wi gue Bo He rnd sia 

, lies ida: en ee ag ine oe es Sp coe aa er a9 a ae 

aie Mi eli s Sam Re : ie 3 ate ee me te a 
Psi) Bec, as ie, aaea eligi a il Reed et aoe: a3 ki 
ate ,  (piearer aes ee, See at he ee oe te Sui Fa . oe 
cine ire ae sah is — Tle En Sw eT, ra) fs bad fa. 

areete ee " he er Re ie i ee ee BE sg i ys ss ¥ 
feiss ~ ey te ee es Ba i ey ee af a Bi = hi Z | 

. “ co nae Qs ee 4 i : 

ea pees ‘ : & 
ee P 2 ae “a say ‘ yt SS et ita 
7 3 As ; _ 

pee) oa Pete i : algerie tes ps: ae, sO aac ipa 3 : Ne i ea AOS 
eS a aed : gatas SMnecteats | ae 3 eee mae ae ed 
ae a i re erage” Seats eat be ore at es 
ies on Celia. tr a bate gt A hen i a ae ee sen PR BEMIAP OY Wea tek fo ey ae ool r ,] i 

i ; ° Bey _ ' Ler z 
x Til > 
a a é — — 
‘ Ee # : ; oe are “eo a 
ae = ‘ a oe re 5 

hae Co ’ 
ae i eles i ae Z fale 
@ es ag cts ra > , . 4 | 
RAE <4 eee al a , 
Cae : nase . 25 ‘ - J 
esa iP ; — ¥ * 9 4 
cet pre: a. ee fy: rd i ¥, 7 a rr . 
ey i aero e ia "5 R 

= -& x 

i ef . a - 
ie he seer Ces F 7 2 e j rt a i 3 
fee ne ; i : . a a 6 

ee ae a 

ree Se es Spars me » » > 4 yn: 

coos Sr Abain Cem? iN ee: oS % * Le 
ee oe iss oP cd 4 = Z 
“ah Air sea ae z he Re = ol a t P ad : 
° Se aoe ie Se cae f. "i y : 
ne Bee toes es ra . * - 4 A ie > a 4 
7 ce aii mak “ola ah Ae . es Md f a 

Ais ert — s ie” . 
a = ee : ‘ oe F . f : Z 

ice 2 a, chia 
ee a ee - ie a 
eaten Ber aa 4 om yee a : 

ae ae a 9 . ws e 
7 bis > a - i 
— —s ‘ 

c —" i 9 P 3 1! 
Mi Sn ne Bh ty ie a ° . 2s . A 
; ae: de hal : ‘ € Fs 

Bic y s% e is 

re 23 7 > ies 
con “a ain i a : 
ee iy .* 

ec re - . 
nee ’ * -: ‘ ) 

\ i. > hy 
ve yg | 
f \ o- 
) & r ; 

, ; ms 

i z « ie 

oO F 4 bh ; 

mi ? ys 
ttle = 
enc é 
nek 

pists 4 r 
Te 

— f NT 
l ae 
i 
ie 
ae 
ee 
ay 
y ee 
| F e 
beatae. 
Peete eee aa four 
a rg Wee ed aes Srabet 
eR cet Re ah i ae tress, > ae 
eS eae epee BSP ay sea 
otter ae ses Pao eee Mie, Mace? att 
ce an ee ett po A eee ae | ; 
eS ee te SS eG A a eae auntie 
oe rae So tp Ni Waeghari eye eae” jase ER Ma AR iia rs la a a 
ple eee es PO ere ol MPR Soe Oe VL eS at 
SIRS te going Apes: Blip os. Be Po ee me ss = a aa Lh Fae —eraiaaes Sete aed 
Bech alates 25h = onan ae ie il mR og 2X Sug | ys AS en 
Fae ee eee ae BI iB ci ae 07, Bega pe PN i TSA A SN jai ae At a a ee era yee 
ok Cadel ic ES aiiaegea ig Ee 2 LN Te hay ae mI ps Rp I 
re aa she ote me ee cae Je Sees * 
VER BER A 
rey ee 2 
ag oe, se) iF 


1 
{ 
i 
i 
} 


er Are 


— 


Advertising Age, March 16, 1959 
Agencies Ask Us... 


A Look at a Big Shop's Finances 


By Kenneth Groesbeck 
Advertising Agency Consultant 

A correspondent in Missouri reminds 
me this week that I remarked somewhere 
that the big shops have to watch their 
steps financially, as well as the small 
ones. Being from Missouri, he says, “Got 
any factual evidence 
on this point?” (Polite 
for “show me.’’) 

Well, as it happens, 
that progressive and 
enlightened agency, 
Needham, Louis & 
Brorby of Chicago, re- 
cently sent me the 
1958 figures contained 
in its report to em- 
ployes. Mr. Needham 
remarks in his introduction that this is 
the twelfth time this agency has pub- 
lished a summary of its fiscal operations, 
and he believes his was the first shop 
to do this. “We remain,” he says, “one of 
a handful of agencies which divulge fi- 
nancial information, not only to em- 
ployes, but to the business community at 
large.” 

I think NL&B rates high esteem from 
our business for this policy. It gives other 
agencies a valuable record of financial 
performance against which to set their 
own experience. And it shows the rest 
of the business world that agencies can 
be sound financial operations, and that 
their profit is small indeed, compared to 
that enjoyed by other industries. 


Kenneth Groesbeck 


es No. 25 in rank among agencies, ac- 
cording to the ADVERTISING AGE report, 
this is a big shop, billing last year $38.1 
million. Their profit, in relation to their 
billing, was 54/100 of 1%. AA reports 
the average percentage of profit on bill- 
ings in 1957 was 56/100 of 1%, but that 
for agencies billing over $20 million, it 
was 85/100 of 1%. So NL&B is a bit be- 
low average. 

Actually this well-managed agency 
spent for salaries 61.3% of income, for 
overhead 26.7%, leaving 20% operational 
margin (well above average) which was 
divided as follows: For profit sharing, 
pensions, insurance, etc., 4.7% (one-quar- 
ter of profit before income tax, equivalent 
to 7.84% of participating salaries, a total 
of $137,105); for dividends, 0.9%; for 
working capital increases 2.7%; and for 
federal taxes, 3.7%. All these percent- 
ages are on income (commissions and 
fees) which totaled $5,674,869—a shade 
over 15% on billings. 

Behind these figures we see the sound- 
est kind of financial management for the 
perpetuation of the business, and the 
most enlightened policy toward asso- 


ciates, assuring their loyalty and their 
safety, clear through retirement. 


= All NL&B stock, 146,744 shares, is 
owned by 170 employes (52% of the total 
number), each share having a book value 
of $10.99. 

It is interesting to note, in view of the 
interest in our prevalent commission sys- 
tem, that an agency of this size gets 
along all right on a bit over 15% on bill- 
ing. But it takes some doing. And in the 
case of smaller agencies, it is practically 
impossible. Here the gross, in order to 
meet rising costs, needs to be closer to 
20% and often runs higher. 

All the social policy of this agency is 
predicated upon people staying with it 
until retirement, and being protected 
then, and through the years of smaller 
earnings. Thus profit sharing sums go 
into the Profit Sharing Trust and the 
actual payments are received by the em- 
ploye only when leaving the company or 
retiring. This is sound management for 
the employe’s benefit, in view of our 
unfortunate human habit of spending all 
we make, and then some. 


® Billing $38 million, NL&B has some- 
thing better than a million dollars in im- 
mediate resources and a net worth of over 
$1.6 million. So we see that in an agency 
of this size, working capital does not 
need to run to an amount equivalent to 
one month’s billing, which in this case 
averages over $3 million. That’s a good 
rule of thumb for smaller shops, how- 
ever. 

This operation rejoices my soul, espe- 
cially that portion of the company’s 
policy phrased by Mr. Needham as “a 
profound respect for the dignity and wel- 
fare of every individual in our company.” 
Take a good look, critics of advertising, 
at this well-run shop, whose profits are 
used for the benefit of all those who help 
make them. 

* * co 

A word of explanation. A lot of letters 
addressed to this department are not 
published, but they all get answered, 
usually in the form of comments jotted 
on the margin of the questioner’s letter, 
to save this hard working editor’s time 
and stationery. So ask anything you want, 
even if your problem may not have gen- 
eral enough interest for publication. Ad- 
dress me through either the Chicago or 
New York office of ADVERTISING AGE, or, 
if you’re in a rush, at my own ofifce, 7 E. 
44th St., New York 17. If yours is an 
involved problem requiring study, I’ll 
give you in advance an estimate of what 
the answer will cost you. Otherwise, glad 
to help you in any way I can. + 


What They Were Saying 25 Years Ago... 


Allyn B. McIntyre, vp of Pepperell Mfg. 
Co., Boston, and president of the Assn. of 
National Advertisers, in a speech to the 
Advertising Club of New York (AA, Feb. 
3, 1934): 

“In their fervor for facts, proponents 
of a government-operated buying service 
for consumers are not aware that few 
people are equipped to be subservient to 
purely material factors. Consumers want 
to make up their own minds, or think 
they do, and anyone who tries to take 
this privilege away from them is heading 
for trouble... 

“If the mental processes of the public 
are to be impeded, if people are to be 
led to think that they can purchase only 
when they are supposed to know all the 
facts about the goods on sale, when in 
but a few instances can they know these 


facts, then the flow of goods out of retail 
stores will be greatly impeded and the 
effects of any of the measures now being 
considered will be defeated by their own 
weapons.” 


Rexford G. Tugwell, Assistant Secre- 
tary of Agriculture, in his new book, “Our 
Economic Society and Its Problems” (AA, 
March 10, 1934): 

“If the federal government spent a bil- 
lion dollars a year (1) testing products 
which are to be used by the public and 
(2) educating people in the use of se- 
lected items, the expenditure might be 
more than made up in savings to the pub- 

“Since [advertising and product brands] 
are manifestations of competitive profit- 
seeking. rather than the result of indus- 


trial coordination, they bring certain evil 
effects. First, they cause tremendous so- 
cial waste in the endeavor to transfer 
trade from one firm to another. Second, 
they often fool the consumer who is 
seeking to exercise a rational choice. 
“Many agencies—governmental, pro- 
fessional, technical and commercial—seek 
to protect the consumer against the dan- 
gers of poorly-made and adulterated 


On the Merchandising Front... 


goods. But the greater problem of elim- 
inating waste in the competitive struggle 
awaits the development of adequate so- 
cial control.” 


Headline in Advertising Age (AA, Feb. 
17, 1934): 

“Chrysler wins one-fourth of all car 
sales. Displaces Ford as runner-up to 
General Motors.” 


Autos and Macaroni 


By E. B. Weiss 

It was way, way back about the mid- 
dle 1920s (over 30 years ago), when I was 
on the editorial staff of Printers’ Ink, 
that I wrote an article captioned—if I 
recall correctly—“Autos and Macaroni.” 
That was perhaps the 
first year in which 
non-auto manufactur- 
ers had begun to com- 
plain that auto sales 
had cut into their vol- 
ume. Indeed, that year 
even the food proces- 
sors had apparently be- 
come convinced that 
not only would our 
people live in tents 
bare of any home furnishings, in order 
to own a car, but that they would also 
starve themselves, perhaps unto death, 
for the privilege of chugging around in 
cars with side curtains and no self-start- 
ers. That was the reason for the article’s 
title. 

Ever since, whenever non-auto business 
showed signs of stumbling, it became 
traditional for soft-goods makers in par- 
ticular, and certain hard-goods makers 
only to a lesser extent, to point to auto 
sales as the culprit. And each time this 
happened, I would rush to my portable 
and suggest that—to help the soft and 
hard goods industry, not to mention food, 
etc —it might be a good idea to declare 
a moratorium on all auto production for, 
say, three to six months. 

That, I suggested, ought to bring pros- 
perity pronto to soft goods, hard goods, 
food, and the whole gamut of non-auto- 
motive categories. 


E. B. Weiss 


= Fortunately for our total economy, that 
rather drastic remedy was never em- 
ployed. But, time and again, over the 
intervening years, when industry could 
not blame the weather, or “that man” in 
Washington, it has regularly pounced on 
auto sales as the great destroyer of pros- 
perity for all industry. 

When appliance sales hit the skids start- 
ing in 1957, even the appliance makers 
were quite convinced that the record- 
breaking sales of autos in 1956 were di- 
rectly responsible. And of course, the great 
textile industry knew for sure that its 
painfully slow climb out of the cellar, 
which was still coming in 1957, could be 
directly traced to the “very obvious” fact 
that our people had so strapped them- 
selves with auto instalment payments in 
1956 that they had to go to sleep on bare 
beds. (Oddly, when auto sales skidded 
in 1958 I failed to detect any dynamic up- 
turn in soft goods that year.) 


s As a matter of fact, I can recall that 
it was said people would no longer read 
newspapers or magazines, would not lis- 
ten to radio, would not view tv—because 
they would not be in their homes long 
enough; they’d be out in their cars, in- 
stead. I have heard the heads of several 
great rug companies “explain” a poor 
year as being directly due to “auto in- 
sanity”—this, in a year when our people 
were buying new homes at the rate of 
over one million a year! 

You can imagine, then, my amazement 


when I picked up a copy of one of our 
truly great business papers, Home Fur- 
nishings Daily, and_noted in it an article 
captioned: “Auto Sales Seen Trade Bell- 
wether.” It went on to say: “Home fur- 
nishings executives feel that, if the Amer- 
ican consumers can think in terms of 
new car purchases, then certainly they 
can be. persuaded to spend money on 
products for the home.” The article pro- 
ceeded to quote home furnishings execu- 
tives to the effect that, as auto sales moved 
up in 1959, so would home furnishings 
sales. 

And a few days later I was astonished 
to read that the president of Kirby, Block 
& Co., big buying office, had told his re- 
tail accounts: “Today’s automobile man- 
ufacturers have spent millions of dollars 
in mechanical and style changes so that 
each product will have tremendous con- 
sumer appeal, January and February will 
tell the story. If the public accepts these 
vehicles business will be good and it will 
have a profound effect upon the economy 
of the country. This in turn will be re- 
flected directly in other retail business 
and, as follows, retail sales.” 

So the truth has been comprehended at 
last! 


s Neither hard goods nor soft goods, nei- 
ther food nor drugs—not even health and 
beauty aids—can or will have a good 
year when autos (and building) have 
poor years. All industry is not only inter- 
competitive; it is also inter-dependent, 

I would like to believe that we will 
never again be told that “our business is 
bad” because of the great year autos are 
having (assuming Detroit succeeds with- 
in the next few years in matching 1956, 
something I purely doubt). But I’m pret- 
ty sure this would be expecting too much. 

However, at least on this one occasion 
we have been treated to the rare spectacle 
of a non-automotive industry—home fur- 
nishings—and of department stores, look- 
ing hopefully to 1959 because car sales 
appear to be on the upswing. So at least 
a breach in this particular wall has been 
made. 


s Perhaps unfortunately this sudden ex- 
pression of faith by another industry in 
the auto industry as a harbinger of pros- 
perity may, in this instance, be misplaced. 
I am one who believes that sales of 1959 
American models will not be significantly 
better than for the 1958 model year. I 
doubt that 1959 sales of American cars 
will exceed 1958 by 15% and that would 
mean a total volume considerably under 
1957 and even more considerably under 
record-breaking 1956. (In the meantime 
our population has increased substantially 
so that on a per capita or per family 
basis the drop in auto sales is even worse 
than the customary figures suggest.) It 
will be at least 1960 and more likely 1961 
before the auto industry can dig itself out 
of the mess into which motivational and 
other research plunged it. 

This doesn’t imply that home furnish- 
ings may not have a satisfactory year. 
I hope it does, although I think it should 
take a tip from Detroit’s sad experience 
and comprehend that excessive style ob- 
solescence eventually boomerangs, # 
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and network tv last year was $1,- 
380,301,367, according to the com- 
pilations. That’s an increase of 
$14,773,621 over the 1957 total. 
Network tv totals rose by $50,- 
400,000, to $566,600,000. Sunday 
supplement totals were $117,400,- 
000, an increase of about $6,700,- 
000. Magazine expenditures, how- 
ever, slumped by $42,400,000 to a 
total of $696,300,000. # | 


1955-1958 Totals for 100 Leading 


P&G, GM Lead 
in PIB ‘58 Data 


(Continued from Page 1) 
The total expenditure for all 
advertisers who spent $25,000 or 
more in magazines, supplements 


Advertisers in Magazines and Net TV 


Source: Publishers Information Bureau 


Compiled by Leading National Advertisers Inc. 
and Broadcast Advertisers Reports 


Listed below are 1958's top 100 advertisers in magazines and 
network television, showing the amount each company spent dur- 
ing the past four years for time and space in general magazines, 
newspaper supplements and network tv (no talent costs are in- 


100 Top Magazine and Television Advertisers in 1958 


Source: Publishers Information Bureau 


Compiled by Leading National Advertisers Inc. and Broadcast Advertisers Reports 


These figures are based on measurements of 83 gen- 
eral magazines, four farm publications, the three 
television networks and The American Weekly, 


Family Weekly, First 3 Markets Group, New York 
Times Magazine, Parade and This Week Magazine. 


cluded for tv). These totals do not include expenditures in news- 
papers, outdoor (see Page 109), spot and network radio, spot tv, 
point of sale, etc. 


COMPANY 1058 1957 1956 1955 
Procter & Gamble Co $58,451,105 $57,191,511 $56,090,327 $42,822,047 
General Motors Corp 47,481,093 41,834,224 48,981,798 44,459,367 
General Foods Corp 33,518,404 30,097,826 29,473,381 31,828,860 
Colgate-Palmolive Co 31,488,186 29,078,118 29,566,513 25,507,021 
American Home Products Corp. 26,662,845 22,431,011 18,979,916 11,914,669 
Lever Brothers Co. 26,274,369 23,565,993 15,935,734 15,037,922 
Ford Motor Co. 25,399,049 28,082,142 21,793,953 18,615,968 
Chrysler Corp 23,311,107 30,945,944 26,923,885 27,794,038 
Bristol-Myers Co. 21,566,466 20,536,022 15,784,935 11,219,916 
General Mills, inc 21,363,250 17,554,819 17,930,233 14,321,807 
R. J. Reynolds Tobacco Co 21,318,274 19,159,901 15,662,104 15,254,201 
American Tobacco Co 21,258,708 17,588,848 16,108,798 17,318,843 
Gillette Co 17,687,128 17,685,405 17,221,804 19,073,085 | | 
General Electric Co 15,415,442 17,282,427 25,026,555 19,866,586 
Notional Dairy Products Corp 14,678,466 10,178,845 10,836,340 10,012,631 | | 
Liggett & Myers Tobacco Co. 13,898,674 11,270,727 10,341,277 9,358,157 
Campbell Soup Co. 13,725,525 12,609,478 13,684,134 10,643,850 
P. Lorillard Co. 13,429,119 6,435,627 6,116,852 9,073,973 
Kellogg Co 13,379,736 9,549,633 8,059,547 6,416,384 
Sterling Drug, Inc. 13,314,415 8,862,795 6,391,628 4,960,050 | | 
Brown & Williamson Tobacco Corp. 11,757,553 9,529,053 5,361,682 3,252,806 
Pharmaceuticals, Inc 10,847,814 9,808,053 6,781,863 5,046,144 
Distillers Corp.—Seagrams, Ltd 10,619,383 8,305,052 8,188,824 8,039,124 
Eastman Kodak Co 10,204,718 7,246,795 5,413,905 4,713,315 
E. |. du Pont de Nemours & Co., inc 9,628,434 7,433,063 6,918,970 6,349,687 | 
Pillsbury Mills, Inc 9,594,461 7,539,635 8,871,283 7,729,511 | 
Corn Products Co. 9,433,510 9,097,446 7,717,203 5,867,163 
Standard Brands, Inc. 9,287,071 8,930,096 7,404,552 5,570,036 | 
Rodio Corp. of America . 9,151,225 5,501,847 7,939,230 6,349,987 | | 
American Telephone & Telegraph Co. 9,126,238 11,128,369 10,753,125 7,057,170 | | 
Revion, Inc ' 8,446,213 9,861,851 7,827,383 4,786,224 | | 
Hunt Foods & Industries, Inc. 8,313,852 9,081,512 6,880,676 4,732,966 
Quaker Oats Co. 7,915,147 8,350,344 6,574,062 5,629,446 | | 
Philip Morris, Inc 7,645,7% 10,373,603 4,370,713 5,149,104 
Westinghouse Electric Corp. 7,297,646 9,071,936 10,773,594 6,389,597 
Goodyear Tire & Rubber Co. ee 7,194,622 7,637,898 7,509,807 7,304,332 | | 
Warner-Lambert Pharmaceutical Co. ..... 7,014,476 7,221,219 6,225,078 4,198,194 
Johnson & Johnson 6,678,769 7,122,462 5,720,715 5,240,564 | | 
Armour & Co 6,645,964 6,432,140 6,504,523 4,713,816 | | 
5. C. Johnson & Son, Inc 6,595,077 §,251,354 4,716,167 §,657,231 | | 
Carnation Co 6,169,995 5,191,876 5,565,228 4,665,080 | | 
National Biscuit Co 5,987,512 5,572,524 5,415,390 4,467,330 
Kimberly-Clark Corp. 5,794,379 3,930,902 3,956,712 4,695,779 
Miles Labs., Inc 5,643,753 5,921,531 5,495,745 3,921,333 
Prudential Insurance Co. of America 5,310,036 4,514,099 4,224,120 2,119,630 
U. 5. Steel Corp. : 5,267,796 4,130,633 3,369,957 3,254,489 
Chesebrough-Pond’s, Inc. .. 5,043,707 4,729,170 3,035,220 2,687,716 
National Distillers & Chemical Corp ; 4,955,990 5,709,065 4,983,660 5,272,963 
Nestle Co., inc. ...... 4,782,204 5,232,342 4,492,570 4,116,048 
Scott Paper Co. ....... 4,746,913 5,250,265 5,833,412 5,194,408 
Sperry Rand Corp. 4,614,841 6,698,545 5,486,217 3,959,909 
Armstrong Cork Co. , 4,589,072 4,255,438 4,470,494 3,220,355 | | 
Firestone Tire & Rubber Co. ... . 4,493,917 4,740,625 4,854,808 3,852,962 
Helene Curtis Industries, Inc. ; 4,445,343 7,352,635 6,630,266 5,747,304 | 
Hiram Walker-Gooderham & ‘Worts, “Ud. : 4,032,706 3,536,949 2,831,203 2,358,725 | | 
Swift & Co . 4,023,585 6,698,248 7,011,380 6,530,844 
Ralston Purina Co 4,016,428 3,188,185 2,140,080 1,679,009 
Borden Co : 3,812,848 5,622,789 6,042,121 6,443,576 | | 
Joseph Schlitz Brewing Co 3,778,913 5,278,320 3,704,570 3,348,831 | | 
Sylvania Electric Products, Inc. 3,711,030 4,109,982 3,353,431 4,042,087 | | 
Coca-Cola Co ve see 3,710,687 4,182,976 5,754,512 5,330,817 
Aluminum Co. of America . 3,591,797 4,417,855 4,037,084 2,832,621 
Pepsi-Cola Co. .. 3,538,416 3,345,779 2,826,028 2,381,776 
Simoniz Co. eves 3,475,112 3,324,081 2,064,877 2,694,338 
Atlantis Sales Corp. : 3,445,345 2,510,969 2,410,897 1,891,824 
Sears, Roebuck & Co. . 3,434,990 3,521,266 1,169,140 480,842 
Kaiser industries Corp. .. 3,387,268 1,296,0% 324,640 228,018 

Sovemllp Co. .......scccreceveresvess 3,322,265 1,974,794 1,553,655 1,436,615 | | 
MNO a aardosescdccccecevstuey 3,253,300 3,963,704 3,141,221 1,653,675 | | 
Outboard Marine Corp. Scevccescvcecee 3,251,068 3,242,679 2,354,854 1,698,495 
Beech-Nut Life Savers, inc. ............. 3,201,727 1,205,526 1,151,718 1,128,442] | 
Singer Manufacturing Co. .............. 3,078,556 2,630,875 2,353,023 1,858,911 
Schenley Industries, Inc. ............... 3,065,218 4,247,364 3,620,389 4,055,003 
California Packing Corp. .......... 6.55 3,037,793 3,378,819 2,551,651 2,407,698 
Socony Mobile Oil Co., Inc. ...........55 3,033,265 1,825,377 1,322,558 1,137,149 1 | 
New York Life Insurance Co. ........... 3,025,342 2,919,073 2,379,084 1,838,674 | | 
American Chicle Co. ............ 2,969,625 2,617,367 2,016,461 1,739,689 | | 
Pittsburgh Plote Gloss Co. . 2,965,806 1,936,011 1,445,660 1,512,766 
American Gos Ass'n ....... 2,963,642 2,397,092 982,350 753,356 
U. 5. Rubber Co. 2,961,702 2,717,583 3,069,533 1,673,620 
3. UL ee 2,860,039 3,594,062 3,438,832 3,675,901 
Pon American World Airways, Inc. ....... 2,824,170 1,932,230 1,812,527 1,172,223 
Pet Milk Co. bas UdRb\ vb2ehen eee 2,812,017 2,633,019 2,346,238 2,084,619 
Doubleday & Co., Inc. . 2,710,169 2,457,613 2,466,292 2,043,914 
Reynolds Metols Co. . 2,702,010 3,180,000 3,393,745 2,764,911 
Libby, McNeill & Libby 2,653,104 1,182,171 1,041,075 1,258,411 
Rexall Drug Co. 2,632,273 3,416,550 3,599,676 2,840,865 
Corter Products, Inc. 2,624,795 1,581,799 989,692 1,268,960 
Gerber Products Co. 2,620,371 2,637,130 1,889,521 1,657,261 
Max Factor & Co. 2,608,641 3,511,896 808,777 243,462 
Sunbeam Corp. 2,538,211 3,004,666 4,847,943 2,607,642 
Bulova Watch Co. . 2,407,982 1,244,923 1,482,684 70,820 
RS eI SP 2,380,300 1,900,569 3,541,821 4,139,046 
NS eer rr eee 2,344,901 3,067,288 3,271,913 2,286,905 
Libbey: Owens-Ford Glass Co. 2,338,254 1,868,225 1,237,428 1,171,190 
elect norscceecesevy od 2,330,158 1,973,087 1,903,557 1,920,733 
Anheuser-Busch, inc. 2,291,151 2,365,205 1,252,308 1,110,022 

Chemstrand Corp. ..... 6.66 e cece ees 2,288,840 1,619,917 1,592,016 811,395 
SST 2,288,307 1,708,978 1,885,517 1,174,894 

American Motors Corp. ....- 0.000. +0+5 2,276,846 2,238,389 4,400,086 5,086,044 
In cases where two or more companies have merged, expenditures for previous years have been combined. 


COMPANY Total SS o> wh 

Expenditure General Farm Total Sections Television 
1. Procter & Gamble Co. ................ $58,451,105 | $6,693,743 $15,650 $6,709,393 $1,103,065 | $50,638,647 
2. General Motors Corp. ................ 47,481,093 22,111,817 1,137,133 23,248,950 3,638,777 20,593,366 
3. General Foods Corp. ................. 33,518,404 5,681,282 166,698 5,847,980 6,937,306 20,733,118 
4. Colgate-Palmolive Co. ............... 31,488,186 3,562,470 121,562 3,684,032 4,946,657 22,857,497 
5. American Home Products Corp. ........ 26,662,845 4,913,718 274,772 5,188,490 672 20,507,683 
6. Lever Brothers Co. .................. 26,274,369 2,739,596 106,380 2,845,976 1,470,020 21,958,373 
SE Fa.o.5 i oev en dbesssnese 25,399,049 11,097,005 1,112,805 12,209,810 628,118 12,561,121 
Nn ca csndvtovess dee 23,311,107 7,844,399 381,417 8,225,816 743,820 14,341,471 
9. Bristol-Myers Co. ..............00008 21,566,466 4,376,978 56,800 4,433,778 1,059,886 16,072,802 
10. General Mills, inc. .................. 21,363,250 8,113,020 261,902 8,374,922 2,198,210 10,790,118 
11. R. J. Reynolds Tobacco Co. ........... 21,318,274 4,438,628 326,693 4,765,321 550,740 16,002,213 
12. American Tobacco Co. ............... 21,258,708 7,586,980 187,938 7,774,918 2,231,610 11,252,180 
De inks kb0s0beendsaedes 17,687,128 en. | ‘siachedsh 806,456 748,312 16,132,360 
14. General Electric Co. ................. 15,415,442 9,077,465 222,521 9,299,986 819,460 5,295,996 
15. National Dairy Products Corp. ......... 14,678,466 6,389,317 37,800 6,427,117 1,541,835 6,709,514 
16. Liggett & Myers Tobacco Co. ......... 13,898,674 2,898,916 $10,800 2,909,716 138,975 10,849,983 
A ee 13,725,525 6,180,115 163,347 6,343,462 3,148,320 4,233,743 
i Se ee 13,429,119 ii? 2 ieee rr 1,171,413 466,480 9,791,226 
Es cos ies ver eanivss vas 13,379,736 2,120,631 66,378 2,187,009 901,842 10,290,885 
Be SI NE, oo cnsccciessccveen 13,314,415 2,114,474 79,222 2,193,696 1,200,860 9,919,859 
21. Brown & Williamson Tobacco Corp. ..... 11,757,553 2,694,971 21,600 2,716,571 790,511 8,250,471 
22. Pharmaceuticals, Inc. ................ 10,847,814 | Zia 126,113 548,144 10,173,557 
23. Distillers Corp.-Seagrams, Ltd. ......... 10,619,383 9,561,308 5,505 9,566,813 176,548 876,022 
24. Eastman Kodak Co. ................. 10,204,718 Gee EY - oseasges 4,138,707 128,650 5,937,361 
25. E. 1. Du Pont de Nemours & Co., Inc. ..... 9,628,434 6,081,370 151,458 6,232,828 724,580 2,671,026 
ee 9,594,461 1,978,863 5,400 1,984,263 2,404,620 5,205,578 
iy ES noc cevbeseceseecs 9,433,510 2,895,627 29,353 2,924,980 1,581,290 4,927,240 
28. Standard Brands, Inc. ................ 9,287,071 2,724,747 213,533 2,938,280 203,808 6,144,983 
29. Radio Corp. of America ............... 9,151,225 2,608,673 63,800 2,672,473 20,626 6,458,126 
30. American Telephone & Telegraph Co. .... 9,126,238 7,544,546 342,023 7,886,569 49,493 1,190,176 
Rab ste scdnpbessbacseved 8,446,213 * ia 1,801,681 335,495 6,309,037 
32. Hunt Foods & Industries, Inc. .......... 8,313,852 Ul re 3,284,197 ere 
PUI ow iceccceccssccesecd 7,915,147 2,494,734 70,050 2,564,784 656,635 4,693,728 
i 8 are 7,645,796 i 3 eer 2,084,078 594,706 4,967,012 
35. Westinghouse Electric Corp. ............ 7,297,646 2,155,856 91,714 2,247,570 410,845 4,639,231 
36. Goodyear Tire & Rubber Co. ........... 7,194,622 4,973,727 441,700 PL? i rer ee 1,779,195 
37. Warner-Lambert Pharmaceutical Co. .... 7,014,476 2,805,418 29,805 2,835,223 1,286,647 2,892,606 
en Eero 6,678,769 3,615,455 120,359 3,735,814 481,929 2,461,026 
ey con kbs recess vaeeed 6,645,964 2,648,145 95,387 2,743,532 369,695 3,532,737 
40. $. C. Johnson & Son, Inc. ...........00- 6,595,077 2S ier 966,870 385,930 5,242,277 
We Moore oc5.04 a aee ve bb owes 6,169,995 2,045,633 205,000 2,250,633 1,258,110 2,661,252 
42. National Biscuit Co. .................. 5,987,512 nm —beeseebs 946,974 1,443,720 3,596,818 
43. Kimberly-Clark Corp. ................. 5,794,379 BEE Ek einesys 2,113,418 714,190 2,966,771 
LEED, ps ccccccecdcssocoeces 5,643,753 .._ 463,450 394,910 4,785,393 
45. Prudential Insurance Co. of America ..... 5,310,036 102.350 24,000 126/350 1,356,930 3,826,756 
Wy MEI, oc sccccccceccnccecaen 5,267,796 2,034,253 146,593 ZOOS Ff .weeosee 3,086,950 
47. Chesebrough-Pond’s, Inc. .............. 5,043,707 4 2 eee 1,444,116 501,513 3,098,078 
48. National Distillers & Chemical Corp. ced 4,955,990 a) eee 4,935,819 ln er 
ll. SSS 4,782,204 1,035,910 12,910 1,048,820 195,960 3,537,424 
TER, 5s ccicanssvevisdescons 4,746,913 oS 2 Zeer 1,137,322 191,495 3,418,096 
Sh, Spare PAN COPD. 2... cccccccececees 4,614,841 1,512,098 228,318 1,740,416 72,215 2,802,210 
Se, MOIETIES OO. oon ccevcesseceses 4,589,072 1,585,054 44,056 1,629,110 195,510 2,764,452 
53. Firestone Tire & Rubber Co. ............ 4,493,917 2,744,742 143,500 2,888,242 8,504 1,597,171 
54. Helene Curtis Industries, Inc. ........... - 4,445,343 ae 1,101,814 405,054 2,938,475 
55. Hiram-Walker Gooderham & Worts, Ltd. .. 4,032,706 CTE E.  evesnces 4,030,815 ares 
NE HK 6 bs 00.6680 00g bis se hee 4,023,585 815,601 26,472 842,073 227,862 2,953,650 
De EN TEU GD, vccscccceccccevcecs 4,016,428 142,928 414,240 557,168 83,216 3,376,044 
EE Cn. SisesticevcseSeuens 3,812,848 1,884,944 57,250 1,942,194 10,020 1,860,634 
59. Joseph Schlitz Brewing Co. ............ 3,778,913 Ee ” ssncaect 860,375 194,160 2,724,378 
60. Sylvania Electric Products, Inc. ......... 3,711,030 SE sk aseene 1,071,852 42,170 2,597,008 
| PEs csscesceescestvenges 3,710,687 CEE bivasves 1,551,377 Cie eaeanag 
62. Aluminum Co. of America ............. 3,591,797 1,748,805 50,715 1,799,520 260,915 1,531,362 
[EIS A bess ccacsscecccovesene 3,538,416 1,536,151 61,200 1,597,351 Vv ovekcus 
fy Err 3,475,112 Le errr eS ae 
65. Atlantis Sales Corp. ............00000- 3,445,345 1,057,089 52,400 1,109,489 1,012,869 1,322,987 
66. Sears, Roebuck & Co. ................ 3,434,990 1,828,457 54,405 i ie 1,552,128 
| 67. Kaiser Industries Corp. .............. aR NS: I TS REE are re 3,387,268 
i Seer ee 3,322,265 1,864,733 89,250 2 Saser 1,368,282 
et ssn 5 55 00bsseseseeees 3,253,300 oo rae 840,761 31,806 2,380,733 
70. Outboard Marine Corp. ............... 3,251,068 2,742,268 38,559 See a. 470,241 
71. Beech-Nut Life Savers, Inc. ............ 3,201,727 al, a Ere 591,880 133,670 2,476,177 
72. Singer Manufacturing Co. ............. 3,078,556 723,275 12,270 735,545 117,920 2,225,091 
73. Schenley Industries, Inc. .............. 3,065,218 8 eee 3,058,038 Al coo 
74. California Packing Corp. .............. 3,037,793 2,236,033 19,700 2,255,733 errr 
75. Socony Mobil Oil Co., Inc. .............. 3,033,265 1,184,760 138,912 | 2 ae 1,709,593 
76. New York Life Insurance Co. ........... 3,025,342 1,900,807 258,960 2,159,767 O65,575 | «coe 
77. Aematiawn Caleta Co. 0.2... 2. ccesceee SE Aeesc te (nsSZipae Ee issaboces. <5 04040 2,969,625 
| 78. Pittsburgh Plate Glass Co. ............. 2,965,806 2,110,197 44,420 — ss |. 811,189 
| 79, American Gas Ass'n ................5- 2,963,642 Fo. 2 ree ieee § tw... 1,549,530 
Es 0s 6.60-0cnecseedeccven 2,961,702 1,551,717 29,385 1,581,102 8,600 1,372,000 
2 9 arr 2,860,039 SO | aa 1,261,041 803,480 795,518 
82. Pan American World Airways, Inc. ...... 2,824,170 CS ae 1,735,464 86,106 1,002,600 
Ff 8 errr eee 2,812,017 aD eer 502,524 98,400 2,211,093 
84. Doubleday & Co., Inc. ..............08 2,710,169 oo dhe ae 874,471 ie: i) rere 
85. Reynolds Metals papa apaeptiads: 2,702,010 298,498 19,250 317,748 25,410 2,358,852 
86. Libby McNeill & Libby ................ 2,653,104 Oe ae: 982,453 243,240 1,427,411 
le ER ranin'sntivccdkascaeeas 2,632,273 235,398 396,702 632,100 1,765,718 234,455 
GB. Gorter Promucta, We. ......cccseccees 2,624,795 gg RP  - - eae 2,340,095 
89. Gerber Products Co. ................5- 2,620,371 ue Soe eae 1,713,996 
90. Max Factor & Co. .............0e0es 2,608,641 7 re 530,239 382,790 1,695,612 
6 Aer 2,538,211 1,046,104 297 1,046,401 366,230 1,125,580 
92. Bulova Watch Co. .... 20... cece ec ee ee 2,407,982 2 ress 740,925 | 1,667,057 
Re cccacscviccsvesscnect 2,380,300 1,927,524 252,155 — . 200,621 
Nc ke ise i s'o 04 vs Nave eas 2,344,901 ee ee 570,295 36,865 1,737,741 
95. Libby-Owens-Ford Glass Co. ............ 2,338,254 706,211 8,174  -£ aaa 1,623,869 
, RES rere 2,330,158 - | eee 2,285,403 BATES Fo coerce 
97. Anheuser-Busch, Inc. ................. 2,291,151 * i eee 1,462,906 eaeis i -:--..:- 
SP eee eee ee 2,288,840  , 2 re 562,197 219,659 1,506,984 
Ti BO II, HRs cov ccnncet crecccncs 2,288,307 i  & Seren 1,131,392 131,455 1,025,460 
100. American Motors Corp. .............+- 2,276,846 eee 1,370,486 906,360 Joo -++-eeee 
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Whip up excitement for your big show with 
TELEGRAMS-FOR-PROMOTION SERVICE 


Announcing a brand-new promotion? Contacting dealers or buyers? 
Be it special or routine, telegrams will give your message impact. 
Dramatically effective ... relatively inexpensive.* Just supply one 
copy of your text and name list . . . Western Union spreads the 


word simultaneously by action-stimulating telegrams. Saves clerical WIE STERN 
time and effort. 


WIRE US COLLECT! We'll demonstrate—fast—what Western Union UNION 
can do for you—no obligation, of course. Address: Western Union, Special S ervices 
Special Services Division, Dept. 2-B, New York, New York. Division 


_ %* Particularly if you have a direct connection with Western Union which earns a volume discount. 4 
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Military Constitutes 
‘Perfect’ Market, | 


| 


Says Publisher Ryan | 


New York, March 10—A multi- 
billion dollar “perfect” market— | 
“a market about which everything | 
is known”’—was described here | 


Market. 


sumers about whom every single 
iota of information—age, sex, mar- 


ital status, income, spending—is | 


available down to the last decimal 
point, Here,” he said, “is a market 


DETAILED INFORMATION 

ON MERCHANDISING 
AVAILABLE FOR GROCERY 
OR DRUG PRODUCTS IN 


CO | 


Station WWRL 
Woodside 77, 
New York City 


| 


| the norm, no diffusion of results,” 


The military, he told the Adver- | it right on the line, for the sales 
tising Men's Post of the American | —the exact sales—can be immedi- 
Legion, comprises “6,000,000 con- | ately calculated, the exact results 


in which every penny is accounted , the enlisted men are college grad- 
for—every order traceable. uates; 46% are married and have 
“It is, in its way, a test labora- | 1,800,000 children (4,000 babies are 
tory for advertising, because there | born each week to military par- 
are no projections, no hidden fac- | ents). 
tors, no upsetting deviation from; Military people spend $2 billion 
yearly in the service store system 
(post exchanges, ships’ stores, 
service commissaries and officer 
j}and NCO clubs). 


he said, adding that most of the 
ad audience is remote from most 
media, such as tv, radio, billboards 


last week by John J. Ryan, new- | and daily newspapers. 
ly named publisher of Military | 


“This is one place,” 


|homes is sold to a service man. 
| Shey buy life insurance and civil- 
plotted and charted. Here is where | ian clothing and sports equipment; 
advertising’s ability to move goods take more vacations; spend more 
meets the test by fire.” through mail order and buy more 
| watches, cameras, tape recorders, 
s Mr. Ryan said the military is| hi-fi sets and phonograph records 
composed of two separate mar-/|than any similar income or age 
kets—industrial and consumer. |}group anywhere. And they buy, 
“The industrial portion covers | just as any other family, food and 
some $28 billion of new spending | drug store items, beer and soft 
every year for the widest possible | drinks, liquor and 1,000 other 
variety of material,” while the con- | things.” 
sumer side involves $10 billion,| Mr. Ryan said advertising, as 
which military personnel get as|part of a coordinated marketing 
pay and allowances, he said. | effort, would sell these people. “In 
Mr. Ryan said this figures out common with all markets, there is 
to a per capita income of about | no quick and easy way into this 
$4,000. “No state in the union can one; it requires calls, follow-up, 
boast a per capita income any- advertising, promotion and all the 
where near that figure,” he added. | other elements,” he said. 
He described today’s man in uni-| “There are some special things 
form as follows: to consider, however, for here you 
Median age, 23, with 81% below have an island, cut off from the 
30; 84% of the officers and 22% of _ mainland, cut off from the main 


OFFICIAL 
PUBLICATION 


announcing 
as of March 1, 1959 


ASHRAE JOURNAL 


Resulting from the Merger of two important societies: the AMERICAN 
Society oF Heatinc anv Air-ConDITIONING ENGINEERS and THE 
AMERICAN Society OF REFRIGERATING ENGINEERS. Strategic... In- 
fluential Contact with ENGINEERS who Specify and Purchase on 
this Billion Dollar Market for Air-Conditioning, Heating, Refrigera- 
tion and Ventilation. 


The ASHRAE JOURNAL as the successor publication to both “Re- 
frigerating Engineering Including Air-Conditioning” and the 
“ASHAE JOURNAL”, becomes the official publication of the consoli- 
dated American Society or Heatinc, REFRIGERATING AND AIR- 
CONDITIONING ENGINEERS. 


A highly professional publication, written with authority and read 
with conviction by engineer members. Devoted solely to solving per- 
tinent problems, thereby assuring attentive concentration on all sub- 
ject matter. 


Every Member A Subscriber 

Here is Premium Circulation... Exclusive “Society” Circulation that 
gets your product next to the Who’s Who in... Air-Conditioning, 
Heating, Refrigeration and Ventilation. 


CIRCULATION DATA 


ASHAE Members ....... RS OES Me a Eee 12,084 

Plus the ABC Circulation of “Refrigerating Engineering 
Including Air-Conditioning” , ..10,296 
Making a TOTAL CIRCULATION of 22,380 


For complete details on circulation, rates and mechanical 
requirements contact: 


NEW YORK — CHICAGO — 

W. M. Vidulich, Advertising Mgr. William J. Gatenby 

4. Craig Johnson Room 452, 35 E, Wacker Drive 
62 Worth Street, BArclay 7-6262 Financial 6-7255 


; 


AMERICAN SOCIETY OF HEATING REFRIGERATING AND Atr-CONDITIONING ENGINEERS 
62 Wort Street, New York 13, New York 


continued |# “They buy vast quantities of | 
| Mr. Ryan, “where advertising lays | automobiles and mobile homes,” he | 
said. “One out of every five mobile | 


Advertising Age, March 16, 1959 
| they are more sophisticated. In the 
| second place, to the average man 
jin uniform today, World War II 
| slang and expressions are about as 
current as ‘23 skidoo’ is to us.” 
| Marketing, advertising and me- 
dia men, added Mr. Ryan, tend to 
| forget that World War II has been 
}over for 13 years. 
| “To say things have changed is 
an understatement,” he said. “A 
few weeks ago a Marine general 
was complaining that the Marine 
Corps had gone all to hell, what 
| with wives, cars, fancy PXs and 
|all the rest. He said the corps is 
turning into one big Larchmont.” 
Mr. Ryan said the general was 
\|right, in some respects, “because 
| these young people are much dif- 
| ferent from the men of World War 
|II.” He advised advertising men 


pink and white and loved all over... 


ee a 


& Confectionery Co., Philadelphia, | 


are running this page ad in the | = He said one company doing $6,- 
March Mademoiselle. Bauer & 000,000 annually in net sales to 
Tripp is the agency for Quaker) military consumers “insists that 
City; Ovesey & Straus for Love.|this market be given, by its ad- 
vertising and sales staff as well as 
stream of American visual, spoken | bY its advertising agency, top cre- 
and printed media, an island| ative people and top sales pro- 
which, though American in taste | ramming.” This, added Mr. Ryan, 
and preference, is in many ways a| W488 one reason for its sales fig- 
separate country, with separate | ure. # 
customs, separate traditions and | , : 
even, in some respects, a separate | Curtiss, Quinlan Adds 4 
language. On this island live 6,-| Accounts, Increases Statf 
000,000 people. They are wise, well | Curtiss, Quinlan, Keene & Peck, 
educated and proud,” he said. | Indianapolis, has added four ac- 
| counts: Hoosier Waste Renovating 
s “Don’t insult them,” advised|Co., Jenn-Air Products Co. and 
Mr. Ryan, “by palming off on|Spickelmier Industries, all of In- 
them advertising art and copy left | dianapolis, and the Second Nation- 
over from last year’s civilian cam- |al Bank of Richmond (Ind.). The 
paign. agency also added four people to 
“Don’t insult their intelligence | its staff: Clarence Black, copy de- 
by assuming that copy written for | partment; Bill Frayer, art depart- 
the World War II soldier is good | ment; John Nyce, production, and 
enough today. In the first place,| Charles Kielhorn, accounting. 


M. James Robertson learned to separate the 
wheat from the chaff on his father’s grain farm up 
in the Red River Valley. A young man in a “young 
man’s business’, Jim has come a long way fast, 
from a one-room country schoolhouse in Ardoch, 
North Dakota (pop. 110) to the contact depart- 
ment of Anderson & Cairns in New York City 
(pop. 8,000,000). En route, he has sold on the 
floor to thrifty plains farmers and merchandised 
the wares of a midwest specialty chain as well as 
home-furnishings for a network of 49 department 
stores; he also carries a Master of Science degree 
in Retailing. Prior to joining A&C, Jim was with 
the Frank H. Lee Company, first as head of the 
Retail Division and later as Director of Adver- 
tising. Raised in the heartland of the U. S. and 
schooled at the point-of-sale, account executive, 
Jim Robertson merchandises “The Quality Image 
... That Sells” on behalf of such A & C clients as 
Lee Hats, Kinney Shoes, and Skinner Fabrics. 
These are the days that make retail wise advertis- 
ing men worth their weight in gold. Meet them 
at Anderson & Cairns. Call Jack Cairns today at 
MUrray Hill 8-5800. 


ANDERSON & CAIRNS, INC. 
Advertising of Distinction 
130 East 59th Street New York 22, N.Y. 
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Boy Going Places... 


In motion. A big new generation of boys, coming into 

it, on their own—as buyers, consumers, sales 

influencers. Take foods and soft drinks. General Foods, 
Heinz, United Fruit, Coca-Cola, Pepsi-Cola, and Seven-Up 
run pages in BOYS’ LIFE to keep up with it. 

Here’s an example of the magazine reflecting the market. 
As the market grows, so grows BOYS’ LIFE. 1,835,527 
circulation for the January issue marks the highest 


circulation of any single publication in the youth field. 
And ad linage, January to March, is already 9% ahead of 1958. 


Going places. Doing things. Boys and BOYS’ LIFE. 

A natural combination. Rounds out even the most comprehensive 
schedule with that extra vitality —a shot at the biggest 

sales potential market today, the nation’s boys. 


BOYS’ LIFE 1,835,527 mm 


The Magazine That Reaches The NEW GENERATION Published By The Boy Scouts of America 
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LONG DISTANCE MOVING 


for your 


DISPLAYS & EXHIBIT Sines 


© Courteous, dependable drivers 
: Expert, careful handling 

® “On time” deliveries 
© Efficient Traffic Control System 


Van Listed Suc. 


U.S. May Ease 


Rules on Defense 
Contractors Ads 


(Continued from Page 3) 
that advertising is not ordinarily 
jan allowable expense because it is 
|not necessary to advertise in order 
|to do business with the~ govern- 
| ment. 

Advertising in trade and tech- 
|nical publications was allowed, 
j}however, because it was argued 
|that the trade and technical jour- 


In the West 


LYON 


over 500 Agents — 
all principal cities 


Offices: Indianapolis, Ind. 


nals—which disseminate “know 
| how’”—might fail if defense con- 
brass could not support them. 


® At stake in the dispute are di- 
rect payments by the government 
to reimburse contractors for these 
items of expense. As it stands now, 
the government does not object if 
defense contractors buy advertis- 
ing in any medium, provided pay- 
ments come from the company’s 
profits and there is no request for 
reimbursement. 

A few weeks ago when Defense 
Department auditors were still 
holding out against any modifica- 
tion of the existing rule on ad- 


of top officials from leading indus- 
trial companies joined in a letter 
urging Mr. McGuire to order the 
Defense Department to give ground 
on advertising and certain other 
executive benefits such as bonuses 


on the advertising situation were 
aimed at the historic contention 


@ | that “it is not necessary to adver- 


tise to get government business.” 

The letter said: “Industry rec- 
ognizes that some forms of adver- 
tising are seldom, if ever, properly 


"4 allocable to government contracts, 


but these are far narrower than 
the areas of advertising and other 
types of costs, absolutely excluded 
and made unallowable by this sec- 
tion. 

“It protests, therefore, such ab- 
solute exclusions and wants the 
right to present its case in nego- 
tiations to show whether and to 
what extent its advertising is of 
benefit to the government, is rea- 


ADVERTISEMENT 


It Will Sell Anywhere 
If It Sells Here 


Reproduced from recent Rockford Register-Republic 


By KIT CAREY 
ter-Republic Staff Writer 


If it will sell in Rockford, it 
will sell anyplace. 
That's the attitude shrewd busi- 


nessmen take when they use this 
city for a test area. 


In recent months the citizens 
of Rockford have been the will- 
ing guinea pigs for two kinds of 
soap, baby food, cigars, a new 
toothpaste, and most recently a 
new kind of magazine. 


What makes this city and the 
surrounding area so attractive 
as a test market? 


One factor is the relatively high 
incomes of its residents. People 
here usually can buy something, 
if they want it. 


Another is its diversified in- 
dustry and business. Manufactur- 
ers can count on getting a cross- 
section of the country here: 
farmers, large and small busi- 
nessmen, skilled and unskilled la- 
borers, and professional men, all 
in large enough numbers to be 
representative of the rest of the 
country 


It is a large enough city to 
show conclusive results, yet small 


enough to be tested fairly easily. 


Another important factor is the 
large Scandinavian population — 
traditionally conservative and 
hard to sell on something new. 


Hence the certainty of ane 
able to sell anything anyplace if 
it goes well in Rockford. 


Another factor is the conven- 
ient and thorough publicity giv- 
en a new product by advertis- 
ing it in The Register-Republic 
and Morning Star. One or both 
of the papers reach just about 
every home in the area. 


Also considered good test mar- 
kets, and for similar reasons, are 
Syracuse, N. Y.; Dayton, O.; and 
South Bend and Fort Wayne, Ind. 


An indication that Rockford is 
well-to-do is the fact that these 
two newspapers carried more 
linage advertising Cadillac cars 
than any other paper in the 
country, except for a paper in 
Los Angeles and another in Dal- 
las. 


Rockford, according to the tax 
commission of the state depart- 
ment of revenue, has the largest 
sales volume and sales potential 
in Illinois, outside of Chicago. 


Many of these tests are con- 
ducted without the ‘“‘guinea pigs” 


(us) realizing it. 


The bar of soap that went into 
every home a few weeks ago is 
part of a well-thought-out plan. 
The same brand was featured in 
the city stores. 


If you liked the free bar well 
enough to buy another bar, the 
manufacturer was convinced he 
had a good new product. If you 


didn’t, he promptly forgot about 
_ the whole thing. 


Another method is to give out 
free samples in markets, or to 
offer special sales on certain 
items. 


Still another testing device is 
the coupon good for cash on the 
purchase of a certain item. This 
1s not just a scheme to sell more 
of that item—it’s really to see 
how well you like it. 


Occasionally Rockford — or any 
other given city — is liable to be 
contrary to the trend in the rest 
of the country. For this reason 
most companies prefer to use sev- 
eral scattered cities for simulta- 
neous tests. 


If four cities go for a new 
product, and one Salk, the prod- 
uct is still considered a success. 


The new magazine in your 
mailbox about a week ago was 
one of about 48,000 sent to nearly 
every home in the Rockford _ 
In this case, however, onl 
other test site was used. 
was Jacksonville, Fla. 


Rockford and the 
area play an important role in 
the proving of new products. The 
people here, in fact, are helping 
to determine what should be = 
in the rest of the country, and 
how it should be sold. 


And for their help, they get free 


samples. 


hat 


As we've been saying — 


“BEST TEST CITY IN THE MIDWEST” 


ROCKFORD, ILLINOIS 
MORNING STAR & 
REGISTER-REPUBLIC 


vertising, a committee composed | 


and pensions. Industry’s comments | 


RICHARD S. JACKSON, formerly assist- 
| ant director of the radio-tv depart- 
ment of J. M. Mathes Inc., New 
York, has been appointed vp and 
director of the department, replac- 
ing Reed H. White, who resigned. 


| sonable in character and amount, 
jand is fairly allocable to the gov- 
ernment contracts. This is espe- 
cially necessary in view of the 


vertising in this section and the 
artificial distinction drawn among 
varying advertising media. 

“Here, as in all specific elements 
of costs, we recommend that there 
be no exclusions by definition, and 
that the tests of allowability should 
be defined, and not the tests of 
unallowability. This would relieve 
cost elements of the stigma of un- 
allowability in general.” # 


Edison Institute 
Sets $2,600,000 
Multi-Phase Push 


(Continued from Page 3) 
Living program with $10,000,000 
of their own advertising focused on 
the same general theme. 

First part of the campaign is the 


campaign. Four seasonal pushes 
will be centered around ads in 
Life and The Saturday Evening 
Post, and on three daytime tv 
shows—“Young Doctor Malone,” 
“County Fair” and “The Price Is 
Right.” 

EEI will run a 36-page adver- 
|tising section in Life Sept. 14, 
‘featuring all-electric Medallion 
Homes. It will be the largest single 
ad unit ever run by Life. 


® The second campaign phase is 
the Housepower drive, designed to 
educate the public on more and 
better wiring. This program, now 
in its third year, will center around 
ads in Better Homes & Gardens, 
Life, Look and The Saturday Eve- 
ning Post, plus point of purchase 
material. 

The third part—Light for Living 
—will feature three contests: one 
for architectural students, one for 
adult consumers and one for teen 
agers. House & Home ads will of- 
fer $18,000 in prizes for student 
architects who design the best 
electrical homes. Ads for the other 
contests will run in Life, Look 
and The Saturday Evening Post. 


= Paul W. Emler, vp of American 
Electric Power Service Corp., New 
York, told the conference Tuesday 
| that the industry has set a goal of 
20,000,000 homes to be electrically 
heated by 1979. “With 30,000,000 
homes to be constructed in the 
next 20 years,” he said, “the in- 
dustry should plan to have 50% 
of them electrically heated.” 


s Mr. Corette said electric utility 
sales last year were about 3% 
higher than in 1957. Gross revenue 
rose $362,000,000, and net income 
was up $107,000,000, he said. 

Mr. Corette rapped the Supreme 
Court decision last month which 
ruled that “lobbying” ads are not 
deductible, for tax purposes, as 
business expenses (AA, March 2, 
9). Utilities have used such ads to 
combat government-operated pub- 
lic utilities. + 


breadth of definition given to ad-| 


appliances and Medallion Home} 


Advertising Age, March 16, 1959 


|Pan Am, Douglas, 
'Pond’s, Kratt Head 
JWT's Clients Abroad 


(Continued from Page 2) 
ker Oats and Caterpillar Tractor 
in Brazil, Vespa, Pepsi-Cola and 
Remington Rand typewriters in 
Chile, and Remington shavers and 

Hutchinson footwear in France. 
The stalwarts on the interna- 
|tional account roster are those cli- 
ents making multi-office use of 
the J. Walter Thompson facilities. 


s Heading the list are the four cli- 
ents for whom Thompson works all 
over the world—in every market 
where both the agency and the 
client are active. These are: Pan 
American World Airways, Douglas 
Aircraft, Chesebrough-Pond’s and 
Kraft. 

Three other clients are handled 
|by virtually every office, the ex- 
ceptions being mainly due to con- 
flicts. These are: Champion Spark 
Plug, Burroughs and Standard 
| Brands. 

In addition, the following com- 
panies make extensive—but not 
exclusive—use of JWT interna- 
tional offices: 

Carter Products, Lever Bros., 
Reader’s Digest, Scott Paper, 
Scripto, Ford Motor, Johns Man- 
ville, S. C. Johnson, Rolex Watch, 
Singer Sewing Machine, Johnson 
& Johnson, Horlicks, Kellogg, W. R. 
Grace, Kodak and Reckitt & Col- 
man. 


= In many cases, of course, 
Thompson is working overseas for 
companies whose advertising is 
handled by other agencies in the 
U.S. It has no Carter Products or 
Johnson & Johnson business in 
the U.S. 

It is also inevitable, given the 
scope of the international opera- 
tions, that a client will be han- 
dled in one market and the cli- 
ent’s competitor in another. JWT, 
which does not have a tire account 
in the U.S., services Dunlop in 
Germany and Japan, Goodyear in 
South Africa, Goodrich in Peru and 
Firestone in Brazil and the Philip- 
pines. 

Thompson’s roster of oil ac- 
counts reads like this: Caltex is 
handled in Belgium, South Africa 
and Japan; Standard-Vacuum Oil 
Co. (jointly owned by Socony Mo- 
bil and Standard of New Jersey) 
is handled in India and Pakistan; 
Tidewater Oil Co. is handied in 
the Philippines; Socony Mobil is 
handled in France, Peru, Chile 
and Mexico; Brazil has the Atlan- 
tic Refining Co. account; and JWT 
works for Shell Oil in Canada and 
Australia. 


s JWT has no formal prohibitions 
about the type of account han- 
dled by an office, but its reluc- 
tance to advertise hard liquor is 
fairly well known, and the over- 
seas offices have generally re- 
spected this reluctance. 

There have been exceptions to 
this practice (notably in South 
Africa), and one occurred several 
years ago when the Buenos Aires 
office accepted the Bols liqueur 
and gin account for Argentina. 

According to a possibly apocry- 
phal story, revelatory of the in- 
direct approach so cherished at 
Thompson, Buenos Aires was nev- 
er told in so many words to drop 
this business. However, when an- 
other foreign office later asked 
New York for advice on accepting 
a proferred liquor account, it re- 
ceived the following message: (1) 
Thompson’s policy has been to ad- 
vertise products which contribute 
to a higher standard of living; (2) 
hard liquor does not qualify as 
such a product. 

Appended at the bottom of this 
letter, according to the story, was 
the notation: “Copy to Buenos 
Aires.” 

Apocryphal or not, Buenos Aires 
no longer has the Bols account. # 
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“Sure and of course the Post is Irish. For isn’t 
it full of spirit, spunk, pepper, dander...and 
all the other great words meanin’ “plenty 
of Irish”? And faith, those grand gains in 
circulation”and those P glorious repeat ex- 
posures to a fella’s own ) ad page...it’s enough 
to make other general weeklies turn green!” 


Footnote: 

No blarney!The Post's 
circulation base goes 

to 6,000,000 in October... 


and, begorrah, at no increase : The Saeander Pande 


in cost per thousand! j . . T 


Sell the POST-INFLUENTIALS 
_-they tell the others! _ 


A CURTIO MAGAZINE 
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Sylvester Joins Davidson 

Davidson Mfg. Co., West Covina, 
Cal, optical instrument manufac- 
urer, has appointed Elisworth A. 
Sylvester to the post of sales man- 
ager of its consumer goods divi- 
sion. Mr. Sylvester, who has been 
in sales and advertising work on 
the West Coast for 30 years, for- 
merly operated his own agency in 
Pasadena, Cal. 
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many good 
promotion ideas... 
practical incentive 
merchandising sug- 

gestions . . . real 

helps for more 
profitable business 


You MUST come to 


CHICAGO 
NAVY PIER 
April 6, 7, 8, 9, 1959 


Real dividends are yours 
when you attend the 


26th annual 
National a 
Buyers Exposition * 


... hub of the premium and 
incentive merchandise industry 


trade show write on your business letterhead 


A. B. COFFMAN ASSOCIATES 
wT MANAGERS 


{ §) 28 E. JACKSON BLVD. 
“tu” Chicago 4, Illinois 
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*Under ouspices 
Premium Advertising Association of America, Inc. 


@ Fer admittance badges to this exclusive 


Robin Emblem to 


Keynote Celebration 
of Michigan Week 


LANSING, March 10—Michigan’s 
proud and chesty robin, the state’s 
official bird, has adopted sea-going 
1959, particularly in 
support of the sixth annual Michi- 
gan Week, to get special attention 
May 17 to 23. 

As central figure in the Michi- 
gan Week emblem, the 1959 robin 
wears a Sail- 
or cap as he 
proudly points | 
to Michigan and 
the St. Law- 
rence Seaway 
as it stands out 
on the globe of ~~ 
the world. We're 

He will be Proud of 
pictured in Mishigen 
newspapers, 
magazines, on 
tv, in all other types of advertising, 
such as posters, placards, decals, 
stamps, place mats, book matches, 
counter cards and store streamers. 

Paul Penfield, advertising man- 
ager of the Detroit Edison Co., is 
chairman of Michigan Week’s pro- 
motional materials committee. 
Michigan Week is one of the ac- 
tivities stimulated by the Michigan 
department of economic develop- 
ment, whose headquarters are in 
Lansing. # 


Pieper to Pfaudler Permutit 
Anthony W. Pieper has resigned 
as account executive at Hazard 
Advertising Agency to join Pfaud- 
ler Permutit Inc., New York, mak- 
er of water conditioning equip- 
ment, as ad manager of the Per- 
mutit division. Mr. Pieper suc- 
ceeds A. M. Freeman, who re- 
signed to open his own agency. 
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Nielsen Network TV 
Two Weeks Ending Feb. 7, 1959 


Copyright by A. C. Nielsen Co. 


Nielsen Total Audience* 
TOTAL HOMES REACHED 


Advertising Age, March 16, 1959 


Pillsbury Invests 
$800,000 in Dailies 
in First Quarter 


MINNEAPOLIS, March 10—The 
Pillsbury Co. said it will have 
spent more than $800,000 in news- 


Homes| paper advertising during the first 


Program (000) 
Wagon Train (Ford, National Biscuit Co., NBC) .........cccccccccceseeeseeenenenees 19,536 
17,688 


Gunsmoke (Liggett & Myers, Sperry-Rand, CBS) ........cccccscseseseensesneenennene 
Maverick (Kaiser, Drackett, ABC) 2.0.0.0... i 
Sugarfoot (American Chicle, Luden’s, CBS) ......... 

Danny Thomas Show (General Foods, CBS) 
Perry Como Show (Several sponsors, NBC) 


Perry Mason (Several sp s, CBS) secbadpedbesitiganniliaenastnaetineess 15,180 
The Rifleman (Miles Labs., Procter & Gamble, Ralston, ABC) ................ 15,048 
Have Gun, Will Travel (Lever, Whitehall, CBS) ...........ccccccccccccsceeeseeeee 15,048 
Ed Sullivan Show (Mercury-Edsel, Kodak, CBS) ...........ccccccccccceeeeeees 15,004 


PER CENT OF TV HOMES REACHED} 


quarter of 1959. 

Warren P. Peterson, marketing 
director of the grocery products di- 
vision, said this is the most the 
company will have spent in news- 
papers during a comparable peri- 
od in recent years. 

The schedule by product in- 
cludes Pillsbury’s Best flour—tr.o.p. 
color ads in 264 markets, b&w ads 
in 246 markets; pancake mix— 
r.o.p. in 25 markets, b&w in 365 
markets; new product introduc- 
tions—r.o.p. in 128 markets, b&w in 


Homes| 80 markets; introduction of de luxe 


Program (%) 
Wagon Train (Ford, National Biscuit Co., NBC) oo... ccccccccccsseeseeseeeeseees 45.2 


Gunsmoke (Liggett & Myers, Sperry-Rand, CBS) ... 
Maverick (Kaiser, Drackett, ABC) ..............ccccccceceeceeesenees 

Sugarfoot (American Chicle, Luden’s, CBS) ..................ccccccccsceseeseeeneensrensneneees 
Danny Thomas Show (General Foods, CBS) o.............cccccccccsssesecsseeeseeenseeees 


The Rifleman (Miles Labs., Procter & Gamble, Ralston, ABC) ................00005 35.9 
Perry Como Show (Several sponsors, NBC) ..........ccccccccescessessessseesseeseeseeeneee 35.6 
Pn es. cc csnascnsnnnnssonsetasopsensonnesseotssnceves 35.3 
Cheyenne (Harold Ritchie, Joh & Joh SE > PRR 34.9 
Have Gun, Will Travel (Lever, Whitehall, CBS) ................0:0cccccccccccceseeeneeee 34.8 


Nielsen Average Audience** 


formula cake mix—bé&w ads in 95 
markets. 


= Campbell-Mithun, Minneapolis, 
handles advertising for Pillsbury 
flour. The other insertions will be 
placed by Leo Burnett Co., Chi- 
cago. # 


Market Facts Buys VRI 

Market Facts, Chicago marketing 
research company, has purchased 
Visual Research Inc., Chicago, 
which uses the commercial appli- 


Homes| cation of psychological laboratory 


Program 


Gunsmoke (Liggett & Myers, Sperry-Rand, CBS) 
Wagon Train (Ford, National Biscuit Co., NBC) 
Danny Thomas Show (General Foods, CBS) ...................... 

Have Gun, Will Travel (Lever, Whitehall, CBS) ........................ 
The Rifleman (Miles Labs., Procter & Gamble, Ralston, ABC) 
Wyatt Earp (General Mills, Procter & Gamble, ABC) 
Maverick (Kaiser, Drackett, ABC) ..............cccccccccecssceeeseeseeeeeeeeee 
Sugarfoot (American Chicle, Luden’s, CBS) ............ccccccceceecees 
Ford Show (Ford, NBC) ............... 
Tales of Wells Fargo (American Tobacco, Buick, NBC) 


PER CENT OF TV HOMES REACHED} 


Program 
Gunsmoke (Liggett & Myers, Sperry-Rand, CBS) .........ccccccccseeseersseeeeenecneeens 
Wagon Train (Ford, National Biscuit Co., NBC) 
Danny Thomas Show (General Foods, CBS) «0.0... 
The Rifleman (Miles Labs., Procter & Gamble, Ralston, ABC) 
Have Gun, Will Travel (Lever, Whitehall, CBS) ............. 
Wyatt Earp (General Mills, Procter & Gamble, ABC) ee 
Maverick (Kaiser, Drackett, ABC) ..............cccccccccceeeeeeeneeees iciueeidaauines 
Sugarfoot (American Chicle, Luden’s, CBS) .........ccccsccccescscesessseseseesesneeeeee 


The Real McCoys (Sylvania, Procter & Gamble, ABC) .............cccccccseeeeeeeees 30.7 
a cal ca absckendoncodgnnepeasnecsossvevenveoceesacsins 30.2 
* Homes reached by all or any part of program, except for homes viewing only one to 
five minutes. 

** Homes reached during an average minute of the program. 

+ Percented ratings based on tv homes within reach of station facilities and by each 
program. 


devices for packaging and advertis- 
ing research. Visual Research will 
operate as a subsidiary of Market 
Facts. 


Halleman Joins Duncan Scott 

George E. Halleman Jr. has 
joined Duncan Scott & Co. as head 
of the broadcast representative’s 
radio and tv department. Mr. 
Halleman previously served in ex- 
ecutive capacities for 12 years with 
Chicago radio and tv stations and 
a broadcast representative. 


CRITICAL READERS 


LISTENERS, VIEWERS 
think up claims that your agency, 
clients or personnel have committed 


LIBEL, SLANDER, INVASION OF 
PRIVACY OR COPYRIGHT, 
PLAGIARISM. 
BEFORE it happens, get our unique 
Excess INSURANCE Policy 
an effective and inexpensive cushion 
against these hazards. 


EMPLOYERS REINSURANCE 


Chicago, 
Ww. 


e York, 
107 William =:175 
St 


Jackson 


~ 
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Corpus Christi's industrial expansion got a boost 
last April with the completion of the $18 million 
Wesley Seale Dam. The new dam provides ten 
times the old supply of fresh water to take care 
of domestic and industrial needs for the next 


20 years. 


ae 


Circulation 93,602 ABC 


Represented setionsily by 
TEXAS HARTE-HANKS 


for market data. 


NEWSPAPERS 
National City Bidg., Dallas 
Chicago Atlanta New York 


CORPUS CHRISTI, TEXAS 


Big things are happening in Texas’ booming 
Coastal Bend, a rich, ready-to-buy market where 
sales are made through the Caller-Times. Write 
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HE classic “Journal” for business- 
men is, of course, a newspaper... 
the Wall Street Journal. 
There’s another, though...and it’s a 
woman’s magazine. 
Businessmen know that, in today’s 
market, women’s decisions are more 
important than ever. Ladies’ Home 
Journal reaches the largest women’s 
audience of any magazine. And it reaches 
this audience with such editorial life, vigor 
and distinctiveness that millions and millions 
of women respond to ideas in their Journal 
with quick enthusiasm. This great force we 
call Journalpower. 
Most businessmen recognize the Journal as a 
magazine of action. Nearly every page gives 
a woman an idea. If she likes the idea, she does 
something about it. That’s why more and more 
advertisers are investing their top (and in some 
cases their only) magazine dollars in Ladies’ 
Home Journal. This explains why advertising 
revenue during the first quarter of 1959 broke 
all previous Ladies’ Home Journal records... 
and why forecasts for the coming months con- 
tinue to rise. 
Proof, isn’t it, that womanpower plus Journal- 
power is a way to build fast and lasting sales- 
power for a businessman’s product? 


Never underestimate the power of a woman... 
nor the womanpower of 


“JOURNAL 


A CURTIS PUBLICATION 


No. 1 magazine for women 
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The Voice of the Adv 


Offers His Conclusions on the ‘Great Anniversary’ 
of McCann-Erickson Resignation of Chrysler 


To the Editor: What great/fits the advertising profession. 
events, in the past 25 years,| What are the results of this mem- 
would be voted as the most pro- orable occasion in the past year? 
found and earth-shaking in a poll Is it not true “The Car” has rid- 
of the leaders of the advertising|den rough-shod over the scene 
profession? |jand the competition? Again—like 

No doubt there are a select few! Hell it has! Ford Motor Co., by 
that would be included in every-| comparison, is having a whale of 
one’s ballot—the atom bomb, vic-|a year. We can’t fairly judge the 
tory in World War II, Stalin’s effects on Chrysler (they haven’t 
death and McCann-Erickson’s “hy-| been able to supply enough cars 
drogen-like” blast set off by the |to their dealers due to strikes af- 
announcement of the resignation of | fecting suppliers for the past four 
the Chrysler account, |months), and Buick is certainly 

Let us pause respectfully on this|not the bellwether of General 
first anniversary of that great|Motors sales at this date. By the 
event—perpetrated on the profes-|way, have you read of American 
sional advertising industry by/Motors’ Nash and Studebaker’s 
McCann. Who can completely | Lark? 
erase the memory of those first} I was one of those who felt then 
few days—or the effects of “the/as I still feel—that McCann- 
fall-out”? Many. remember how|Erickson was the victim of some 
those great towers of strength in|of the most stupid and hollow 
the industry moved about the ave-|criticism of the year. They (Mc- 


This department is a reader’s forum. Letters are welcome. 


nue numbed and _ bewildered— 
trembling as did even the ordi- 
nary members of the breed. 

Then, ever so slowly, effects of 
the shock began to wear off, and 
the strong arose from the philo- 
sophical rubble and debris to beat 
their breasts with clenched fist 
and cry out: “Was not this an 
even greater Day of Infamy?” 
Like Hell it was! 


s It was the simple exercise of 
prerogative, one that is still open 
to the individual as well as a 
business organization—the pre- 
rogative of resigning one’s associ- 
ation with his employer in the 
hope of finding greener pastures, 
And, I’ll wager, there are many 
of those “leading spokesmen” of 
the advertising profession who 
would just as soon forget the 
gnashing of teeth and the silly ut- 
terances as they look in retrospect 
to a year ago. 

But let us look forward as be- 


Cann) made an important busi- 
jness decision, and much of the 
|wailing was motivated by just 
|plain jealousy because of its bold- 
ness. 


s There are still some die-hards 
among the original multitude of 
detractors who even today give 
the feeble argument that it was 
only “the method employed” with 
which they disagreed. Then to re- 
fresh the memory of these self- 
righteous individuals, it is to Mc- 
Cann’s everlasting credit that 
they did not take part in the giddy 
and adolescent activities and ru- 
mors so prevalent at the time. 
McCann’s employer (Chrysler) 
heard the news first from Mc- 
Cann. 

Now that the smoke has cleared 
from this so-called famous con- 
flagration involving the ethics of 
the advertising profession, history 
no doubt will again teach us 
many lessons; I’ve learned one— 


ertiser 


| the larger agencies don’t neces- 
|sarily have more brains, nor the 
|greater ratio of creative people, 
and by no means are they an au- 
tomatic guarantee of successful 
results from advertising. It is my 
personal opinion, where advertis- 
ing efforts are concerned, that 
creativity and sales impact may 
tend to suffer in the larger agen- 
cies in the long run. 

Malcolm Richards, 

White Plains, N. Y. 

7 > +o 

Thinking Man Thinks 

To the Editor: Before others find 
themselves “with a knot of frus- 
tration mushrooming in the ab- 
dominal section,” as Andy Arm- 
strong assures us they will, trying 
to come to terms with Viceroy’s 
Thinking Man copy, let’s expose 
the basic fallacies of the campaign 
and let the semantic confusion 
blow away in well-filtered smog. 

The Thinking Man is the foun- 
dation of the campaign, yet Vice- 
roy ignores him. No self-respecting 
THINKER would be caught dead 
building a barbecue pit, collecting 
coins, painting a landscape, or sail- 
ing a boat. A thinking man 
THINKS, that’s it, there isn’t any 
more. 

Rodin knew his business when 
he sculptured “The Thinker.” We 
can forgive Rodin for having his 
statue sitting, but then it would 
look silly in a horizontal position. 
Note Rodin’s Thinker isn’t even 
wearing clothes; he’s just thinking 
as every thinker should. .. 

Being a thinking man is a fabu- 
lous life. Whether you are idling 
with the quantum theory, or con- 
centrating on Brigit Bardot, peo- 
ple look at you with awe, and fall 
all over themselves buying you 
drinks. Your silence becomes as 
profound as a comma in the Con- 
stitution. 

Some people confuse the thinker 
| with the sleeper. The answer lies 
in the eyes: a thinker’s eyes are 


open. Some people, who dislike 
thinkers, say that this is the only 
difference—but then, it takes all 
kinds of opinions to make the 
world go ’round—or does it? I 
must give the matter a few days’ 
thought. 

With regret I must return to 
Viceroy. The people portrayed in 
the campaign are not thinkers, but 
DOERS. If you have followed me 
so far, you’ll know what I mean. 
So, no wonder people are getting 
semantic knots in the mid-section. 
This mis-transposition of types is 
enough to confuse a biblical-con- 
tradiction remover, let alone a 
sharp-witted art director. 

Let’s see what happens: “A Man 
Who Does for Himself Knows— 
Only Viceroy has a Doer’s Filter 
and a Smoker’s Taste.” 


cCy—NO MAN WHO DOES FOR HIMSELF 
WOULD LIKE HAVING A TOBACCO PED- 
DLER TELL HIM WHAT END OF HIS 
CIGARET TO LIGHT. 
Wm. J. Appel Jr., 
Mannie R. Klein Advertising, 
Washington, D.C. 
. . e 

Here’s One Reader's Idea 
of a ‘Thinking Man’‘s’ Taste 


There we have it—the real fala- | 
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|of 1958. We do not know whether 


we can maintain this ratio (al- 
though there are two new accounts 
in prospect). We do feel we will 
finish the year at least 50% ahead 
of last year and crack the $1,000,- 
000 barrier. 
M. M. Russell, 
Assistant Treasurer, Reilly, 
Brown & Tapply Inc., Boston. 
rs 7 . 

Honester than Thou 

To the Editor: Here is an excel- 
lent example of honest advertising! 
If anything, it is too honest. A 


| Rubber Massage 


-|BATH SPRAY 


| Invigorating, relaxing mas- 


That whooosh you heard was The Saturday Evening Post circulation 
zooming up over 6,000,000! There's a name for the solid pro- 
pellant behind reader demand-Vitality! 


is hotter'n a rocket! 


A CURTIS MAGAZINE 


To the Editor: Yours is a better) 
medium than most, in which to) 
express wonder as the “brain-| 
washing” technique employed by 
the slogan, A THINKING MAN’s FIL- 
TER, A SMOKING MAN’S TASTE. 


sage head! 5 Ft. hose. Fits all 


faucets. 69c 
69c Value......- 
It would seem that the smoking 


man needs a filter. | Liggett Drug Store ad in the Bos- 
If a man thinks he prefers the) ton Traveler. 

taste of “chawin’ terbaccy,” he’s 

my idea of the thinking man with 

good “taste” (although not every- 

where considered to be “in good 

taste’). 


Martin Sheridan, 
Director of Information and 
Publications, The New Eng- 
land Council, Boston. 
* — 
Decries the Pitchmen 
of TV Commercials 
To the Editor: It’s about time 
the advertising business did some- 
thing about the tv commercial 
mess—a condition which gives the 
cil can often prove most embarras- | public ample reason for being 
sing and that is just the situation | critical of advertising. 
that evidently happened when our; Chief offenders in this area are 
figures were submitted for Apver-|the patent medicine manufactur- 
TISING AGE’s billing report. ers. Their blatancies and inanities 
Under our estimate of 1959 vol-|\ would shame a sidewalk pitch- 
ume we should have stated that man. The pain relievers, in a 
we expected to have a 20% in-|frantic effort to outbid one an- 
crease in our billing, not a de-j|other for sales, utilize outlandish 
crease. It looks as if we were too| gadgets, charts and pseudo-medi- 
conservative because our figures|cal jargon to woo skeptical and 
for the first four months of the | commercial-weary viewers. 
fiscal year show the agency’s bill- Second on the list are the deo- 
ing running a healthy 67.5% ahead |dorant pluggers. Their advertising 


Erwin L. Schwatt, 
Atlantic City, N. J. 
7. 
Increase, Not Decrease 
for Agency Record 
To the Editor: A slip of the pen- 


now makes plates 
for both processes 
in America’s finest 
photoengraving plant 
at Lake Street 
and Wacker Drive 


COLLINS, 
MILLER & 
HUTCHINGS, INC. 


LETTERPRESS + GRAVURE 
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verges on the disgusting. . . 

Let’s not forget the cigaret 
makers whose completely ridicu- | 
lous commercials are the butt of 
every comedian on tv, radio and 
in night clubs. 

It is small wonder that a US.| 
senator, John Marshall Butler of | 
Maryland, recently made a public | 
statement that tv advertisers must | 
“clean house or face the possibili- | 
ty of Congress doing it for them.” | 

Have the ethics of advertising | 
become so lax that congressional | 
action must be taken to remedy 
them? 

Philip G. Knapp, 
Rochester, N. Y. 


Collector's Item? 

To the Editor: Credit the amaz- 
ing memory of a lovely lady over 
70 for the following. My mother 
“recited” this to me recently, with 
the easy assurance of the teen-ager 
which she was during the Gay ’90s 
when it was published. 

As an advertisement, here is a 
copywriter’s nightmare; a com- 
positor’s “comeuppance,” and an 
art director’s Waterloo! 

And—a bit of nostalgia for the 
chairman of the board! 


Time: about 1895 

Place: a Massachusetts newspaper 
Advertiser: read on, friends! The 
ad: 

WHY IS A BON BON SWEET? 
SWEET is FRAGRANT— 
FRAGRANT’S an ODOR— 

ODOR is SCENT— 

CENT is MONEY— 

MONEY’S a MEDIUM— 

A MEDIUM’S a SPIRITUALIST— 
A SPIRITUALIST’S an 
INCOMPREHENSIBLE PERSON— 
An INCOMPREHENSIBLE PERSON 
Is a CRANK— 

A CRANK’S a HANDLE— 

A HANDLE is something 
FASTENED ON— 

Something FASTENED ON is a 
CAN ON a DOG’S TAIL— 

A CAN On a DOG’s TAIL 

Is A NUISANCE— 

A NUISANCE is a 

FASHIONABLE TRAIN SKIRT— 

A FASHIONABLE TRAIN SKIRT 
Is a STYLE— 

A STYLE is a FENCE— 

A FENCE is a BOUNDARY— 

A BOUNDARY’S a LINE— 

A LINE’S a DIVISION— 

A DIVISION is a SEPARATION— 
A SEPARATION’S a DIVORCE— 
A DIVORCE is a LAWSUIT— 

A LAWSUIT’s a COMPLICATION— 
A COMPLICATION is a 

CRAZY PATCHWORK— 

A CRAZY PATCHWORK is a 

! LITTLE OF EVERYTHING— 

A LITTLE OF EVERYTHING is 
BOARDINGHOUSE HASH— 
BOARDINGHOUSE HASH is 


te 


feo" Taste 

Reader Spots the Layout 

To the Editor: Couldn’t McCann 
do better by its clients than give 
two of them identical formats for 
their advertisements? The media 
department could at least have 
given them a better break by 
finding different issues of the 
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Eating out gives Hfé a lift! 
Sani ees 
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magazine or even different maga- 
zines in which to run them. Both 
ads appeared in the Feb. 14 Sat- 
urday Evening Post. 

It was THE car. Now it must 
be THE layout. 

Name Withheld by Request, 

Chicago. 


A MYSTERY is a 

WELL-KEPT SECRET— 

A ‘WELL-KEPT SECRET 

Is a MIRACLE— 

And a MIRACLE is 

HOOD’sS SARSAPARILLA!! 

Bradford Haywood, 

Packaging Consultant, Star 
Lake, Wis. 


Poet and Advertiser Get 
Together in Paris 

To the Editor: What is “Poetry 
in Advertising”? A club of poets 
who use modern technics to sell 
their poems? An advertising agen- 
cy? A pr-enterprise? An esthetic 
review? 

No! “Poetry in Advertising” is 
simply a nonprofit organization 
whose ultimate goal is to improve 
public impressions through the 
combined effort of the poet and 
the advertiser. 

Our first steps will be to publish | 
a review entitled “PEP!” (No. 1, | 
January, 1959) and to organize 
the first international exhibit 
“Poetry in Advertising”— (posters, 
announcements, pamphlets, films, 
etc.). 

We base our action upon an in- 
quiry which proved to us that the 
French public has a poetic con- | 
ception of human and commercial | 
relations. 

The advertising doctrine of 
“Poetry in Advertising” is a 
French version of American “soft- 
selling.” This movement is de- 
veloping rapidly in France with 
the help and encouragement of 
business men, advertisers, poets, 


A MYSTERY— 


The board of directors is com- 
posed of a poet (who is also an 
advertising manager), a fashion 


| tant non-conformist who wears a 


model and an engineer. 
In the hope that our idea may 


first documents of our organiza- 
tion: 


vertising (Vente et Publicité) ; 
Some information about the pro- 
moter of the organization; 
A summary of the statutes, and 
the first circulars. 
But do you think that our move- 
ment can interest your readers? 
Claude Sorel, 
Founder-President, Poesie et 
Publicite, Paris. 


Suburbanite Is Sick of 
Apologies for Being One 


of the Frightened Philistines, opi- 
um of the potential free-thinker, 
whipping boy for every second- 
rate writer with an eye for a fast 
buck and home of the solid citizen 
who works for his dough and has 
every right in the world to spend 
it trying tokeep up with the 
Jones’s if he wishes. 

An articulate, unproductive “lit- 
erary” minority has convinced peo- 
ple that mediocrity can be recog- 
nized by the cut of its shirt. They 
delight in making an epithet of 
the word “commuter” and spend 
as much time as possible referring 
to the eight-hour work day as the 
“rat race.” The nihilist philosophy 
of these “Beats” or “Angry Young 


journalists and the public. 


Men” would be laughable were it 


interest you, we have sent the | 
y o | ray for the solid citizen, the week- 


To the Editor: Suburbia, Land) 


not so widely accepted by “non- 
Beats.” Here we have a well-fed 
|group of rampaging capitalists, 


wallowing in the good life that on- 
ly democracy guarantees, scream- 
ing for the return of the “natural” 


| man. 


Not one of the noisy mob from 
Colin Wilson to Jaques Kerouac 
could raise his own food, build his 
own house, tend his own cattle or 
think his own thoughts. They sub- 
stitute books for observation and 
a surface inspection of the obvious 
for thought. 

How Thoreau must be laughing. 
How foolish it must all seem to 
T. S. Eliot. One, a truly natural 
man, whose philosophy was one of 
love, not anger; the other, a mili- 


conservative business suit, not a 
torn T-shirt. 

What has all this to do with ad- 
vertising and selling? Probably 
nothing directly, but I’m sick of 
listening to otherwise intelligent 
people apologize for buying a big 
car or a home in the suburbs. It’s 
not where a man lives or how he 
gets to work that makes the dif- 
ference. A conservatively dressed, 
politely spoken Vice-President can 
be just as profound and as much 
of a non-conformist as any un- 
kempt, attic dwelling shouter. 

So hurray for the Jones’s. Hur- 


ly paycheck, the 8:05, the button- 


Two extracts from the French | 20W® shirt, the wife, the kids, the 
professional review Sales and Ad- in-laws, the P-TA, the voters’ 
| league, the power mower and the 
million other things that help make 


America a pleasant place to live 
—and to Hell with making excuses 
for buying whatever we please, 
whenever we please, for whatever 
damn reason we please. 


Don Ring, 
Weymouth, Mass. 
. 


Remember? 


To the Editor: The muttering 
which has followed Eleanor Roose- 
velt’s appearance in television 
spots for Good Luck margarine 
seems surprising in view of the 
lady’s long association with com- 
mercial sponsorship. It must have 
been 25 years ago when she first 
went on radio underwritten by a 
mattress firm—an event memorial- 
ized at the time in one of Cole 
Porter’s more famous songs: 

When Mrs. R., with all her trim- 

min’s, 

Can broadcast a bed from Sim- 

mons, 

Then Franklin knows 

Anything goes. 

D. M. Marshman Jr., 

Vice-President & Creative Di- 

rector, C. J. LaRoche & Co., 


New York. 


ALLEST SELF-SUPPORTED TOWER IN THE WORLD 


LOCATE 


*, 


BROADCASTING HOUSE, KANSAS CITY 


KCMO-Radio 810 Ke, with a 50,000 watt signal | 


makes” 


eet above ground for greater coverage. ,_ station. 


represented - 
nationally by 


_ Kansas 


oe 


City's ONLY complete broadcasting service — Radio ty 
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Rehmann Gets New ADA Post varado St., Los Angeles 57. The 
Wilbur E. Rehmann, formerly | agency has added several new ac- 
general sales and advertising man- | counts: Commonwealth Savings & 
ager of Hawthorn-Mellody Farms|Loan Assn., North Hollywood; 
Dairy, Chicago, has been appointed |Norman Co., Los Angeles; Bake- 
to the new post of promotion di- | well Products, South Pasadena. 
rector of the American Dairy Assn. 
He will be in charge of all of ADA’s | Altman Returns to Pace 
advertising and promotional ef-| s ]. Altman has returned to 
forts. Pace Advertising, New York, as 
merchandising director, after two 
Mayne Moves, Adds Clients and a half years as international 
Chas. H. Mayne Co. has moved|sales director of KnitKing Corp., 
to larger quarters at 135 S. Al-|a Pace account. 


Some things. are bigger 
than you think a. 


Duluth-Superior 


METROPOLITAN 
AREAS 
100,000 to 
1,000,000 population 


ot 


WSs. Green Bay 


Oshkosh 


uskegon 


IOWA "y 
Madison 


Racine 


| 
Rockford 


Waterloo 
Cedar Rapids 


Davenport- 
Rock Island- 


- Des Moines Moline 


South Bend 


PEORIA 


Champaign-Urbana 


Decatur 
ILL. 


pringfield 
Terre Haute 


IND. 


Evansville 


ky Springfield Ky. 


(The five metropolitan areas exceeding 1,000,000 popu- 
lation and not shown on map are: Chicago, St. Louis. 
Minneapolis-St. Paul, Milwaukee and Kansas City.) 


Metropolitan Peoria Area 


for example, is bigger and richer than any of the 
North Central markets shown on this map. ° 


In fagt, Metropolitan Peoria has more people, 
more consumer dollars and more retail sales than 
any market up to a million population in Illinois, 
lowa, Minnesota, Missouri or Wisconsin. 


It’s worth remembering — and also remember that 
Peoria Journal Star is the ONE newspaper that 
covers Metropolitan Peoria, plus Peoria’s 13-county 
BILLION DOLLAR MARKET. 


Moloney 


Rentz Dodge Schwanbeck 


GATHERING—Program principals at the 1959 display advertising con- 
ferences of the Pennsylvania Newspaper Publishers’ Assn. and In- 
terstate Advertising Managers Assn. were Herbert W. Moloney Jr., 
general manager, Moloney, Regan & Schmitt; PNPA President Rich- 
ard E. Rentz, co-publisher, New Castle News; outgoing IAMA Pres- 
ident Wesley S. Dodge, retail advertising manager, Williamsport 
Grit, and Robert C. Schwanbeck Jr., mechanical superintendent, 
Sharon Herald. 


W. Va. Funeral Ad Bill Killed | Food Enterprises Names Two 

A bill to allow West Virginia Food Enterprises Inc., New 
funeral directors greater freedom) York, has appointed Art Dawson, 
to advertise their services was formerly with WOR and WOR-TV, 
killed in the state legislature by a|advertising and merchandising 
58-40 vote. The bill would have| manager. Lee Atwood, with the 
authorized the directors to use| company for many years, has been 
other than the one column 2” named sales promotion manager. 
newspaper space limit set by the 

West Virginia State Board of Em-| Small Elects Strasnick 

balmers & Funeral Directors. With Jack Strasnick, art director of 
some exceptions funeral interests) William J. Small Agency, Boston, 
had lobbied strongly against the| has been elected to the agency’s 
proposed legislation. board. 


take me 
to your 


leader! 


A kind thought, Mr. Advertiser, but whether you want 
to reach the 3,000,000 Girl Scout market to send 
birthday felicitations or sales messages, the place 
to do it is through the GIRL SCOUT LEADER Magazine. 


The GIRL SCOUT LEADER 


Official “Trade Paper” for Adults in 
Girl Scouting 


Circulation: Guaranteed 700,000 
Rates: $3.36 per B/W page per 1000 


Call or write for more information on why you should join 
General Foods, Quaker Oats, Singer and other advertisers 


who are reaching this vital, growing market through the 
| GIRL SCOUT LEADER. 


Plaza 1-6900 830 Third Ave. New York 22, N. Y. 
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|Fuller Honored by 


‘Classified Managers 


| HartForp, March 10—The Assn. 
\of National Classified Advertising 
| Managers presented its Prominent 
Person award to Alfred C. Fuller, 
founder and chairman of Fuller 
Brush Co., Hartford, at a luncheon 
here. The award was in conjunc- 
tion with National Want Ad Week 
March 15-21. 

The citation is presented annual- 
ly to a prominent business man 
| who attributes his start to the use 
of classified advertising. Mr. Fuller 
said he placed his first help- 
wanted ad in the Syracuse Post- 
Standard 50 years ago, when he 
was manufacturing his own prod- 
uct. 

The ad read: “Agents wanted 
for a new line of brushes covering 
all household needs. Apply Capitol 
Brush Co., Main St., Hartford.” 

Within three months, 100 agents 
were selling Fuller brushes (the 
name was later changed to Fuller 
| Brush Co.). Mr. Fuller said he has 
| spent “millions” for want ads since 
the first insertion. 

Past winners of the Prominent 
Person award are Harlow Curtice, 
former head of General Motors 
Corp., and artist Walt Disney. + 


Griffin & Howe Names Cose 

Griffin & Howe, New York, a 
| subsidiary of Abercrombie & Fitch 
Co., has appointed Cose Advertis- 
ing, Ridgefield, Conn., to handle 
its advertising. Calkins & Holden 
formerly handled the account. Cose 
|has also acquired the account of 
Sound Yacht Supply Co., Wilton, 
Conn. 


| Haas Joins Sealy Inc. 

Howard Haas, formerly sales vp 
for Mitchell Mfg. Co., Chicago air 
conditioning manufacturing divi- 
sion of Cory Corp., has joined 
Sealy Inc., Chicago, in the new 
post of sales manager. At one time 
he was promotion and public re- 
lations director of Esquire. 


KOWH Appoints Golombeck 

Herbert A. Golombeck, formerly 
manager of WAKY, Louisville, has 
been appointed manager of KOWH, 
,/Omaha, succeeding Virgil Sharpe, 
| who has resigned. 


Boston Agencies Move 

| Arnold & Co., Boston, has moved 
| to 334 Boylston St. Bresnick Co. 
|also has moved to new quarters 
| at 334 Boylston St. 


| 


QUANTITY PHOTOS SELL ANYTHING. . . ANYWHERE ' 


beretientth 119 W. HUBBARD ST, CHG. 1¢ 


Write for FREE photo packet 
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Coming 
Conventions 


*Indicates first listing in this column. 

March 15-18. National Assn. of Broad- 
casters, annual convention, Conrad Hil- 
ton Hotel, Chicago. 

March 18. Magazine Publishers Assn., 
annual conference on the economic out- 
look, Hotel Pierre, New York. 


March 24-26. Point-of-Purchase Ad- Reginald L. Dellow, media di- 


vertising Institute, 13th annual exhibit, 
Palmer House, Chicago. 


April 1. Assn. of National Advertisers, 


| Nestle Launches Zip 

Zip, a chocolate syrup in a push 
| button dispenser, has been intro- 
|duced in test markets in lower 
|New England by Nestle Co., White 
| Plains, N.Y. It retails for 49¢ and 
needs no refrigeration. Newspa- 
pers and television are being used 
in the test marketing area. Mc- 
Cann-Erickson, New York, is the 
agency. 


Grant Names Two VPs 


rector for the domestic offices of| 
Grant Advertising, has been pro-| 


Advertising Research Workshop, Hotel|moted to vp. He will continue to| 


Pierre, New York. 


April 1-3. Sales Promotion Executives 


Assn., annual conference, Hotel Roose- 
velt, New York. 
April 2-3. Life Advertisers Assn., east- 


work in the agency’s Chicago} 


account executive on the Old Mil-| 
waukee beer account, has also 


ern roundtable, Hotel Barbizon Plaza, | been promoted to vp. 


New York. 


April 5-8. National Retail Merchants 
Assn., sales promotion division, Eden | Monett Foods Names Elliott 


Roc Hotel, Miami Beach. 


April 7. Premium Assn. of America, Monett Foods Inc., Columbus, has 
26th national conference, Navy Pier, Chi- | appointed A. Lovell Elliott Adver- 


cago. 


| tising, Columbus, to handle its ad- 


April 10-11. West Virginia Broadcasters | vertising. A tv, radio and news- 


Assn., annual spring meeting, Press Club, 
Charleston. 

April 12-16. Assn. of National Advertis- 
ers, annual West Coast meeting, Santa 
Barbara Biltmore, Santa Barbara, Cal. 

April 12-16. National Business Publica- 
tions, annual spring meeting, Jokake and 
Paradise Inns, Phoenix, Ariz. 

April 20-23. American Newspaper Pub- 
lishers Assn., annual convention, Wal- 
dorf-Astoria, New York. 

April 23-24. Assn. of National Adver- 


tisers, workshop on planning and con- 


trolling advertising expenditures, West- 
chester-Biltmore, Rye, N.Y 


April 23-25. American Assn. of Adver- 


tising Agencies, annual meeting, Green- 


paper schedule is being planned. 


headquarters. John P. McElroy, | 


| 


| 


| 
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medium delivers the Columbus and Central 
Ohio Market like the 


Optional Combination Rate 
with the merning Ohio State 


Journal now available O'More & : in, 


Columbus 
has the 
buying power... 
The Dispatch 


> The Columbus Dispatch 


OHIO'S CREATEST HOME NEWSPAPER 


brier Hotel, White Sulphur Springs, 


W. Va. 
April 26-29. National Assn. of Transpor- 


tation Advertising, annual convention, 
The Greenbrier, White Sulphur Springs, 


W. Va. 


April 29-30. International Advertising 
Assn., annual convention, Hotel Roose- 


velt, New York. 


April 30-May 3. Advertising Federation 
of America, Fourth District, Tides Hotel 


and Bath Club, St. Petersburg, Fla. 


May 3-5. Magazine Publishers Assn., 


annual spring meeting, Greenbrier Hotel, 


White Sulphur Springs, W. Va. 


May 4-6. Assn. of Canadian Advertisers, 
44th annual conference, Royal York Ho-) 


tel, Toronto. 


Assn., annual convention, Sheraton Hotel 
Dallas. 


| 
May 6-8. Public Utilities Advertising | 
| 
| 


May 17-20. National Newspaper Promo- 
tion Assn., national convention, Hotel | 


Deauville, Miami Beach. 


May 20-22. Assn. of National Advertis- | 


ers, spring meeting, Edgewater Beach Ho- | 


| largest circulation 


tel, Chicago. 
May 21-22. American Marketing Assn. 


Montreal chapter, conference on “Mon- 
treal, Canada’s Keystone Market."’ Queen | 


Elizabeth Hotel, Montreal. 


May 24-27. Associated Business Publi- 
cations, 53rd annual meeting and man- 
agement conference, Skytop Lodge, Sky- 


top, Pa. 


June 7-10. Advertising Federation of 
America, 55th annual convention, Hotel 


Leamington, Minneapolis. 


June 8-11. Outdoor Advertising Assn. 
of America, national convention, Sher- 


man Hotel, Chicago. 


June 12-16. National Federation of Ad- 
vertising Agencies, annual convention, 


Chatham Bars Inn, Chatham, Mass. 


June 14-17. National Industrial Adver- 


tisers Assn., national convention, Fair 


mont and Mark Hopkins Hotels, San 


Francisco. 


June 17-19. American Marketing Assn., 
national conference, Hotel Statler, Cleve- 


land. 
June 21-24. Newspaper Advertising Ex 


ecutives Assn., summer meeting, The 


Homestead, Hot Springs, Va. 


June 22-26. First Advertising Agency 


| Orlando Seuntinci-Star 


the West, 56th annual convention, Tahoe 


Group, 3lst annual conference, Belmon 
Hotel, Cape Cod, Mass. 
June 28-July 2. Advertising Assn. o 


Tavern, Tahoe City, Cal. 


June 28-July 4. National Advertising 
Agency Network, annual management 
conference, Del Monte Lodge, Pebble 


Beach, Cal. 


Sept. 13-16. Direct Mail Advertising 
Assn., 42nd annual convention, Queen 


Elizabeth Hotel, Montreal, Can. 
*Sept. 23-24. National Business Publi 


cations, New York Regional Conference, 


Hotel Roosevelt, New York. 
Sept. 25. Advertising Research Foun 


dation, 5th annual conference, Waldorf- 


Astoria, New York. 


*Oct. 19-20. Agricultural Publishers 
Assn., annual meeting, Chicago Athletic 


Oct. 25-28. National Newspaper Promo- 
tion Assn., central regional meeting, 


Schroeder Hotel, Milwaukee. 


Nov. 2-4. Broadcasters’ Pri tion Assn., 
4th annual convention, Warwick Hotel, 


Philadelphia. 
*Nov. 23-24. National Business Publica 


tions, Chicago Regional Conference, Drake 


Hotel, Chicago. 


Orlando Sentinel-Star 


in Central Florida 


BRANHAM «> COMPANY / National Representatives 


OFFICES: Chicago - Detroit - Charlotte - Atlanta - St. Louis - San Francisco - Dallas - Memphis - Los Angeles - New York 


This Means You Can’t Cover ALL of Florida 
without Us...... The Orlando Papers have 
6 times the TOTAL circulation of Jacksonville Snade Senior er. 
Times-Union, Miami Herald and Tampa Tri- 
bune in Our Five county area that spends more 
than a half billion dollars a year. 


has the 


GATEWAY TO THE MOON 


nates The Cape Canaveral [Missile Base] 


area Completely with its Pink Regional 
Supplement. 
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You Ought to Know . 1..c. Gumbinner 


New York, March 11—An agen- 
cy that practically doubled its 
billings between 1956 and 1958 is 
headed by a calm—almost placid 
—man, who got his start “licking 
stamps and cleaning inkwells.” 

The man is Larry Gumbinner, 
and his agency is Lawrence C. 


“STARTING SUNDAY : 
APRILS 


4 


“SPR 


My 


INGEIELD 


Gumbinner Advertising. In 1956, 
his shop billed $9,000,000. The to- 
tal grew to $12,000,000 in 1957 
and to $17,800,000 last year. 

Such billings growth causes 
Gumbinner no pain, but he’s in- 
sistent on his agency’s “creating a 
niche for doing outstanding jobs.” 
In this connection he speaks fond- 
ly of the Smirnoff vodka cam- 
| paign—“which got the plaudits of 
\the whole advertising world”— 
| and others. 

Larry Gumbinner thinks his 
shop did outstanding work for 


5 |some clients which no longer grace 


| his account list. 
“We had Norwich Pharmacal 


| presidents,” he said. Then the fifth 


| for 21 years; lived through four | 


oe 
ee 


“We had Norwich for 21 years; Pepto-Bismol still [uses] our slo- 
gans.” 


ough, intensive agency, with great| father of co-op advertising.” Mr. 
creative ability and with a limited|“Zoldsmith was the agency man 
number of accounts. Thorough-| who named Palm Beach suits and 
ness, I think, is basic to that im-| who created the Palm Beach trade- 
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work.” 

Mr. Gumbinner thinks agency 
employes—his, anyway—are “en- 
titled to as much security as the 
agency business can afford.” He 
says he’s “never had the feeling 
that this is a business to be wor- 
ried about. We try to build sta- 
bility and let volume take care of 
itself.” 

All four agency partners, in his 
phrase, are “most calm—there’s 
not an ulcer among us; we’re just 
not an ulcer crowd.” 


s Advertising’s a little different 
now from what it was 35 years 
ago, when Mr. Gumbinner en- 
tered the field. Today the advertis- 
er is interested in the total mar- 
keting concept. 

“He looks to the agency for help 
in every sphere of his activity; so 
to serve the client with an octopus 


» | shook things up. 
'| “Gumbinner’s contributions to 
»|Norwich were so great they’ve 
¥ | carried on much of our advertis- 
» | ing ideas. To this day Pepto-Bismol 
juses our slogans, our packaging, 
our ‘upset’ letters,” he told Ap- 
VERTISING AGE. 
“We've lost Savarin coffee, but 
) | they’re still using our ‘coffee-er 
» | coffee’.” Then, musingly: “I don’t 
really know why we lost Savarin, 
|| but I think the growth we experi- 
»ienced in the last few years may 
'| have frightened them.” 


MASSACHUSETTS 
Republican 
TABLOID SIZE 


4 if 
SUNNY oto 
}}= Mr. Gumbinner, a man of me- 


FULL COLOR AVAILABLE 
= \dium height, with straight black 


Complete Westem : 
Massachusetts Coverage » | hair and glasses, is pretty positive 
};about the image of his agency: 


114.240 Sept.90, 1858 
Gee | “People think we're a very thor- 


van ee 


Net 


Thanks, Boss, the feld 
men all like Meyercord 
“no water” Pressure 
Sensitive Decal Signs. 


Congratulations ! 
You're getting up a lot 
more signs, Bill! 


MEYERCORD 


PRESSURE SENSITIVE 
Permanent DECAL SIGNS 


In 1958 ... hundreds of Point-of-Sale 
advertisers adopted Meyercord 
PRESSURE SENSITIVE DECAL SIGNS 
++. we predict hundreds more will 
switch to them in 1959... because 
@ they'll say “goodbye forever” to decal water appli- 


cation problems . . . the bucket and sponge become 
obsolete. 


* re easily and quickly applied . . . yet as durable 
po long-lived as any decal > ta ever Lae! P 

@ experience shows field men “get more of them up.” 

@ this new concept in Point-of-Sale decal signs is the 
product of Meyercord research . . . a decal sign of 


roved performance and appearance, manufactured 
. the world’s leader in dreshenesntet is 


the MEYERCO 


Dept. F-201—. 5323 W. Lake Street, 


D co. 


icago 44, Illinois 


B 


age.” 

The best way to get new busi- 
ness, thinks Mr. Gumbinner, “is to| 
do well by the accounts you al-| 
ready have.” As for solicitations, | 
“Soliciting an account for which | 
you are not equipped is a waste of 
time. Some agencies just shoot ar- 
rows into the air; we try to sell 
something we've got in stock— 
not blue sky or promises.” Then, 
disarmingly, “But that doesn’t 
mean we get everything we go af- 
ter.” 


= Mr. Gumbinner, now 59 and 
chairman of the agency, studied 
for the export business. “I studied 
Spanish, but Spanish translators | 
got only $7 a week.” 

Then he saw a want ad placed 
by the L. S. Goldsmith agency, 
which he answered with a tele- 
gram. He got the stamp-licking, 
inkwell-cleaning job after the en- 
suing interview. 

Mr. Goldsmith, whose photo 
adorns a wall in Mr. Gumbinner’s 


office today, was “practically the 


personality the agency has to give 
service in each area. 
“But—even today—when 


mark, 

Mr. Goldsmith went to Europe 
for his health and left Larry 
Gumbinner, then about 21, in 
charge of the shop. Then Mr. 
Goldsmith returned and closed his 
agency, turning the lease over to 
Larry. Young Mr. Gumbinner held 
on to five accounts and added sev- 
eral drug clients on his own. 


the 


conferences and the studies are 


@ Early in the life of Lawrence 
C. Gumbinner Advertising, Mil- 
ton Goodman joined and became 
a partner. Today the partnership 
is a four-way deal. Messrs. Gum- 
binner, Goodman, Paul Gumbin- 
ner and Morton Freund comprise 
the quartet. 

“Goodman is the creative man; 
my brother Paul heads the radio- 
tv operation; Freund handles cli- 
ent service. I’m on merchandising 
and executive management,’ he 
said. “All of us handle a couple of 
accounts. There are no desk ex- 
ecutives around here. From the 
standpoint of good fun and good 
profits that’s the best way to 


“Thoroughness, I think, is basic.” 


finished and the surveys are com- 
pleted, a couple of guys have to 
take off their coats and sit down 


CONSTANT 
SALES 
PRESSURE 


LOOSE-LEAF BINDERS 


Heinn binders maintain sales pressure b 
buyers aware of your company and your p 
impression value of Heinn binders is so good that your 
salesman’s callback usually means a sale. You cut 
your cost per sales call far below the average of $18.92 
reported in a recent survey. 


Heinn brings you a complete line of custom-styled 
binders and indexes. Prices are low to moderate, 
depending on your preference in workmanship and 
materials. You get the indust 
something more — the counse 
rate as experts in loose-leaf planning and design. 
Measure your results in binders that exert sales pres- 
sure without ever wearing out their welcome, and in 
insignificant costs for each month of service. 


SPECIAL . . . Send for your free sample of Heinn's presentation cover. 


and make ads—and make them 
good,” he said. 

Mr. Gumbinner, who was 
brought up to work long and hard, 
thinks that if he had it all to do 
over, “I wouldn’t work so hard.” 
In the old days, Larry Gumbinner’s 
generation “worshipped work.” He 
doesn’t resent a later generation’s 


keeping 
ucts. The 


“We’re just not an ulcer crowd.” 


’s best dollar value and 
of representatives who 


somewhat less respectful regard for 
long hours and nose-to-the-grind- 
stone. “Now we have a tax struc- 
ture,” he grins. 


= Nevertheless, Mr. Gumbinner 
thinks he might like to make way 
—some time in the future—for an 


CLIP AND MAIL 
THIS COUPON: 


The oo 
eeadic 


Yes, we're interested in 
Heinn's special services and 
fast production. Send in- 
- formation on: 
0 SALESMEN’'S BINDERS 
CL DEALER BINDERS 
Oo) MANUAL COVERS 


[-] HEINN INDEXES 


account exec who does burn the 
midnight oil; who doesn’t worry 
overly about getting three, or is it 
four, weeks off each summer; who 
takes work home, and enjoys it. 

“But you can’t hardly get them 
any more,” he said. # 


‘This Week’ Adds Ad Unit 


PROBABLE 
QUANTITIES 


MILWAUKEE 4, WI 


oa 


SCONSIN 


* 


CITY, STATE 


COMPANY NAME This Week Magazine is offering 
i , “ mm Title a new four-color advertising unit: 
Ls Sujee Tene 0-6 FIRM Three-tenths of a page (255 lines 
| = 326 West Florida Street ~ AbbRESS by 3 columns), at $18,200. Previ- 


ously the minimum four-color 
space was a half page. 
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In ‘58 Florida Led 
State Advertisers, 
W. H. Long Reports 


MILWAUKEE, March 10—Florida 
still has by far the largest promo- 
tion and advertising budget of any 
state, according to the second an- 
nual edition of a report issued by 
W. H. Long, “1958 Development 
Advertising Reports.” 

Florida spent more than twice 
the investment for industrial de- 
velopment advertising and promo- 
tion of Virginia, second high 
state, and more than the 10th high 
state, Arizona, the report said. Of 
the 10 states which spent the larg- 
est amounts for industrial devel- 
opment promotion, two-thirds 
were southern states. 

In 1957 Florida spent $1,300,000 
for tourist travel advertising and 
$900,000 in industrial development 
advertising, according to Mr. 
Long’s first annual report (AA, 
Jan. 27, ’58). 


= His new report does not include 
total advertising expenditure fig- 
ures because presentation of the 
totals by rank “drew down upon 
our unsuspecting heads the wrath 
of several officials who felt this 
method of ranking was unfair.” 
The report, however, gives figures 
for advertising expenditure by 
state in various media and collat- 
eral activities. 

Of the top 10 investors in tourist 
travel promotion in ’58, Florida 
again spent the largest amount, 
and Hawaii was a close second. 
The report said Florida and Ha- 
waii have about a_ three-to-one 
dollar lead over the third-ranked 
state, Massachusetts. All of the 10 
states which spend most on tourist 
travel promotion spent more than 
$200,000 in 1958. 


= Mr. Long, who operates his own 
consultant company in Whitefish 
Bay, Wis., reported that in 1958 
only two states, California and 
Texas, did not engage on an of- 
ficial basis in promoting their in- 
dustrial development and/or tour- 
ist travel assets. He expects that 
both of these some time this year 
will have departments and appro- 
priations set up to advertise and 
promote their advantages. 

The report is available from 
W. H. Long, 5347 Santa Monica 
Blvd., Whitefish Bay, Wis., for $15 
per copy; five or more copies are 
$12 each. + 
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APPAREL SALES 


In CONNECTICUT 


Style sells in New Lon- & 
* don! Apparel sales average 
$627 per household . . . mak- 
ing New London 3rd highest 
f of all Connecticut cities of 
25,000 - or - over population 
(S.M. '58 Survey). 

Cover this 66,547 ABC 
City Zone completely—through 
its only daily. 


Che Bay 


NEW LONDON, CONNECTICUT 
National Representatives: 
GILMAN, NICOLL & RUTHMAN 
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Radio & Electronics Corp., Mount Vernon, N. Y., will use this U- 

shaped spread in the April Esquire for its Transitape tape recorder 

and Steelman portable phonograph. The company has been using 

U-shaped ads in its trade advertising. Dunay, Hirsch & Lewis is 
the agency. 


Crocker, Diamond Walnut 
to Repeat Brownie Tie-In 

General Mills and Diamond 
Walnut Growers Inc. will combine 
again this year for their annual 
tie-in of Betty Crocker brownie 
mix and Diamond walnuts. 

Color pages in the March 1 Pa- 
rade and This Week Magazine 
promote the pair, as will the 
back cover of the March American 
Home. Major metropolitan dailies 
will carry tie-in ads using one 
and two colors. Batten, Barton, 
Durstine & Osborn handles Betty 
Crocker’s brownie mix; McCann- 
Erickson, San Francisco, handles 
Diamond Walnut Growers. 


Announce New AFA Award 

A new award, to be presented 
annually to one or more advertis- 
ing leaders judged to have con- 
tributed to a better public image 
of advertising, has been estab- 
lished by the Advertising Feder- 
ation of America. As yet un- 
named, the award will be inaugu- 
rated at AFA’s June convention. 
Nominations may be made by 
anyone in advertising and sent to 
AFA headquarters, 250 W. 57th 
St., New York, by May 1. Selec- 
tion will be made by a committee 
headed by Robert E. MacNeal, 
president, Curtis Publishing Co. 


NBBB Gets 92,000 Queries 

The National Better Business 
Bureau received a record break- 
ing 92,000 queries for information 
and assistance last year. Inquir- 
ies now outnumber complaints 
15 to one. More than 5,000 re- 
quests for information came from 
media questioning prospective ad- 
vertisers or claims. About 250 
cases involved objectionable ad- 
vertising or selling practices, and 
the bureau reports a 94% record 
of success in obtaining voluntary 
cooperation. 


Kellogg Otters Miniature 
Printing Press Premium 

Kellogg Co. currently is offer- 
ing a Hectograph printing press as 
its newest premium in Rice Kris- 
pies and Raisin Bran. The minia- 
ture, working press can be ob- 
tained for 50¢ and two box tops 
from either of the two cereals. The 
premium will receive tv advertis- 
ing support on “Huckleberry 
Hound,” “Woody Woodpecker,” 
“Superman” and “Wild Bill Hick- 
ok” tv shows. 


Sylvania to Market New 
Closed Circuit TV System 

Sylvania Electric Products this 
spring will market a closed circuit 
tv system priced “well below” 
most custom-designed systems 
now on the market. The system 
is designed for use in schools, in- 
dustry and commerce. It will 
require no special lighting and will 
transmit an image on Channels 
2 through 6 to any standard tv 
receiver. 


| Pa. Proclaims Want Ad Week 

Gov. David L. Lawrence has 
proclaimed March 15-22 as Want 
Ad Week in Pennsylvania, in con- 
junction with the National Want 
Ad Week sponsored by the Assn. 
of Newspaper Classified Advertis- 
ing Managers. Gov. Lawrence pre- 
sented his proclamation to Robert 
B. Zamaria, classified ad manag- 
er of the Daily News, Tarentum 
Valley, state chairman of the ob- 
servance. 


Set Inside Ad Week 

The ninth annual Inside Adver- 
tising Week, co-sponsored by the 
Assn. of Advertising Men & Wom- 
en and the Advertising Club of 
New York, will be held April 5-10. 
R. Steele Sherratt, Sterwin Chem- 
icals Inc., is general chairman. The 


about 65 college honor students 
during the week’s activities. 


Ben Gaftfin Moves Offices 

Ben Gaffin & Associates, Chi- 
cago marketing and opinion re- 
search consulting company, has 
moved its headquarters to 6 E. 
Green St., Bensenville, Il. 


two organizations expect to host | 


| 
} 
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The Post | is hotter'n a rocket! 


107 


Display Award to Stensgaard Union Pacific Buys Show 

W. L. Stensgaard & Associates,| Union Pacific Railroad—via 
Chicago, was awarded first prize | Caples Co.—has purchased a 15- 
in the permanent exhibit category | minute show, “This Is Our Story,” 
of the international display contest | for 26 weeks on WFMT, Chicago 
for 1958 sponsored by Display |\fm radio station. The show, with 
World. Stensgaard designed and | Studs Terkel as narrator, will fea- 
produced the two-story-high per-| ture a separate strain of American 
manent exhibit for the lobby of the | folk music at 9-9:45 p.m. each 
Borg-Warner building in Chicago. | Tuesday. 


“Me an’ J. K. 


is just like this!”” WJAR-TV not only has a corner on quality 
feature films in the Providence market, but also ex 

them with rare showmanship. Morning and afternoon films, 
for example, are emceed dai y by personable Jay Kroll who 
asks viewers to write and tell him what they would like to 
see, then waits for the mailman to clue him on local tastes. 
Between “‘acts’’, Jay interviews visiting celebrities, and 
leaders of local and national 
civic groups. ‘“The Jay Kroll 


10th Anniversary of CHANNEL 10 


how’’ — another good 
reason why WJAR-T'V has Ab WIARI V 
won the TV heart of the 


Cock-of-the-walk in the PROVIDENCE MARKET 


PROVIDENCE MARKET. 
NBC + ABC « Represented by Edward Petry & Co., Inc. 


Saturday Evening Post circulation, that’s what! 
, Up over 6,000,000. Know why? Editorial vitality 
that builds reader demand, that's why! 


A CURTIS MAGAZINE 
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as seen by 


Foreign Advertising’s Head, Joseph Palmer, 
Has to Circle Globe to Do Work for Clients 


New York, March 10—The pres- 
ident of one of the oldest advertis- 


ing agencies in the US. left here 


Wednesday on a westbound plane. 
He was Joseph L. Palmer, presi- 
dent of Foreign Advertising & 


JOHN BURGOYNE & BILL MASTERSON 
Seems like trading stamps are finding a) 


varied number of uses these days— | 
none for which they were originally | 
intended. Last fall we told you about 
the fisherman who reported phenom- | 
enal luck using stamps for bait. This | 
week comes an even better story. In | 
a Western City, a gunman attempted | 
a holdup at a neighborhood grocery 

store. For a mask he was wearing a| 
sheet of trading stamps—with stamps 
torn out to make the eye-holes 

Yankee ingenuity? Yes, friends, it 

knows no bounds. 


Holding up grocery stores is a little out 
of our line, but getting sales facts on 
products sold in grocery stores is a 
job wherein we shine. We get the in- 
ormation for our Sales Studies from 
permanent panels of stores operating 
in the nation’s best test markets. The 
facts obtained from these panels is 
“proof-positive” accurate because 
each Study shows actually and pre- 
cisely the movement of products by 
brand from shelf to consumer. In 
addition — each study shows pur- 
chases by retailers, as well as retailer 
inventories. But best of all—the 
Burgoyne organization is perma- 
nently set up in a select list of test 
cities from coast-to-coast—so that 
clients pay only for the facts—not for 
etting organized to carry out a fact- 
finding safari. 


MEET THE BURGOYNE 
TEST CITIES 


DES MOINES and SOUTH BEND 


. are two of the cities which 
make up the select list of 
BURGOYNE Test Cities, and 
which are permanently set up for 
BURGOYNE Retail Sales Studies. 
DES MOINES—Capital and largest 
city in the state. Situated in south 
central Iowa at the junction of the 
Des Moines and Raccoon rivers in 
the heart of the Corn Belt. Manu- 
facturing includes a variety of 
food and metal products, and 
printing and publishing. In this 
transportation, industrial, and in- 
surance center, we recommend 
the REGISTER-TRIBUNE for full 
coverage. 

” * + - . 


SOUTH BEND—Situated on the great 
bend of the St. Joseph River, this 
north central Indiana city was 
settled in 1820 on the site of a 
French mission and trading post. 
It is a center for the surrounding 
farming and et aL | area and for 
the manufacturing of automobiles, 
metal products, aircraft equipment 
and beverages. For complete cov- 
erage of this market, we recom- 
mend the TRIBUNE. 


Fourteen years of experience in the 
market research business has won 
for our organization the reputation 
of consistently delivering the facts as 

romised—a claim backed up by a 
ong list of happy clients. How about 
letting us tell you about these clients 
and the kind of job we do for them? 
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Service Bureau, and his destina- 
tion was India. 

Overseas travel is no novelty to 
Joe Palmer (he has just returned 
from a trip that took him to 
Peru, Venezuela, Brazil and Mex- 
ico), but this will 
be his first look 
at India. 

He expects to 
be gone about six 
weeks and when 
he returns he 
will have, in ef- 
fect, circled the 
globe, 
plans to come 
back via Europe. 


Joseph Palmer 


® Foreign Ad-| 
as its) 
name implies, is concerned exclu- | 


vertising, 


sively with advertising outside the 
US. It has, nevertheless, no offices 
outside of the one it occupies at 
342 Madison Ave. here. 

Foreign places its clients’ ad- 
vertising through affiliated local- 
ly-owned agencies throughout the 
world and one of the reasons for 
Mr. Palmer’s frequent trips over- 
seas is to visit with these affil- 
iates. 

Another reason, of course, is to 
get a first-hand look at local mar- 
ket problems faced by clients. The 
agency’s largest account at the 
present time is probably American 
Cyanamid Co. and Mr. Palmer will 
be attending Lederle Laboratories 
sales meetings in New Delhi and 
Germany on this trip. Lederle, the 
pharmaceutical arm of American 
Cyanamid, is a major marketer 
of antibiotics and other ethical 
drugs and has extensive manufac- 
turing facilities abroad. 


= Although Foreign Advertising is 
customarily regarded as an “ex- 
port agency,” Mr. Palmer sub- 
scribes wholeheartedly to the view 
that U.S. companies must break 
out of the export mold if they want 
to take full advantage of sales op- 
portunities overseas. 

Interviewed here before leaving 
for India, Mr. Palmer said the 
postwar experience of his clients 
“has forced us to realize that we 
could no longer mount a strictly 
export business.” He pointed out 
that U.S. manufacturers are in- 
creasingly moving in the direction 
of local manufacturing overseas 
instead of exporting the U.S.-made 
product. 

While Mr. Palmer approves of 
this trend, he is by no means 
ready to concede to the demands 
of local agencies overseas for a 
full 15% commission on business 
routed to them by international 
shops such as Foreign Advertising. 
The practice in international ad- 
vertising has been to split this 
commission, 


® The newly organized Venezue- 
lan Federation of Advertising 
Agencies recently issued a policy 
statement binding member agen- 
cies to work only for a full 15% 
commission (AA, Nov. 17). Re- 
minded of this pronouncement, Mr. 
Palmer laughed and said: “Past 
experience has shown that the 
parties to such an agreement have 
usually not kept it as long as it 
takes the ink to dry on this agree- 
ment.” 

Mr. Palmer added that this has 
been the case in Venezuela, too. 
He implied, in other words, that 
some Venezuelan members of the 
agency federation are still doing 
business at the same old split- 
commission stand. 

He also maintained that even if 
the federation members kept to 


since he) 


their agreement, it was possible 
to get adequate agency service in 
Venezuela outside of the federa- 
tion. “We know because we are 
dealing with a non-federation 
agency,” he said. 


® Mr. Palmer is intensely proud 
of heading an agency with more 
than five decades of experience in 
| the international field. “We are no 
| johnny-come-latelies,” he said. 
“We were in this business during 
the depression doldrums. In those 
|days, when we heard that some- 
}one had $15,000 to spend on export 


| sdvertising, we went after him.” 
| The agency has enjoyed a ren-| 
|aissance in the post-World War II 

| years, 


Mr. Palmer reported that} 
business has increased every year | 
for the past seven years. The 
agency currently has a list of 37 
clients, in addition to American 
Cyanamid, including Owens-Cor- 
ning Fiberglas, Formfit, Best | 
Foods, Eversharp, Norton Behr- | 
Manning and Smith-Corona. 


® Foreign Advertising has a rath-| 
er illustrious history. Founded in | 
Detroit in 1903 by Maurice Peer- | 
less, the agency moved to New | 
York in 1916. In its early history | 
it worked for several of the auto- 
motive manufacturers. It handled 
Westinghouse for many years and 
it was the Standard Oil of New | 
Jersey agency in Latin America | 
before McCann-Erickson took over | 
the account in the mid-1930s. 

At one point, the agency em- 
ployed as many as 70 people. It | 
‘also had, at one time, offices in| 
| Britain, Argentina and Brazil; the | 
London office had 70 employes it- | 
self. 


s The overseas offices were closed 
shortly before the start of World 
War II. Foreign’s branch in Bra- 
zil developed into Inter-Ameri- 
cana Publicidade, now one of the 
leading agencies in Brazil. Buenos 
Aires was reopened in 1946 and | 
closed again in 1949. The manager 
of this old office now has his own 
agency, Yuste Publicidad, one of 
the leading Argentine agencies. 
Both Inter-Americana and Yuste 
are affiliates of Foreign. 

Joe Palmer joined Foreign Ad- 
vertising in 1935. He became pres- 
ident after the retirement of Mr. 
Peerless in 1951. His brother, 
Harry Palmer, joined the agency in 
1947 and worked as a vp until his 
death in 1955. # 


Lion Oil Names French 

Lion Oil Co., El Dorado, Ark., 
a division of Monsanto Chemical 
Co., has named French & Shields, 
St. Louis, as its agency, effective 
April 1. Ridgway Advertising Co., 
St. Louis, is the previous agency. 


Premiums Boost Prunes 


The California Prune Advisory 
Board is using a consumer maga- 
zine, trade papers and spot tele- 
vision to promote the first premi- 
um offer for California prunes. A 
tie-in ad with Spam in the March 
issue of Ladies’ Home Journal, plus 
ads in Chain Store Age, Progres- 
sive Grocer and Supermarket 
Merchandising promote the pre- 
mium, a plastic serving and stor- 
age jar. Spots on NBC-TV’s 
“Today” show, and point of sale 
displays will support print adver- 
tising. Botsford, Constantine & 
Gardner is the agency. 


Isaac Opens Oftice 

Marijean Isaac, formerly of the 
public relations department of 
BBDO, has set up her own radio-tv 1 
service, Radio-TV Publicity Asso- | 
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ciates, with offices at 335 E. 54th 
St., New York. She will handle in- 
dividuals and companies which are 
interested in free radio-tv men- 
tions and interviews. 


Chirurg Moves Boston Office 

James Thomas Chirurg Co. is 
moving its Boston headquarters to 
a new building on Route 9, Chest- 
nut Hill, Mass. The move to the 
Boston suburb is expected to be 
completed May 1. 


SIMPSON-REILLY, LTD. 
Publishers Representatives 
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ISCO CENTRAL TOWER 


BLANKET 
COVERAGE 


OF METROPOLITAN 
MEMPHIS! 


METROPOLITAN 
MEMPHIS 


163,930 


a 


FAMILIES 


576,700 POPULATION 


198,757" 


11,275" 


Circulation 


Combined Daily 


Circulation 
Sunday 


SRDS, 11-15-58 
*ABC Audit 3-31-58 


PLUS: 59% Family Coverage of the 61 
Major Towns (Exclusive of Memphis) in the 
21/2 billion dollar Memphis market. 


TOTAL PAID CIRCULATION: Combined 
Daily 356,433, Sunday 255,182. 


ABC Publisher's Statement 


“To Sell the South You 
ss 3HE 


COMMERCIAL APPEAL 


3-31-58 


Must Sell Memphis.” 
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_ PRESS-SCIMITAR 


SCRIPPS-HOWARD NEWSPAPERS 


million in grocery money. 


Represented Nationally by THE 


bill . . . one check, Combination rate gives sav- 
ings up to 10% on each ten thousand lines. 


For coverage in the Peach State, it’s Atlanta plus 


OeorgiaOroup 


AUGUSTA Chronicle and Herald 
COLUMBUS Ledger and Enquirer 
MACON Telegraph and News 


FOOD SALES? 


245 million in Georgia's money belt 


Buy the Georgia Group to blanket the Augusta- 
Columbus-Macon retail trading area . . . with its $245 


It’s one order . . . one 


U 


BRANHAM COMPANY 
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Top 100 Outdoor Advertisers: 1958 


Source: Outdoor Advertising Inc. These are estimated figures 
based on information obtained from available sources. 


1958 1957 1958 1957 
1. General Motors Corp. .........00.. $8,898,446 $8,699,214 | 51. Crown Zellerbach Corp. ............ 487,268 424,101 
2. Ford Motor Co. oocee.ccccsssssssssseeseee 6,621,615 6,649,669 | 52. Jacob Ruppert... 475,000 408,220 
3. Anheuser-Busch ........:csccssesseesseesees 4,145,503 3,657,259 | 53. Phillips Petroleum Co. ... 465,500 409,420 
r% | OY ean 3,227,880 3,119,194 | 54. National Biscuit Co. one 451,020 
Ro ES pea an gel 3,221,598 3,406,400 55. Wilson fare : corererecseseeessserers 432,608 —— 
6. Philly PMOTHES csennesnsnsissnsenenetnes sseraar «= ganaen | SS Merten Pape WS -......... 40806 
Pp $ ’ ’ 
7. Wm. Wrigley Jr. Co. .....:cccccceceees 2,293,025 2,178,904 57. Peart Brewing Co. , OU eae 412,035 375,641 
- : a Al 58. Lone Star Brewing Co. .........00 399,662 394,088 
8. National Distillers & Chemical = bo ttt Co 397,000 397.000 
OIG | seieiatidinensnitntiintinanens 2,082,055 2,582,384 | 60. Standard Brands ...........cccccee 375,639 346,140 
9. Distillers Corp.—Seagrams ...... 2,062,828 3,222,435 EE BE Ie GR .  vcaccwsiiesscccosssveovncess 374,334 369,166 
10. American Oil Co. wc 2,061,216 1,916,951 GB) BHO DeRe Gee cxsecsscoscescccresecieose 369,000 -_— 
11. Theo. Hamm Brewing Co. ............ 1,797,000 1,855,787 63. Sterling Brewers oo... 365,625 
12. Falstaff Brewing Co. «2... 1,730,000 2,204,878 BH, Di PURO GO... crricivesisrsssiesovestscsss 356,185 380,146 
13. Jos. Schlitz Brewing Co. ............ 1,712,466 1,529,722 65. Canada Dry Corp. .....cccccccceee 353,197 525,040 
BA, TD TDS crteasasetmnianiesibasvaantavesgsne 1,611,215 1,518,789 66. Howard Johnson Co. .........0006 342,219 362,732 
15. Affiliated Distillers Brands Corp. 1,551,893 3,153,056 te I MS ak sc, ccsvechecnannere 339,645 340,829 
16. Esso Standard Oil Co. of NJ. .... 1,414,312 1,505,452 | 68. Genessee Brewing Co. ......... ‘eatl 326,572 275,225 
17. General Tire & Rubber Co. ........ 1,370,093 1,379,135 GR, Wie Be WR, GON esrescsrccnesicrcctarciessee 321,909 368,479 
18. Continental Baking Co. .............. 1,343,447 1,146,900 70. Ward Baking Co. «00... 320,414 773,703 
19. Lucky Lager Brewing Co. ............ 1,336,631 1,482,126 71. Libby, McNeill & Libby .............. 309,311 356,629 
20. Liebmann Breweries ................... 1,278,213 1,133,935 72. State Farm Insurance Co. .......... 308,614 
21. Standard Oil Co. of Indiana .... 1,205,803 1,123,356 | 73. Goebel Brewing Co. .........0..... 307,739 252,997 
22. American Tobacco Co. .............0 1,184,176 953,341 Pe, Ne GO inderetdi rterttieriocanees 301,460 235,926 
23. Miller Brewing Co. ........cccce 1,172,000 1,009,126 75. Standard Oil of Ohio ................ 291,658 273,881 | 
24. F. & M. Schaefer Brewing ............ 1,113,438 1,041,861 | 76. Studebaker-Packard Corp. ........ 275,618 775,704 
25. P. Ballantine & Sons 0.0.0... 1,108,881 995,553 77. Sicks Seattle Malting & 
pL ee 1,051,839 975,718 Brewing Co. .....c Saas 274,055 303,747 
27. Pabst Brewing Co. .......0..0. “a 954,964 858,371 78. C. Schmidt & Sons ...........0.0 : 264,155 241,081 
28. American Bakeries Co. ................ 940,771 956,687 79. Pfeiffer Brewing Co. ..........c00 259,257 
29. National Dairy Products Co. ...... 932,939 2,862,074 80. E. |. du Pont de Nemours ............ 252,052 244,000 
30. Cites Sorvbew CO. vcseccesssssscecsssoeess 876,190 322,087 Bl. Drake Bakeries ..........:.ccccccceses 250,200 239,500 
31. Richfield Oil Corp. (California) 830,382 800,347 82. Stegmaier Brewing Co. .............. 235,231 
32. Atlantic Refining Co. ...........c00 814,398 878,528 83. Glenmore Distillers Co. .............. 234,768 229,300 
33. Quality Bakers of America Co-op. 804,212 664,658 84. National Sugar Refining Co. .... 234,470 
34. Hiram Walker-Gooderhom & Worts 785,088 671,442 85. Richfield Oil Corp. (N.Y.) ............ 231,000 488,000 
OSE a ae 751,056 636,418 86. Burger Brewing Co. «0... 227,751 
ee eee 734,189 1,333,508 87. International Harvester Co. ....... 225,566 499,855 
37. Beatrice Foods Co. ..scessscesissssees 731,007 I ea 223,465 m25.006 
Fy Ns venssetiisesersersvewrenites 671,204 89. Campbell Taggart Associated 
39. Interstate Bakeries oo... 667,738 654,348 ee mm, 
40. General Foods ............csccrsscsseses 655,822 1,283,781 90. Trans-World Airlines. .............0.... 218,829 341,125 
41. Duquesne Brewing Co. .........000. 650,000 650,000 91. McKesson & Robbins .................... 214,241 
42. Continental Oil Co. occ ee 647,916 524,296 | 92. Mogen David Wine Corp. .......... 213,605 234,213 
43. Sinclair Refining Co... 631,272 945,302 93. James B. Beam Distilling Co. ...... 212,016 
44. Tidewater Oil Co. .......ccceccececeee 615,486 839,310 94. Foremost Dairies ..............000 211,689 ee 
45. Brown-Forman Distillers Corp. .... 598,830 704,311 95. West End Brewing Co. .............. 209,080 2 
46. Stroh Brewery Co. .....ccceeceeeens 588,156 560,956 BD TRI acaedcttaiettiecinoractssescncciecene 203,481 ——. 
47. Ralston Purina Co. ......ccccceecees 577,047 332,207 97. Pittsburgh Brewing Co. ................ 203,000 — 
48. Jackson Brewing Co... 573,640 548,530 9B. Oertel Brewing Co. oo... 198,298 oa 
49. Hudson Paper & Pulp Corp. ...... 544,222 PP. Raver Bree. osecccccssssccessesseceesiessseans 198,000 _ 
TR Pe. G0 sictictercrte cece 540,633 482,876 | 100. Borden Co. o..cccccccccesceeereneenees 197,554 —-—— 
|ishes, medicines and proprietary 


Number of Net 
TV Users Again 
Shrinks in ‘58 


(Continued from Page 1) 
modest budgets, and (5) strong 
competition from spot tv and par- 
ticularly from syndicators. 


# Procter & Gamble was again by 
far the biggest spender in 1958 
with a gross time outlay of $50,- 
638,647, against $47,046,000 in 1957. 
This figure was better than double 
the two runners-up, both of which 
are P&G competitors. 

In second place was Colgate, 
with $22,857,497. Fifth placer in 
’57, Lever moved up to third with 
an increased budget totaling $21,- 
958,373. 

Others in the top ten: General 
Foods with $20,733,118; General 
Motors, with $20,593,366; American 
Home Products, with $20,507,683; 
Gillette Co., with $16,132,360; Bris- 
tol-Myers Co., with $16,072,802; 
R. J. Reynolds Tobacco Co., with 
$16,002,213, and Chrysler Corp., 
with $14,341,471. Ford Motor Co. 
was eased out of the top ten and 
into 11th place with a slightly 
shaved budget. There were 238 ad- 
vertisers who spent $25,000 or 
more on network tv last year. 


= There was a big spurt in net- 
work tv activity for GM, which 
stepped up its 1957 spending by 
approximately $8,000,000. 

Most bullish categories last year 
for the medium were food, toilet- 
ries and toilet goods, smoking ma- 
terials, soaps, cleansers and pol- 


|remedies and autos, 


auto acces- 
sories and equipment. 


= The latest figures on brand ex- 
penditures, covering the fourth 
quarter of the year, showed Ana- 
cin getting the heaviest push with 
a network tv time bill of $3,235,- 
389. Bufferin was $1,000,000 or so 
behind with $1,898,989. Bayer as- 
pirin came in at $1,330,117. 

Viceroy outspent the competi- 
tion in cigarets at $2,143,971. In 
autos, the first placer was Chevro- 
let with $2,073,918. For detergents, 
soaps, etc., it was Tide leading 
with $1,754,713. # 


Coventry, Miller Resumes 
Operations after Fire 

Coventry, Miller & Olzak, Chi- 
cago, was back in business five 
hours after a fire burned through 
its quarters March 9, damaging 
many of the offices and causing 
smoke and water damage to fin- 
ished artwork and other advertis- 
ing material. Space for emergency 
operations was made available 
immediately from Caples Co., a 
next-door neighbor, which offered 
Coventry, Miller an entire floor in 
an adjoining building. According 
to Cliff Coventry, agency presi- 
dent, many others in the art studio 
and advertising fraternity offered 
space and manpower assistance. 
Some agency members are operat- 
ing from these quarters. 

Plans for reconstructing and re- 
modeling are under way. The 
agency temporarily will headquar- 
ter at 676 N. St. Clair St., Chicago. 


‘Playboy’ Names Koldyke 

Playboy has appointed Martin 
J. Koldyke, formerly with Red- 
book, to its New York advertising 
sales staff, 


Spending of Top 
‘100 in Outdoor 
Dipped 9% in ‘58 


(Continued from Page 1) 
Products, which dropped to 29th 
place. 

Distillers Corp.—Seagrams Ltd. 
took ninth place in 58, dropping 
into that position from fifth place 
in ’57. 

American Oil Co. became No. 10 
on the ’58 list, displacing Falstaff 
Brewing Co., which moved into 
12th position. 

Major advertisers on the 1957 
list that are not included in the 
1958 list of the 100 largest users 
of outdoor include: Admiral Corp., 
Bristol-Myers, California Packing 
Corp., Carling Brewing Co., Curtiss 
Candy Co., Dormeyer Corp., D-X 
Sunray Oil Co., General Electric 
Co., Safeway Stores, Scott Paper 
Co., Socony Mobil Oil Co., Stand- 
ard Oil Co. of Calif. and Sun Oil 
Co. 

This is not considered unusual. 
OAI said there is a _ continual 
movement of advertisers in and 
out of the medium, and that the 
1958 turnover was not notably dif- 
ferent from that of other years. 

It reported recently, however, 
that the medium’s total national 
sales volume for '58 was about 
3.7% less than in 1957, when the 
over-all total was $117,000,000. # 


Michelin Tire to Mann-Ellis 
Michelin Tire Corp., French 


tire manufacturer, has appointed 
Mann-Ellis, New York, to handle 
its advertising. 


Kk. 
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LEENEX 


Pops up-in 


BIGGEST—Kimberly-Clark Corp., Neenah, Wis., launched in the first 
week of March what it believes to be the largest sustained outdoor 
advertising campaign in the U. S. 
intensities to 300 showings during the six-month campaign. At the 
same time spectacular bulletins like this will rotate to 24 key market 
areas. Foote, Cone & Belding is the agency. 


The program will build coverage 


(Continued from Page 1) 

| American in 1958), time is an im- 
portant factor, but Mr. Rheinstrom 
said he does not see how a deci- 
sion can be reached by this week 
—or even by next week. 


s American's separation from 
L&N follows by exactly one year 
the return of Mr. Rheinstrom to 
the company from J. Walter 
Thompson Co., where he was su- 
pervisor on Eastman Kodak and 
a key figure in the acquisition of 
such accounts as Douglas Aircraft, 
Northeast Airlines and Continen- 
tal Airlines. He previously had 
| worked at American for 18 years. 
In rejoining American, Mr. 
Rheinstrom was given the top ex- 
|ecutive post under C. R. Smith 
‘and a free hand in running the 
|sales and advertising operations. 
One of his first moves was the 
appointment of John E. Brady as 
director of advertising. Mr. Brady 
was formerly with Donahue & 
Coe and General Foods. He re- 
placed Shepard Spink, who suc- 
ceeded James H. Cobb in 1957. Mr. 
Cobb is now general manager of 
Burke Dowling Adams Inc. 
Another consequence of Mr. 
Rheinstrom’s return to American 
was Lennen & Newell’s removal of 
Bill Smith from his client contact 
post. Mr. Smith has not been call- 
ing on American since September. 


s It was Mr. Cobb who presided 
over American’s last agency com- 
petition in 1955. American's de- 
parture from Ruthrauff & Ryan 
after 17 years resulted in a $1,- 
000,000 lawsuit which brought to 
light the unusual! conditions under 
which R&R had obtained the ac- 
count. 

P. P. (Pete) Willis, who filed 
the suit against R&R, handled 
American’s advertising from 1930 
to 1937, when he headed his own 
agency in Chicago. In 1938, after 
he dissolved his agency, he was 
authorized by C. R. Smith to select 
another agency. According to Mr. 
Willis’ allegation in the suit, Mr. 
Smith told Mr. Willis: “Pick an 
agency and make your own deal 
with them.” 

Mr. Willis joined R&R April 1, 
1938, under a contract which spe- 
cified that he was to get $1,000 a 
month, plus one-third of the gross 
commissions that exceeded $18,- 
000 in any six-month period. The 
contract was to be in effect until 
he died or R&R lost the account. 


s Mr. Willis left R&R in 1946 to 
become director of advertising of 
American. The agency then 
stopped payments to Mr. Willis. 
In his suit Mr. Willis claimed the 
contract had never been terminat- 
ed and he asked for the back pay- 
ment of commissions from 1946 
until the loss of the account in 
1955. 

Replying to the complaint, R&R 
said the contract was terminated 


Y&R Heads Standbys | 
at American Airlines 


by a document signed by Mr. Wil- 
lis in 1946. The Illinois appellate 
court upheld the agency in 1957. 


® It would be difficult to fault 
Lennen & Newell on the basis of 
American’s recent performance. 
Its advertising has been generally 
admired in airline circles, and it 
continues to hold volume leader- 
ship. Eastern flies more passengers, 
but American leads in revenue 
passenger miles. 

American, which recently flew 
its 75,000,000th passenger, carried 
7,782,912 passengers in the 12 
months ended Nov. 30. In the 12 
months ended Sept. 30 its income 
before taxes rose by $1,500,000 to 
$26,286,000. In addition, it is the 
leading air freight carrier, having 
logged 604,000,000 revenue ton 
miles in the 12 months ended Aug. 
31, compared to 581,000,000 for the 
runner-up, United Air Lines. 

American leaves Lennen & 
Newell in the midst of the greatest 
advertising campaign in the air- 
line’s history—the introduction of 
jets. American put both Lock- 
heed’s turbo-prop Electra and Boe- 
ing’s 707 jet into service in Janu- . 
ary. It is currently flying nine 
Electras and six 707s, giving the 
airline an equipment lead over 
competitors. 

According to the company, the 
jets have won fabulous acceptance. 
The scheduled airlines are consid- 
ered to be doing well when they 
can fill 68% of seats; American’s 
707s have been flying at 96.2% 
capacity, 


® American has a fleet of 200 air- 
craft, and it expects to be all-jet 
by 1962. 

To introduce the jets, American 
has been using double-truck color 
ads in magazines and pages in 
newspapers. It has also been run- 
ning a heavy direct mail campaign, 
supplemented by “Jets are com- 
ing” posters. Before the year is 
out American expects to have jet 
service to and from eight cities— 
New York, Los Angeles, San Fran- 
cisco, Washington, Boston, Balti- 
more, Chicago and Dallas. 

American has long been a dom- 
inant user of newspaper space, and 
it has also become a major radio 
advertiser through its “music to 
dawn” disc jockey shows on CBS 
and major independent stations 
throughout the country. It cur- 
rently is using radio spots by Bob 
Considine in the jet campaign. 

Operating in a field where there 
is no price competition, American 
has been a consistent innovator. It 
inaugurated the Royal Coachman 
and Mercury services and has seen 
many of its ideas copied by com- 
petitors. # 


Allied Names Ladd, Southward 

Ladd, Southward & Bentley, Chi- 
cago, has been appointed to han- 
dle advertising for the Kalamazoo, 
Mich., mill of Allied Paper Corp. 
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THe ADVERTISING MARKET PLACE 


Rates: $1.25 per line, minimum charge $5.00. Cash with order. Figure all cap lines 
(maximum-—two) 30 letters and spaces per line; upper & lower case 40 per line. Add 
two lines for box number. Closing deadline: Copy in written form in Chicago office 
no later than noon, Wednesday 5 days preceding publication date. Pacific Coast Repre- 
sentative (Classified only); Classified Departments, Inc., 4041 Mariton Ave., Los 
A s ” A ; 


2-0287. Closing deadline Los Angeles Monday noon, 7 days 


preceding publication date. Display classified takes card rate of $18.75 per column 


iach, and card discounts, size and frequency apply. 


AVERAGE PAID CIRCULATION FOR 
6 MONTHS ENDING DEC. 31, 1958 


HELP WANTED 


44,313 | 


{ HELP WANTED 


PRINTING SALESMAN 
We can use a good salesman who con- 
trols some catalog business. Age is no 
barrier. Our plant is a fine quality letter- 
press operation. Particularly interested 
in industrial accounts. 
Box 2346, ADVERTISING AGE 
200 E. Lilinois St., Chicago 11, Illinois 

BPACE SALES—CHICAGO TERRITORY 
Top publisher trade magazines needs ad- 
ditional high calibre man in Chicago of- 


fice. Prefer previous businesspaper sales, 
but will consider others. Salary plus in- 
centive arrangements and strong long 


term opportunity. Send resumes prompt- 


ly to: 
Box 2272, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


BARNARD'S 
Nation-wide Placements 
In Advertising and Related Fields 
Exec. Copy, Art, Production, Editorial, 
PR, TV-Radio, Sales, Secretarial, Etc. 
Call Miss Barnard 
WA 2-2206, 202 8. State St., Chicago 4 


Experienced man of proven ability in 
marketing and 
grocery store items to assist Marketing 
and Advertising Manager of nationally 
known pet food company. Salary com- 
mensurate with top level ability, Confi- 
dential. Address Burten Hill, President, 
Hill Packing Company, Topeka, Kansas 


ART DIRECTOR & PRODUCTION MGR. 
Male. Experienced. Must be able to con- 
trol quality of art and production in_an 
established and growing corporation. Ex- 
cellent starting salary with stock owning 
possibility to right man. Profit sharing 
plan. Send resume to: D. R. Light Asseo- 
clates, 1511-15th Street, Moline, Illinois. 
Young account executive needed. Small 
rowth agency specializing in field over- 
fooked by larger agencies, Salary not big 
to start; increase based on ability. 
Box 2342, ADVERTISING AGE 

630 Third Ave., New York 17, N. Y. 

ADVERTISING ART SALESMAN 
Sole owner of fast growing co-operative 
art studio has partnership available to 
salesman with $30,000-$40,000 year vol- 
ume. No investment required. Send com- 
plete resume of experience. 


Box 2341, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
ACCOUNT 
EXECUTIVE , 
idl rowing smaller agency, serving 
Iedustvial peta Bw in Middle Atlantic 
States, needs man between 30 to 45 for 
new business and service, Some produc- 
tion background preferable. Salary open. 
Excellent future. All replies confidential. 
Send resume to Foster and Green, Inc., 
16 E. Chase St., Baltimore 2, Md. 
Prominent Midwest advertising agency Is 
interested in adding competent radio- 
television writer to its air media depart- 
ment, Prefer experienced male thirty or 
over, Please advise personal data and 
background, samples of recent copy, de- 
tails of experience, salary requirements. 
All replies confidential. Write to 
Box 2344, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
ADVERTISING SALESMAN 


Unusual opportunity in Loop Executive | 


office for a sharp, aggressive man under 
30. Large industrial real estate firm with 
diversified interests is seeking a young 
man, college preferred, for sale of space 
in its established external Magazine. This 
ublication is principal promotion media. 
Writing and layout experience very ben- 
eficial. Also work directly for Sales Man- 
ager in sale and promotion of industrial 
real estate. Good starting salary plus 
merit bonus. Car allowance. Excellent 
company benefits. Call Mr. Long, RAn- 
dolph 6-2232, Chicago. 


advertising pet food or) 


COPYWRITER WANTED 


Substantial 4A agency needs young man 


with a head for ideas and a flair for ef- 
fective writing. Advertising agency ex- 
perience or experience in an advertising 
department desirable. Excellent opportu- 
nity for writer who can prove it on pa- 
per. Our own people know about this ad. 
Send details to 
Box 2343, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
EXECUTIVE & CLERICAL 
EXPERIENCED & TRAINEE 
Publishers Employment 
4169 BE. Ohio St., Chicago, SU 7-2255 
FARM ADVERTISING 
| Large eastern mfg. and dist. of feed, fer- 
tilizer, seed, ag. chemicals, etc., seeks an 
|} experienced man to produce newspaper 
jadvertising and p. o. p. materials and 
| promote and supervise their use by com- 
pany-owned chain. Ag. journalism degree 
plus 3-5 years adv. experience add up to 
about what this job needs 
Box 2345, ADVERTISING AGE 
630 Third Ave., New York 17, N. Y. 


MOLENE 


Editors Public Relations 
Copywriters Advg. Managers 
| Artists Media Production Service 


“All is grist, which comes to our mill’ 
Andover %-4424, 105 W. Adams St., Chgo 3% 
SPACE BUYER 
| Fast growing Midwest advertising agency 
| needs experienced person to buy time 


j and space, and supervise media clerical | 
Send complete | 


personnel. Salary open 

resume including compensation desired. 
Box 2340, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 
SINCE 1919 

| PROMOTION & PUBLICITY 

Agency or Industrial 


experience han- 


Develop merchandising sales new prod- 
ucts and processes. Soft gds. 


programs dealer displays 
Contact Art Weil 
Monarch Personnel 
28 E. Jackson WAbash 2-9400 
Chicago 4, Il. 


POSITIONS WANTED 


POSITIONS WANTED 


Advertising Age, March 16, 1959 


REPRESENTATIVES WANTED 


ADVERTISING, MARKETING, 

SALES TRAINING EXECUTIVE 
Has complete charge all Adv. & Sales 
Training work for large mfg. with nat’l. 
distribution. Thoro knowledge of selling 
to businesses thru Co. operated branches 
ih franchised dealers. Works closely with 


home office & field sales force. Knows 
all phases of running a business because 
of experience in actg., engineering, pro- 
duction & sales. Seeks position as Adv. 
Mgr. or Acct. Exec. 
Box 2355, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


QUALIFYING ROUNDS COMPLETED 
|M.B.A. graduating Harvard Business 
| School June. Two years industrial copy- 
writing experience. Desire challenging 
position with agency or company mar- 
keting staff. Age 27, married. Contact 
W. M. Rusch, 47 Murdock Street, Brigh- 
| ton 35, Mass 

JOURNALIST COPYWRITER-L.A. 
Young woman with Jour. degree. 7 yrs. 
exp. incl. trade mag & tech. writing, 
wants job w/estab. firm. HO 2-1861 (Los 
Angeles) 


PUBLIC RELATIONS EXEC.— Mature 
man, 22 yrs. exp. all phases publicity and 
|public relations, A-1 administrator. Top 
}contacts business leaders in Chicago, 
Dallas and Denver. Excellent references 
Pref. agency or large business. Could 
invest. 
Box 2304, ADVERTISING AGE 
200 E. Lllinois St., Chicago 11, Illinois 


| Adv Asst-13 yrs retail & national news- 
| paper background. Creative copy, layout, 

direct mail, market research, merchan- 
| dising, publicity. Working knowledge of 
}art and painting production, married, age 
|40 will go anywhere. Write-wire-phone 
| Wayne Jerdon, 20 Victory Drive, Hamil- 
| ton, Ohio. Twinbrook 4-4005. 


} INDUSTRIAL WRITER-CHIEF-AE 

| Former agency vp. 20 yrs. top agencies, 
|major accounts. Available full or part 
|time, agency or mfg. Sal. range $18-20,- 


Box 2357, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


SMART WOMAN 
Sales Promotion, experienced all phases, 
| programs, in-store material, publicity, 
merchandising, manufacturers and agen- 
cies. Knowledge retailing, supermarkets, 
foods, fashions, diversified product pro- 
motion. 
Box 2359, ADVERTISING AGE 
630 Third Ave., New York 17, N. Y. 

| ART DIR., ARTIST-Southern boy would 
like to return to his own South or South- 
| west in Agency or top Art Dept. 7 years 
exp., 25, married; modern, crisp, creative 
| layouts, finish in any med. $8,000 to $9,- 
| 000. 


Box 2354, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


COPYWRITER-EUROPE BOUND for 6) 


| months, seeks challenging assignment. 
| Box 2352, ADVERTISING AGE 
| 630 Third Ave., New York 17, N. Y. 


MARKETING, SALES, 
PUBLIC RELATIONS DIRECTOR. Now 
V.P. and Sales Manager medium sized 
advertising-marketing agency. 14 years 
diversified experience industrial, con- 


to locate, influence, sell. Want challenge 
and opportunity. Can produce and prove. 
Married. Age 39. Will relocate. 
Box 2356, ADVERTISING AGE 
630 Third Ave., New York 17, N. Y. 


$13,000 


dling Government and Indust. Accounts | 
MARKET RESEARCH ..$12,000 


CAN YOU TOP THIS? 


@ Remember when the function of 
a panel was to shut up? 


® Security is auppened to keep a 
roof over our heads. Actually, it 
only piaces a ceiling on our brains. 


Cocktail lounges are considering 
side-entrances for men. 


I remember that when teen-agers 


were “breaking out” it meant 
they had pimples. 

@ When exercising their rights, 
people never tire. 

@ Split-personality Paranoia 


..» Psychosis. Do you recall when 
it took two to make a quarrel? 


© I wept, because I had no shoes 
and then I met a man who had 
no car. 
® Alternate side-of-the-street mug- 
ging will be waived during the 
-Y. Spring Festival. 


The yp ey who wrote these and 
many other lines needs work. 


33, 4 yrs. 


exp. TV/PRT Drugs, 


Food/Bev., Soap, Services 
Box 451, Advertising Age 
630 Third Ave., New York 17, N. Y. 


Traditionalists would say we 


working with him. 


exceptional. Your family will 


LARGE MIDWEST AGENCY WANTS THREE GOOD “AD-MAKERS” 


want one copy supervisor and 


two art directors. Not the way we see it, however. This copy 
guy thinks of good visual ideas to match the sparkling words 
he writes; he also knows how to coax the best from writers 


The art guys pride themselves in creating picture situations 
that communicate the sales idea as well as stop the readers. 
They may show a healthy amusement at their art awards. 
They are visual communicators, not designers. 


Our clients are big—usually biggest in their fields. Their 
budgets are big and they like big ideas. 


Our offices are “creative conditioned”; so is our management. 
The pay is good and the creative group you will work with is 


like our town. 


If you are an “Ad-Maker” we'd like to talk to you. Tell us 
about yourself in a long letter. And, if you will, attach proofs 
of your six best ads. We promise a prompt reply. Box 442, 
Advertising Age, 630 Third Avenue, New York 17, N. Y. 


Versatile A.M. or A.E. idea man. Good 
copy. Knows prod., layout, publicity, ex- 
hibits. Top merchandiser. Big budget ad- 


| min, constr. eqpt. auto parts. Family, re- 


locate. 
Box 2348, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
METAL-WORKING MARKET 
|Research and promotion working mer. 
| with top record sales experience avail- 
able. Efficient, effective, young, no hur- 
ry, wants this to be first and last change. 
Quality magazine, manufacturer or agen- 
cy. 


Box 2358, ADVERTISING AGE 
630 Third Ave., New York 17, N. Y. 


Advertising Space Sales, heavy experi- 
ence, N.Y. and East territories. Excellent 
record. Familiar with agencies. 
Box 2327, ADVERTISING AGE 
630 Third Ave., New York 17, N. Y. 


ADVERTISING, | 


sumer products, all channels of sale. How | 


PUBLIC RELATIONS MAN 14 YRS. 
| Strong, all branches: corporate, writing, 
| publicity. B.A. Journ., Available soon. 
| Box 2347, ADVERTISING AGE 
| 200 E. Illinois St., Chicago 11, Illinois 
| MARKETING OR ADV. MANAGEMENT 
| Network, agency, direct mail experience 
| Admin. detail man, age 36, degree, $10M. 
Box 2351, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
EXPERIENCED SALES PRODUCER 
Executive ability merchandise back- 
ground, wants challenging opportunity, 
excellent liaison. 
Box 2349, ADVERTISING AGE 
630 Third Ave., New York 17, N. Y. 


P-O-P DISPLAY in CONTINUOUS-ROLL 
Versatile, flexible medium; colorful, eco- 
|nomical. We specialize in flexographic 
| printing for display, made up in continu- 
| ous-roll, flat or corrugated. If you con- 
tact large accounts, our DISPLAY-FLEX 
| can result in many extra sales and prove 
|good income builder for you. FULLER 
| DISPLAYS, INC., 5-39 48th Avenue, Long 
| Island City 1, N. Y. 


SALES REPRESENTATIVES WANTED 
For “Clear-Stix” transparent acetate self 
adhering POP signs. Chicago, Southern, 
New England and other territories open. 
Transparent Advertising Corporation, 
2300 College Pt Causeway, Flushing 54 
| NY OR See us at the POPAI Show, 
Booth 74. 


REPRESENTATIVES AVAILABLE 
Let Successful Publisher's Representative 
Sell Space in Ohio, Western Penna., 
Eastern Michigan, Western N.Y. State, 
For Your Audited Business Publication. 
Established Office, Experienced Staff. 

Box 2141, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
TV AND THEATER MOVIE PRODUC- 
ERS: Could you use aggressive sales rep 
in Far Eastern countries? Career sales 
opportunity desired. Write me (AIR 
MAIL, please). V. V. Harton, P. O. B 
| Kokubunji, TOKYO, JAPAN 


BUSINESS OPPORTUNITIES 
To The agency owner who thinks he can 
never retire. We want to buy an agency, 
East of Mississippi - earning $75,000 per 
year. Replies confidential. 

Box 2359, ADVERTISING AGE 
630 Third Ave., New York 17, N. Y. 
Wanted to buy all or control of estab- 
lished Trade Publication. Publishers Asso- 
ciates, 21 E. Van Buren St., Chicago 5, 
Illinois 
FOR SALE: Media Properties: Radio sta- 
tions as low as $30,000 total price; televi- 
sion stations from $450,000; monopoly 
market (small) radio and newspaper 
combination, terms. Chapman 
Company, W. Peachtree, Atlanta; 
205 W. Wacker, Chicago; 1270 Avenue 
Americas, New York. 


| AD MGR./ACCT. EXEC, 
Experienced advertising-promotion man. 
Strong dealer service background. Crea- 
tive, energetic. Agency and company 
marketing experience ...dog food, feed, 
veterinary pharmaceuticals, Ag chemi- 
cals, farm equipment. Able writer all 
Media 
Box 2350, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
ADVT-SALES PROMOTION EXEC. 
|12 yrs. ind-cons. exp. Now employed. 
Top record; refer. Creative; A-1 admin. 
Will relocate. Prefer Wis., Minn. 
Box 2353, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


IF ADVERTISING IS YOUR BUSINESS 
PLACING YOU IS OURS! 


Melba, Over 


Specialized Personnel Service, Inc. 
629 EUCLID AVE. CLEVELAND 14, OHIO 
Serving the Midwest for over 20 years 


%e + 1% = 1? 


Not necessarily. Finding this copywriter 
who has both the advertising know-how 
and the housewife’s viewpoint may turn 
some good tricks for you, add a big X to 
your figures... 


Top agencies have used me full-time for 
both TV and print, but just now I yearn 
for free-lance. For resume, write Mrs. 
MFS, 9300 S. Winchester, Chicago 20, Il. 


ADVERTISING 
PRODUCTION 


Young man to assist produc- 
|| tion manager on weekly busi- 
ness publication. Some back- 
ground in graphic arts re- 
quired. State qualifications 
briefly. Excellent benefits in 
addition to good salary. 


Box 455 
ADVERTISING AGE 
200 E. Illinois St. 
Chicago 11, Illinois 


SALES PROMOTION AND 
SALES TRAINING AGENCY 
| NEEDS A WRITER 


who can work alone or with a team 
in meeting a creative challenge and 
a ideas into workable (and 
|] saleable) plans and collateral ma- 
} terial. 


Though we are heavy in major ap- 
pliance and food distribution ac- 
counts, you will have an opportunity 
to think and work in many interest- 
ing fields. Our address is Michigan 
Avenue, but our staff (who know 
of this ad) are shirtsleeve creative 
men. We need two juniors or one 
top ranking pro. Write in confidence 
to Box 453, Advertising a 200 E. 
Illinois St., Chicago 11, Ill. 


DISPLAY SALESMAN 


Excellent opportunity for a man with cre- 
ative sales background sell permanent 
int-of-sale displays, for a rapidly grow- 
ng or jon idered one of the 
leaders in its field, located in Metropoli- 
tan New York Area. 
Please furnish complete résumé. Replies 
held in strict confidence. Box 432, AD- 
VERTISING AGE, 630 Third Ave., New 
York 17, N. Y¥. 


MISCELLANEOUS 
ZINC, LINE, HALFTONE, CUTS 
(for conventional, printing, gold stamping) 
6 Square inches $1.60 
Write for FREE catalog containing sam- 
ples of our work, rate card. 
GALLAGHER’'S ENGRAVERS 
P.O. Box 115, Hazleton, Pa. 


Ultra smart new studio bidg-2216 Cleve- 
land Ave. 2 lg. bedrms, fireplaces, super 
deluxe electric kitchen, utility room, 
dishwasher, bar etc. Bldg. open for in- 
spection first, second and third floors. 
Wh 4-8846, Chicago. 

Monthly House Organs promote good will 
and increase sales. Samples free. Sals 
Reps wanted. Luther Kohr Enterprises, 
517 Curtis Drive, Morrisville, Pa. 

NOW get saturation coverage on Radio & 
TV Contest Shows in So. Calif. & West at 
low cost. Write Roberts & Gail, 5880 Hol- 
lywood Bivd., Hollywood 28, Calif. 


WANTED 
2 EXCEPTIONAL PEOPLE 


1) Food Marketing—30 yrs. or un- 
der. 4 or more yrs’ agency exp. 
Now employed as Ass’t 4 
Mgr or A/E. Exp with food re- 
tailer or mfr valuable—must write 
good plan showing exp & mkt 
analysis ability. 


2) Research—graduate degree. 4 
or more yrs’ agency exp in all 
phases of adv. research, emphasis 
on media. 


Both jobs wonderful opp. for am- 
bitious, self-starters wishing to 
share growth of medium-sized 
Chicago agency. Our omprgers 
know of this ad so write fully of 
exp, bkgd, earnings—all in strict 
confidence. Sell yourself. 


Box 452, Advertising Age 
200 E. Illinois St., Chicago 11, Il. 


Attention: PUBLISHERS 
Seeking a top-notch Assistant? Form- 
er business writer, agency exec. Exp. 
Adv. prom. & circ. d.m. Knows pub- 


CREATIVE ACCOUNT EXECUTIVE 
FOR CONNECTICUT AGENCY 


The able and easy-to-live-with head of this small but successful 4A 
agency is looking for another capable associate. 

You need to know and do trade and consumer copy, sales promotion, 
and you must be a good contact man. 

This is no job for either an amateur or a specialist, but it’s a superb 
chance for an all ’round ad man with a flair for copy, practical knowl- 
edge of marketing, and a liking for clients. Under forty preferred. 


Healthy starting salary, profit-sharing, rapid and substantial in- 
creases if you make the grade. This outfit has very high standards and 
requirements, but it’s a swell place to work. I know them intimately. 
Write me full details in confidence if interested. 


Kenneth Groesbeck 
Advertising Agency Consultant 
7 East 44th Street, New York 17, N. Y. 


lishing. Will make immediate finan- 
cial sacrifice for right future. 

Box 449, Advertising Age 
630 Third Ave., New York 17, N. Y. 


WANTED! 


MERCHANDISING MGR. ........ $14,000 
Solid background in dairy prod- 

ucts or related. Salary, bonus 

and stock options. 

MARKET RESEARCH MGR. ... Salary Open 
Background in agricultural feeds 

and suppl ts. Midwest loca- 

tion. 

eee $12,000 
Electrical-electronic industrial 

product b/g. 
See $12,000 


Consumer hard lines and light 
industrials b/g. 

ACCOUNT EXECUTIVE .......... $12,000 
Building materials or related b/g. 

Good copy and plans. Midwes 


cqeocy. 

BRAND DEVELOPMENT MGR. 
All-around advertising, sales pro- 
motion and merchandising b/g 
in beverages or food. For these 
and other current openings, con- 
tact me in confidence. 


GEORGE E. PYLKAS 


Executive Advertising Consultant 


CADILLAC ASSOCIATES, INC. 
29 E. Madison + Chicago 2 + FI 6-9400 
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4 Journal; (2) John T. Bethell, managing 
DIR. MKT. SESEARCH. impor- ABP Jesse Neal | editor; Lewis Brigham, staff writer; Wil- | F - . - a j Busse Heads LBI Unit 
a ie |liam A. Caperell Jr., art director; Mark | (| Alvin R. Busse has been ap- 
uct experience. to oans + Emond, copy editor; Richard C. Schroe- | . a ie pointed director of the new ne 
information division of Licensed 
Beverage Industries, New York, 


der, merchandising editor, National Pe- | 


MGR. 5-10 yrs. dairy or food troleum News; (3) Dr. Jay M. Gould, di- | 
ne, SE Awards Honor 22 see te eee 


retirement $14M irector of research, Sales Management. ic relations organization of 
SLS. PROM. WRITER, automotive Class 2—To an editor, or group of edi- public 
or appliance experience 10M 


the distilled spirits industry. Be- 
fore joining LBI last year, Mr. 
Busse was with National Broad- 
casting Co. 


FINIS ARTIST, all-around. 8500 Busin Pp tors, for the best series of related articles | 
ess a r on a subject, event or project of major | 

GLADER CORPORATION pe Ss importance to the field or industry served. 

110 5. Dearborn ‘CE 6-5353___ Chicago 


(Continued from Page 2) @ ist award: ny pe ere executive | 
: : editor, Industrial arketing. Merit 
Fine, Fast, Fairly Priced Photography of entries this year was improved | swards: (1) Frank J. Versagi, technical | Rubin Joins Gaertner 
over preceding years. A _ record | editor, Air Conditioning & Refrigeration 


, | Leonard G. Rubin, formerly sales 
number of entries were sent in this | News; (2) Daniel T. Braymer, senior edi- | j . 
a 4 tor; Ed Allen, midwestern editor; Fischer | [ee promotion director of McGreevey, 
4 T : nn : : Black, publisher and editor; T. R. Jordan,| ; : . sane errin owell, has n 
tnearperated . : ; me m: ed | Ae Tnecuez pas! Ww g & How bee 
e annual competition is spon- | assistant managing news editor; John J. | ! cened Aibether af 0 cakes Ge 


sored by Associated Business Pub- | Kearney, assistant managing technical | Pi Go 1} : t 
“tere ; : : motion division of Fred Gaertner 
photographers | jications. Mr. Neal, who died in Jr. & Associates, New York, retail- 


| 
oearsorn 21082 | October, 1957, was one of the or- Bei men ine and personnel cone 
sor womme Lagann ormeer cmsseo t scinow | ganizers and first executive secre- | API Adds Third Neal Award | | eee ing, marketing and p 


PUBLICITY COMMERCIAI! | tary of ABP. | New York, March 10—Dick_ ~~ | sultant. 
CONVENTION INDUSTRIAL Hodgson, executive editor of In-| pypuc service—The Advertising| = 


dustrial Marketing, yesterday WaS| Council idea has spread to France DO YOU WANT THE ACCOUNT? 
named winner of a first award in 


s Awards were given in two class- 
es each, in three categories: 


. under the banner, “Grand Causes ‘ -VERN'S! 
SPACE Category A—Average total paid circu- | the fifth annual Jesse H. Neal edi-| N tion l ” on red b 130 d orn Reach tor BRAD 
j Seen vp te See torial achievement competition. 7 ti eer. Sane 7 - i a sopenetrestes of pened 
q | Class 1—To an editor, or group of edi- = : : vertisers, agencies an media, in’ 
SALESMAN | tors, for the best single article or stemmed Mr. Hodgson was cited for his vertisers. 50,000 more available to sub- 


on an event or project of major impor- | presentation in IM—a sister pub- These ads, prepared by Publicis, scrimers. ford, Md 
tance to the field or industry served. Spe- |lication of ADVERTISING Ace—of | are part of the first campaign—for ee ve oer = 
Well-known, long established cial issues are eligible if on one theme. “analytical news coverage of pro- safety. r-Combetege E75 oF 
technical trade magazine has : | 


. @ ist award: Douglas Meldrum, execu- | posed changes in ion - 
opening for space salesman in §}| tive editor: \P S Nationel Taeue 


Gregory Dunne, associate 


New York City. Ownership of §}| editor; Arthur Gregor, technical editor; jtrial Advertisers Assn. organiza-| 


OLD JOB? 


ear desirable. Salary to start. James Ward, art director, Industrial De- | tional structure,” which appeared | 
Are you ready for something far 


more challenging and rewarding? 


Excellent opportunity, Details sign. Merit Awards: (1) Ray Ganly, edi-|in the monthly last year. 

B 44 Prd ‘ ty tor; A. L. Castro, managing editor, Mod- The category in which Mr. 
to Box 5, vertising Age, ern Brewery Age; (2) Dr. O. B. Irizarry, Bodeson’s ¢ ‘ 
630 Third Ave., New York 17, editor & publisher; Max L. Batchelder, |? Grom s story was entered cov= | 
New York presentation editor; Jorge Sarmiento, ered “the best series of related ar- | 


managing editor, Petroleo Interamericano; | ticles on a subjec , ‘ 
Dr. Morris M. Cohn, editor, Water Works . ject, event or project | 


ietahestne of major importance to the field 
Class 2—To an editor, or group of edi- |Or industry served. 

tors, for the best series of related articles 

on a subject, event or project of major | 4 x | 

importance to the field or industry served. | ® It was the third time that Ad-| 


@ Ist award: Ralph Caplan, editorial di- vertising Publications Inc. was | 
rector; Hiag Akmakjiam, associate editor; cited in the Neal competition. In| 


Jane Fiske McCullough, consulting edi- | 1954—when the awards were first | 
tor; Ursula McHugh, editorial assistant; 


| 
Box 87 James Ward, art director, Industrial De- offered—ADVERTISING AGE won an| 

THC MAG ime | sign. Merit awards: (1) Cal Morken, edi- award of merit for its coverage of | 

|torial director; Marlin Bree, managing/the Duane Jones account piracy 


|editor, American Fur Breeder; (2) Ruth | q : : 
'Gelarie, features editor, Housewares Re- evelopments. John Crichton, then 


; iew: (3) J. F. Koellisch, editor, Wood & |@xecutive editor, and James V. 
etn | +4 ow ver k? | Wood wondeaate. O'Gara, then associate editor, were 


5 SQ. INCHES 
MOUNTED 
by 


FLUSH 
Overnight 
Air em 


OFFICES Category B—Average total paid cireu- the winners. . ; Then, shoot for the job you really 
lation up to 30,000: Last year, Sidney R. Bernstein, 
i weeps magenens Class 1—To an editor, or group of edi-| AA editorial director, received an want (spell it out) with a classified 
ecently converted to office use tors, for the best single article or report | award of merit for the series, “Ad- 
i - — . 
Short or long term leases es See oe tahoe Rane vertising we can do without.” zx adin The Adver tising Market Place. 


High ceilings—fireplaces— 
UNUSUAL DECOR! 


cial issues are eligible if on one theme. 


PAT PALMER (Realtor) @ ist award: Jerome D. Luntz, editor | editor; Francis J. Sova, taiditie cash Your cost is low your chances 
and associate publisher; Robert E. L./ern editor; Kenneth N. McLean, indus- 
Templeton 8-4280 Adamson, assistant editor; William E. 


trial editor; Leonard M. Olmsted, man- 
aging technical editor, Electrical World; 
(3) Perkins H. Bailey, executive editor 
and fashion analyst; Walter H. T. Ray- 
mond, editor; Stanley E. Gellers and Wil- 
liam J, Ullmann, associate editors, Men's 
Wear; (4) Frank Breese, editor; John T. 


amazingly good. For your Ad Age 
message reaches over 158,000 
advertising, selling and marketing 


22 East 67th Street, New York City Boggs, research editor; Dimitrios Carat- 
zas, production editor; Jesse S. Cook III, 
assistant editor; Daniel I. Cooper, man- 
The Midwest's aging editor; Thomas L. Cramer, Harold 

tstanding pl ry L. Davis and R. Hobart Ellis Jr., a. 

j 4 ate editors; John E. Kenton, news - 
service for Adv. ° Art & tor; Harry Phillips, art director; Roy 


Hi “ Bethell, managing editor; Lewis Brigham, executives in the United States and 
a ee Thompsen, assistant art aerig odd — staff writer; Cornelius Brodersen, fuel oil 
'y appointment only Williamson, editorial assistant, Nucleonics. | eqitor; Rich " . 
59 E. MADISON + SUITE 1417 Merit awards: (1) James W. Franklin, as- pared eimeer tain tee pen enn Canada—the top brass with the au- 
Gioee babe sociate editor, Engineering & Mining | search editor, National Petroleum News. thority to say “You're Hired!” 
Art Director-Visualizer-Desi maple Category C—Average total paid circu- 
t Director-Visualizer-Designer * lation over 30,000: ° ati ae 
ADVERTISING SALES wants tie-in with agency or advertiser ¢ | Class 1—To an editor, or group of edi- Use This Space to Print or Type Your Classified Advertising Message 
who needs talent and long, varied layout ° _— hag fh — = tein or Pa. son | 
One of the top three con- || experience in ads, sales promotion. © \semee G0 tee MEMEcae Gnoaniee -aalea. Classified Rates: $1.25 per line, minimum charge $5.00. Cash with 
, f h ‘ Mature, contemporary-minded. Fee, or ® | Special issues are eligible if on one theme. | order. Figure all cap lines (maximum—two) 30 letters and spaces 
sumer magazines has opening | other agreeable basis. * | «es eeemimeees asia thus tines per line; upper and lower case 40 per line. Add two lines for box 
i in Chicago. Must have adver- | , BOX 447, ADVERTISING AGE e|othy Atkin, assistant editor; Robert K. number. Closing deadline: Copy in written form in Chicago office 
tising sales background with || * 630 THIRD AVE., NEW YORK 17,.N.Y. Mottett, managing editor; Mim! O'Shea, no later than noon, Wednesday 5 days preceding publication date. 
ase eeecesesseseseeeeeesee e222 editorial assistant; Robert J. Tucker, art . 
" proven record of sales ability, Gisecter; ¥. Brvan Wiliams, ensitanh o8b- lay Classified Rates: take card rate of $18.75 per column inch, 
: : tor, Flest Que, Geet ds: () Le and card discounts, size and frequency apply. 
aggressiveness and creative | ers ae wner. Bers awards: nil 
: bef ime A teeta fe to $12,000 | ter R. Bittel, manager of editorial pro- 
{ salesmanship. WANTED ADVERTISING MANAGERS || 8Tams, Factory; (2) Perry I. Prentice, 
1 b ae let d | Three openings ...... $9,000 to $12,000. editor, House & Home; (3) Elmer J. 
Please submit complete de- ae aie te $10,000. Tangerman, editor, Product Engineering. | 
tailed résumé of background, WANTED—ACCOUNT EXECUTIVES | Class 2—To an editor, or group of edi- | 
m P Five openings ... $8,500 to $18,000 tors, for the best series of related articles 
experience, personal details, naan taasen, INC. on a subject, event or project of major 
business references in adver- 29 E. Madison Bide i arghicase 2m importance to the field or industry served. 
nancia - 
tising field and salary re- e ist award; Perry I. Prentice, editor, 
} . ar P House & Home. Merit awards: (1) Byron 
| quirements. This is a major WANTED K. Ledgerwood, managing editor; John D. 
opening and an unusual op- Seaney, manent ether, Conant ae 
. . neering; urence ray, or; James 
portunity. Write box 448, GROCERY J. Cassidy and John A. Richards, associate 
isi Age, 200 E. Illi- editors; Barbara Ellwood, art director; 
Advert a Ml Be, 3 i PROMOTION Howard J. Emerson, West Coast editor; 
nois St., Chicago 11, Illinois. EXPERIENCE William G. McGuire, southeast editor; 
Ted Weber Jr., managing editor, Electri- 
{ i tunt tie om cal Merchandising; (3) W. L. Nel . 
peeirnay typ prep hse port technical editor, Oil & Gas Journal. # 
| ADVERTISING EXECUTIVE ||| Ps" ° 
| AVAILABLE The man we seek may be doing MER- Coffee Institute Running 
CHANDISING for ACCOUNT WORK in Contest for Best Brew 
@ Account Exec.-Supervisor ) an advertising agency . . . or he may be The Coffee Brewing Institute, lam enclosing $ 
® Adv.-Sales Prom. Mgr. - oy art . ae New York, is running a contest 
e er epartment of a manufacturer . . . or amon ; : rators to 
saan he may be SELLING to the grocery field [| Ons — feeding ope oduats 
Specialties: Word and picture ideas . . . or he may be employed In a SUPER encourage mproved production 
—dealing with clients and creative MARKET company . . . or he may be and service of coffee. 7 
people. 20 years in retailing and WRITING for a trade magazine in the Contestants are to submit sam- State 
agencies—New York and Western grocery or an allied field. ples of the coffee they serve. Those 


= jf = old. > a = 4 Salary up to five figure bracket, samples which, when analyzed, fall THE ADVERTISING MARKET PLACE 


complete résumé write Box 359 Seer OY eres within the ideal area of the insti- Clip and mail ADVERTISING AGE 
ADVERTISING AGE, 200 E. LAinois ot - gag a. tute’s control chart will win Gold- this form to: 200 E. Illinois St. 
St., Chicago 11, Mlinols. . IMlinois St., Chicago 11, Illinois a trophies for their produc- Chicago, Illinois 
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Chrysler, Ford Reveal Small-Car 
Models on Board, but No Timetable 


Detroit, March 12—Both Chrys- 
ler and Ford assumed tentative 
stances at the brink of the small 
car pond this week, but neither 
indicated when it might enter the 
water. General Motors stood firm 
on an earlier indication it would 
be ready to participate when the 
climate was favorable. 

Chrysler’s president, L. L. Col- 
bert, made the most precise of- 
ficial statement on what any of 
the Big Three small cars will be 
like in a news conference. 


® He said Chrysler has been 
working on a smaller car for ten 
years, has one ready now with 
prototypes under test, has spent 
about $10,000,000 on it, and that it 
would be a six-cylinder car with 
a 105 to 110-inch wheelbase that 
will do 25 miles to a gallon. 

It is expected to cost only $100 
to $150 dollars less than the pres- 
‘ent “economy” Plymouth, as equal 
labor and production costs would 
tend to hold up the price level, 
with the same number of parts 
and same manpower required. 

Mr. Colbert said his company is 
not sure yet when and if the pub- 
lic wants the small car and said 
the point of no return on a deci- 
sion will be late summer, if a car 
is to emerge in the near future, or 
before the end of the year. He also 
said Chrysler expects to produce 
100,000 cars each month from now 
to the end of July. He admitted 
announcement now of a new small 
car coming soon would hurt sales 
of the models now on the market, 
but insisted that was not the dom- 
inating factor in the delay. 


= Ford Motor Co. today elaborated 
on a broad statement of a couple 
of weeks ago when it indicated 
Edsel eventually might be included 
in the small car market, but not 
until 1961, and affirmed there al- 
ways would be an Edsel. 

There has been much educated 
guessing and some advance ex- 
perting, generally to the effect 
that Ford will come out with a 
109-inch wheel base car, 100 horse- 
power or thereabouts, with gas 
mileage up to 25 miles per gallon, 
and weighing about 3,300 lbs. It is 
rumored it will look something 
like the present English Ford 
Zephyr. Ringsiders say they think 
it will appear in October. 


® General Motors has said nothing 
to confirm, but the same fore- 
casters are predicting a Chevrolet 
with a 106-inch wheel base, 700 
lbs. lighter than the now-on-sale 
Chevys. GM’s car is expected to 
come first, the guess being late 
August or September. 

There is talk of as many as 
seven different new small cars 
eventually in the field, two at 
Ford, four at GM (where Pontiac, 
Buick and Olds also may make a 
bid) and Chrysler possibly with 
two. American Motors and Stude- 
baker, happy with a goodly in- 
crease in their share of the mar- 
ket as it is, so far have stirred no 
speculation as to ultimate changes 
for more economy on their part. 


® Merchandising the new small 
cars, apparently to come sooner or 
later, is causing agency men and 
dealers to sweat already. There is 
a problem of sounding the virtue 
of the large against the small, the 
luxurious against the economical. 
While no announcements have 
been made, some separate billings 
and client relationships seem cer- 
tain. 

The 1958 sales of passenger cars 
in the U.S. totaled 4,285,000 and to 
this was added 377,000 foreign car 
registrations, or 8.07% of the total. 
This percentage was only 3.46% 
in 1957, so the small car tide is 


indisputably rising, as far as the 
foreign car makers go. They pre- 
‘dict they will sell 500,000 or better 
jin the U.S. in 1959, whether the 


‘domestic small cars come out or| 


not. This would approximate 10% 
of the predicted total. 

| There is increasing evidence of 
'the American demand for small 
‘ears which up to now the Big| 
| Three say they have been unable 
to discover. They can glance again 
at American Motors, with more 
Ramblers sold in the first six) 
months of the 1959 model year| 
than in the entire 1958 model year, 


baker-Packard, which had less 
than 1% of the total market in| 
1958, but is doing 2% currently on | 
its Lark. It also has a 1959 first | 
six month model year production | 
figure in excess of its entire 1958 
total. 


s Also notable is the foreign car 
registration trend in the U.S. Re- 
nault registered 59,698 in the U.S. 
in 1958 and anticipates registering 
100,000 in 1959. Volkswagen regis- 
tered 102,000 in 1958 and predicts 
it will add 112,000 more in 1959. # 


Pillsbury Co. Must 
Drop Duff, Ballard, 
FTC Examiner Says 


WASHINGTON, March 13—A Fed- 
eral Trade Commission hearing 
examiner ruled today that two 
mergers which enabled Pillsbury 
Co. to improve its standing in the 
home mix and family flour mar- 
kets in 1952 were illegal and must 
be undone. 

One case involved Pillsbury’s 
acquisition of the Duff baking mix 
division of American Home Foods 
for $3,000,000 on March 10, 1952. 
This merger gave Pillsbury facili- 
ties and formulas which enabled 
it to displace General Mills as the 
leader in the cake mix industry, 
Examiner Everett Haycraft said. 

In view of the impact that it 
had on competition in the pre- 
pared mix field, particularly its 
effect on small companies, Mr. 
Haycraft said, Pillsbury ought to 
be required to divest itself of the 
Duff properties under an arrange- 
ment which restores Duff as a go- 
ing concern. 

Similarly, he said, the acquisi- 
tion of Ballard & Ballard Co., Lou- 
isville, for $5,172,000 enabled 
Pillsbury to gain dominance of the 
family flour market in many parts 
of the Southeast. His decision also 
calls for re-establishment of Bal- 
lard & Ballard as a going concern. 


# With its acquisition of Duff, 
Pillsbury’s share of the cake mix 
industry increased from 16% in 
1949-’50 to 31% in 1952, Mr. Hay- 
craft pointed out. Aside from the 
impact on General Mills, which 
lost first place, it has been a fac- 
tor in a situation in which more 
small companies have dropped out 
of this field than have entered it 
since 1952. 

His decision is subject to review 
by the commission. 


ACQUISITIONS WERE 
PROPER: PILLSBURY 


MINNEAPOLIS, March 12—‘Com- 
pany action on the ruling will be 
determined only after full consid- 
eration has been given the order 
and the opinion of the hearing ex- 
aminer supporting it,” Terrance 
Hanold, treasurer of the Pillsbury 
Co., said today in answer to a rul- 
ing by a Federal Trade Commis- 
sion examiner that Pillsbury 
should be required to dispose of 
the assets of two competitors that 


it had absorbed. # 


1 zee weats bee tain dts Praeat Dow 


Washington 6 D.C Supply 
@ hurry! 


FREE STAMP—To promote the use of 
air parcel post, the Air Transport 
Assn. is offering free air parcel 


post rubber stamps in ads in News- lit? ‘ti ‘ ite € 
pe i etting good sales resu r 
and going at a 37,000 clip in|“eek March 16 and U.S. News & 88 Bs s Ss 10 
the month of March, and at Stude- World Report March 30. Ketchum, 


MacLeod & Grove is the agency. 


Big Klatsch Ahead: 
3 Coffee Marketers 


Converge on Chicago 


(Continued from Page 1) 

on every page that carries ads in 
the Chicago Tribune and the 
Chicago Daily News. The teaser ads 
will say, “I am bringing the mount- 
ain to Chicago. Captain Folger.” 
Cunningham & Walsh, New York, 
is Folger’s agency. 

Folger also will conduct a cou- 
poning campaign (more _ than 
1,500,000 coupons) which will offer 
one free can of Folger’s for every 
can bought. 


= Livingston Coffee Co. is intro- 
ducting Fireside egg coffee, which 
has whole fresh eggs already add- 
ed, in both regular and drip grinds. 
The coffees will be packaged in 
vacuum-packed 1 Ib. cans. 

Advertising for Fireside will 
break March 25 with a full-color 
page ad in the Chicago Daily 
News. The same ad will run April 
1 in the Chicago Tribune, and the 
campaign will present four other 
two-color ads in each newspaper 
as well as a second four-color 
page within two months. 

A . saturation radio campaign 
will start some time in April with 
spots on five Chicago stations. Liv- 
ingston will climax its introductory 
ad push for Fireside with a heavy 
tv spot campaign but the size of 
the campaign and when it will 
start will depend largely on the 
Folger developments, ADVERTISING 
Ace learned. Keyes, Madden & 
Jones is the Fireside agency. 

Fireside egg coffee will be the 
first consumer product to be mar- 
keted by Livingston, which has 
been producing and selling institu- 
tional coffees since 1891. Fireside 
will sell for about 6¢ more than 
Folger’s and North Woods. 


= North Woods Coffee Co. is mar- 
keting a new regular and drip 
grind coffee with egg added. The 
company will use newspapers, 
radio and tv, but it could not be 
learned when the ads will start. 

AA also learned that North 
Woods would conduct a couponing 
program, with an offer of 15¢ off 
on the purchase of a can of the new 
coffee, Clinton E. Frank Inc. is the 
North Woods agency. 

Last fall North Woods intro- 
duced the first instant coffee with 
egg added in 54 midwestern mar- 
kets (AA, Sept. 29, ’58). # 


Hixson Retires from Agency 

Robert M. Hixson, for 25 years 
president of Hixson & Jorgensen, 
Los Angeles, has retired as a prin- 
cipal of the agency, but will con- 
tinue to provide counsel to the 
agency and its clients. Mr. Hix- 
son’s interests have been pur- 
chased by executive personnel. Kai 
Jorgensen, chairman of the board, 
also will assume the office of 
president, 


ee. 


Pharmaceuticals, 
Lorillard Face 


Squeeze at NBC 


(Continued from Page 1) 
night $100,000 Allen series, wants | 
to fit the Murray program else- | 
where on the schedule. 


® The matter hasn’t come to a 
head because the agencies haven’t 
yet been officially notifed. At the 
| moment each side is trying to sell 
| the other on its point of view. 

| “We are very happy with the 
Murray show. It’s rating well, and 


{our client,” Ted Bergmann, pres- 
ident of Parkson, told ADVERTISING 
| AGE. 

| And how does a buyer feel when 
|he is asked to move a show he is 
satisfied with to make way for an- 
| other customer? 

| “I can understand the network’s 
point of view, because I used to be 
on that side,’’ Mr. Bergmann, one- 
time head of the defunct DuMont 
network, said. “NBC wants to beat 
the competition and get the largest 
possible audience; it thinks Steve 
Allen can beat ‘Desilu Playhouse’.” 

Another factor, he said, is the 
network’s desire to recapture an 
hour of station time Monday 
nights. The Murray party closes 
the network at 10:30; the hour 
comedy show would keep it on the 
air until 11. 

“Yes, we can understand NBC’s 
point of view, but we can’t sympa- 
thize with it when it’s our cli- 
ent who’s affected,’”’ Mr. Bergmann 
continued. Especially, he added, 
“since this has happened to us 
before, when ‘“Twenty-One’ was 
moved from Monday to Thursday 
night.” 


# Lennen & Newell, which at the 
outset was reluctant to alternate 
on a show with the maker of Geri- 
tol, is now battling strongly to 
keep the Pharmaceuticals-Loril- 
lard-Murray status quo. But Loril- 
lard had a better reason than most 
for knowing that it may be a losing 
fight if NBC decides to go ahead 
with its Monday revisions. In the 
early tv days of 1952 this com- 
pany made an unsuccessful at- 
tempt to get a temporary injunc- 
tion to keep CBS from dumping 
“The Web” in favor of an R. J. 
Reynolds program. 


s At a time when clients are no 
longer lining up at the networks, 
why does NBC risk offending two 
good paying customers? 

“Because we have an advertiser 
who wants to buy into the Steve 
Allen show in a major way, and 
he wants Monday at 10,” an NBC 
official said. 

“But we are trying to work this 
out in a friendly fashion that will 
be agreeable to all,” the network 
executive continued. “We don’t 
push our clients around.” # 


Chilton Reports Income Drops 

Chilton Co., Philadelphia, has 
reported net income of $442,884, 
down sharply from the $862,593 
net in 1957. Gross income 
amounted to $13,553,397, down 
from $14,321,480 the previous year. 
G. Carroll Buzby, president, told 
stockholders in the company’s an- 
nual report that expansion in 1958, 
financed entirely out of operations, 
cost more than $800,000. “This 
decline in profits in 1958 was due 
largely to this reinvestment pol- 
icy,” he said. 


Myrbeck Adds Entron Inc. 


Entron Inc., Bladensburg, Md., 
maker of television reception 


equipment, has appointed S. Gun- 
nar Myrbeck & Co., Quincy, Mass., 
and Washington, to handle its ad- 


vertising. 


Marco Morrow 


Marco Morrow. 89, 


Retired Executive of 


Capper Group, Dies 


Topeka, March 10—Marco Mor- 
row, 89, retired executive of Cap- 
per Publications and a noted au- 
thor, died in a Topeka hospital 
Feb. 28 of a heart attack. He had 
entered the hospital several days 
before for observation. 

Born near Morrow, O., Mr. Mor- 
row served as managing editor of 
the old Republic Times, Spring- 
field, O. Later he was associated 
with the old Long-Critchfield and 
the White advertising agencies in 
Chicago before coming to Topeka 
in 1908 as director of advertising 
for all the Capper publications. 

Mr. Morrow became assistant 
publisher and the responsible head 
of Capper when Arthur Capper 
was elected to the U. S. Senate in 
1918. When the Capper publica- 
tions were incorporated in 1937, he 
became a director and vp. He re- 
tired in 1942. 


® Noted as a prolific writer in a 
variety of literary forms, including 
poetry, essays and magazine ar- 
ticles, Mr. Morrow numbered Carl 
Sandburg, Elbert Hubbard and 
Sherwood Anderson among his 
personal friends. After his retire- 
ment, he wrote a book about the 
people of Israel up to the time of 
the death of Moses. 

Mr. Morrow served as a director 
of the Audit Bureau of Circula- 
tions for 22 years. He served as 
president of the Agricultural Pub- 
lishers Assn. and was a director 
of the group for some 20 years. He 
also was a member of the national 
council of Sigma Delta Chi, Na- 
tional Publishers Assn., Press 
Club, and the Saturday Night Lit- 
erary Club. 


JOHN B. MOFFETT 


PHILADELPHIA, March 10—John 
Blair Moffett, 73, secretary and 
a director of the Chilton Co., a 
director of Farm Journal Inc. and 
senior partner in the law firm of 
Moffett, Frye & Leopold, died 
March 8 at Bryn Mawr Hospital. 

Mr. Moffett was graduated from 
Dickinson College and the Uni- 
versity of Pennsylvania law 
school. He had served for 37 years 
as counsel for Sun Oil Co. and its 
subsidiaries, Sun Gas Inc. and 
Sun Pipe Line Co., and was close- 
ly associated with the Pew family, 
major stockholders in Sun and 
Chilton. He was a member of the 
Union League Club, Merion Crick- 
et Club and the American, Penn- 
sylvania and Philadelphia bar as- 
sociations. 


W. B. FORSYTHE 


TORONTO, March 10—W.B. For- 
sythe, 61, who retired two years 
ago as president of Pepsi-Cola In- 
ternational, died March 8 in Tor- 
onto Western Hospital. 

Born in Maryland, Mr. Forsythe 
came to live here at an early age 
and served overseas in World War 
I with the Canadian field artillery. 

He was with Pepsi-Cola in Can- 
ada and Europe prior to assuming 
office in New York and living at 
Stamford, Conn. He had lived near 
Ballantrae since his retirement. 
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C&H Forced Note 
Signing by Fraud, 


Seklemian Says 


Both Sides File Claims 
and Counter-Claims in 
Agency Merger Suit 


New York, March 13—The legal 
wrangle between Calkins & Holden 
and Seklemian & North gained mo- 
mentum this week as attorneys for 
both sides filed claims and coun- 
ter-claims in supreme court here. 

The first formal suit in a raft 
of charges being readied on both 
sides was filed against Masis Se- 
klemian in New York and Victor 
North in his home state of Con- 
necticut. Messrs. Seklemian and 
North were partners in an agency 
which merged with C&H last Au- 
gust. The merger, however, was 
short lived. Mr. North was subse- 
quently fired by C&H, and Mr. 
Seklemian is due to leave the 
agency soon. 


# In still another countersuit, 
Calkins & Holden today charged 
Messrs. Seklemian and North with 
making a “false and fraudulent” 
billings estimate during merger 
negotiations last year. 

Seklemian & North, charged 
C&H, listed revenue from clients 
at “substantially in excess of 
$247,000” over a five-month period 
beginning Aug. 1 (this would put 
billings in the $3,500,000 range). 

Harking back to the $54,000, 
C&H charged Seklemian & North 
with “fraudulently concealing the 
prepayment of substantial amounts 
received from clients for the 
placement of future advertising.” 

These payments, C&H charged, 
included a $54,000 prepayment 
which Seklemian & North had re- 
ceived from Fruit-of-the-Loom, 
for an ad scheduled for the De- 
cember McCall’s. 


s Seklemian & North, said C&H, 
“falsely and fraudulently” told 
C&H that the ad would be commis- 
sionable, but that Messrs. Sekle- 
mian & North “had in fact previ- 
ously expended [the money], leav- 
ing Seklemian & North hopelessly 
insolvent.” C&H also said McCall’s 
later threatened to cancel the ad 
and that, at the request of the 
partners, Calkins & Holden paid 
the McCall’s bill. C&H paid the in- 
voice after accepting a personal 
note dated Oct. 2, the complaint 
added. 

In a new hassle, C&H further 
charged Victor North with wrong- 
fully removing furniture and of- 
fice equipment from the agency’s 
possession to use in connection 
with another ad business he is now 
conducting, North & Phipps. 


= In a general denial of the C&H 
charges, Mr. Seklemian gave the 
court his version of the events 
leading up to the disaffection be- 
tween North & Seklemian and 
Calkins & Holden. He charged the 
larger agency with “fraudulently 
inducing” him to sign the alleged 
note for $54,000 and in a counter- 
claim asked the court to rescind 
the note and restrain C&H from 
any further attempt to collect the 
money. 


s Stating that there was an “oral 
agreement” that C&H would pay 
the $54,000 media bill, Mr. Sekle- 
mian described a financial ar- 
rangement in which the Seklemian 
& North agency would repay the 
debt by applying 3% of billings 
and accounts brought into C&H as 
the result of the merger and of any 
future new business brought in by 
Seklemian & North. 

Mr. Seklemian said further that 
he and his partner on Oct. 2 signed 
a personal note for the money “as 


evidence of their good faith.” The 
note, it was further alleged, would 
e held in escrow by C&H and 
would not be operative or deliv- 
ered until termination of the merg- 
er on or before July 31, 1959, a 
date set by the two parties in the 
original merger agreement. 

The Seklemian defense then 
listed Dominion Corset Co., Klop- 
man Mills, Duofold underwear and 
Skyway luggage, with total billings 
of $1,075,000, as new accounts 
brought into the C&H shop. It 
claimed further that by applying 
3% against these billings, the cor- 
porate debt of $54,000 was reduced 
by “at least $32,250.” 

Mr. Seklemian wound up his de- 
fense by charging that the note for 
$54,000 “remains undelivered and 
inoperative” because of C&H’s al- 
leged breach of the agreement. 


# In a list of counterclaims, Mr. 
Seklemian charged the agency 
with “fraudulently” inducing him 
to sign the note, which he also 
claimed is invalid, and asked the 
court to rescind the alleged debt 
and award him damages, to be de- 
cided by the court. # 


New Strike Threat 
Hits N. Y. Dailies 


New York, March 13—Another 
New York newspaper strike threat- 
ens. Federal mediators have enter- 
ed contract negotiations between 
the Publishers Assn. of New York 
City, which represents the ten 
newspapers involved, and the New 
York Typographical Union No. 6, 
known as “Big 6.” 

Negotiations between the pub- 
lishers and the union were broken 
off Wednesday. A meeting of pub- 
lishers and union officers has been 
called today by Frank H. Brown, 
regional director of the federal 
mediation and conciliation service. 
Big 6 has called a membership 
meeting for Sunday to poll senti- 
ment on asking the international 
executive council to sanction a 
strike vote. 

Several major issues are involv- 
ed. The biggest obstacle to a settle- 
ment is the so-called “bogus rule.” 
This is the resetting of ads, pre- 
viously set in commercial print 
shops, by newspaper composing 
rooms. Publishers call it “feather- 
bedding.” The union calls it “re- 
production of advertising.” It ap- 
plies chiefly to local advertising. 
Also, the wage package negoti- 
ated last fall with the Newspaper 
& Mail Deliverers Union after a 17- 
day strike apparently is not ac- 
ceptable to Big 6 or to four other 
unions representing the pressmen, 
stereotypers, machinists and elec- 
tricians. 

The newspapers involved include 
the Times, Herald Tribune, News, 
Mirror, World Telegram & Sun, 
Journal-American, Post, Journal 
of Commerce, Long Island Press 
and Long Island Star-Journal. 


COLUMBUS STRIKE OVER; 
STALEMATE IN ST. LOUIS 


Cotumesus, O., March 13—All 
three dailies here are expected to 
resume publication March 15 fol- 
lowing: settlement last night of a 
14-day strike against the Colum- 
bus Dispatch, Citizen and Ohio 
State Journal. 

The dispute centered on a con- 
tract for striking pressmen. 

Meanwhile, there has been no 
progress on negotiations between 
the St. Louis Newspaper Guild and 
management of the strike-closed 
St. Louis Globe-Democrat. The 
Globe-Democrat sold its plant and 
equipment to its rival Post-Dis- 
patch Feb. 27 (AA, March 9), and 
upon termination of the strike, the 
Post-Dispatch will print the Globe- 
Democrat on contract. # 


Kaphan Moves in Israel 
Kaphan Advertising has moved 
to new quarters at 1820 Mikve 


Israel St., Tel-Aviv, Israel. 


| Last Minute News Flashes 


Stephenson Leaves Tracy-Locke, Opens Own Shop 


Houston, March 13—Clay W. Stephenson, exee vp of the Houston 
office of Tracy-Locke Co., Dallas, will open Clay Stephenson Associ- 
ates April 1, replacing the Houston office of Tracy-Locke. The agen- 
cies said “impending conflicts in accounts made the separation desir- 
able to both offices.” Accounts to be handled by Stephenson include 
Duncan Coffee Co., Houston; American Instants, Morris Plains, N. J.; 
TexSun Citrus Corp., Weslaco, Tex., and Wm. S. Scull Co., Camden. 


Janssen Piano Switches to Smith & Dorian 


New York, March 13—Janssen Piano Co. has named Smith & Dorian 
to handle its advertising. The account was last with Fred Gardner Co. 


OAI Shifts to Marschalk & Pratt from Al Paul Lefton 

New York, March 13—Outdoor Advertising Inc., after nearly three 
months of listening to presentations (AA, Feb. 2), has named the 
Marschalk & Pratt division of McCann-Erickson as its new agency. 
Al Paul Lefton Co. formerly handled the account. OAI plans to launch 
a new program next month, supported by a 30% increased budget. 


Tidewater Push Promotes Anti-Smog Gasoline 


San Francisco, March 13—The western division of Tidewater Oil 
Co. will use newspapers, radio and tv spots and outdoor signs in 29 
major cities in seven western states to announce its new Flying A 
100-Plus gasoline, which Tidewater claims is the first clean-burning 
anti-smog gasoline. Foote, Cone & Belding is the agency. 


Merger Forms Wilbur-Ciango, Beekman & Packard 


New York, March 13—Beekman & Packard and Wilbur & Ciango (a 
division of Boyer & Roger) have merged to form Wilbur-Ciango, 
Beekman & Packard, 41 E. 28th St. The combined operation handles 
divisions of Hudson Pulp & Paper, General Electric, Westinghouse and 


Fairchild, among others. The new agency expects to bill over $6,000,000 
this year. 


McCarty Co. ‘Disatffiliates’ from Its N.Y. Office 


Los ANGELES, March 13—McCarty Co. will exercise an “option to 
disaffiliate” from McCarty Co. Advertising Inc., New York. The New 
York operation, which had been Laughlin-Wilson-Baxter & Persons 
before it became part of the McCarty setup in 1954, must stop using 
the McCarty name within 60 days after notification of the split, Mc- 
Carty said. McCarty said accounts would be unaffected and that it 
would soon announce new New York facilities to service its accounts. 


Lindsay Co. Names Biddle; Other Late News 


e Lindsay Co., St. Paul, manufacturer of water softening equipment, 
has named Biddle Co., Bloomington, IIl., its agency, succeeding Ker- 


ker, Peterson, Hixon, Hayes, Minneapolis. The account bills about 
$350,000. 


e Max Factor & Co., in a consent agreement accepted by the Federal 
Trade Commission, has agreed to refrain from representing in ads 
(AA, Oct. 27, '58) that the company’s Natural Wave will make naturally 


straight hair naturally curly, or that the product will change hair 
structure. 


e John B. McLaughlin, who resigned as vp of marketing of Purex Corp., 
South Gate, Cal., in November, has set up a personal counseling service 
in marketing and creative advertising, with offices in Laguna Beach, 
Cal. In addition to serving his own clients he will work with the new 
management service of Ward J. Jenssen, Los Angeles, which has among 


its clients a number of agencies and more than 100 grocery chains and 
associations. 


e National Assn. of Insurance Agents, New York, has launched a 26- 
week spot tv campaign in 157 markets, using minutes on news, wea- 
ther and sports shows. The agency is Doremus & Co., New York. 


e Garfield Advertising and Hoffman Advertising, both of San Francis- 
co, have merged to become Garfield, Hoffman & Conner. Sidney Gar- 
field is board chairman, Robert P. Hoffman is president and Alan 
Conner, exec vp at Garfield, keeps this title in the new agency. 


e American Cyanamid Co. will move its industrial chemicals division 
from Hazard Advertising Co. to Erwin Wasey, Ruthrauff & Ryan May 
1. EWRR already handles advertising for Cyanamid’s Lederle Labora- 
tories, fine chemicals department and surgical products division. Haz- 
ard retains Cyanamid’s plastics and resins, pigment and organic chem- 
icals divisions. EWRR, Chicago, has added the account of Zonolite Co., 
Chicago, miner and processor of vermiculite. The account, which re- 
turns to EWRR after a three-year break, has been handled by Henri, 
Hurst & McDonald. Zonolite bills about $300,000. 


e The Dodge division of Chrysler Corp. announced March 13 renewal 
of the one-hour Lawrence Welk Saturday night tv show, extending 
it from July, 1959, to July, 1960. This program is carried on ABC-TV, 
currently on 214 stations. The program has been on the network 
since 1955. Welk first started with Dodge in Southern California in 
1953, went national in 1955. 


e The University of Chicago has named Fulton, Morrissey Co. to han- 
dle a campaign in metropolitan Chicago to promote the advantages 
of living in the Hyde Park area, site of the university. The account 
reportedly will bill approximately $100,900. 


e Who has the Intermountain Network—ABC exclusively or Mutual 
and ABC? George Hatch, head of the regional net, told AA that of the 
45 stations, three already take ABC, 39 will affiliate with that chain 
beginning March 15 and three are expected to stay with Mutual, since 
ABC already has stations in those cities. KALL, Salt Lake City, will 
be a primary ABC outlet, but it may carry some Mutual programming, 
at least until the network gets a replacement. And individual Inter- 
mountain stations may decide on their own to carry some Mutual 
fare, Mr. Hatch said. 


e The sponsor trend back to a single blockbuster name continues. At 
press time Revlon, New York, was negotiating with Ed Sullivan for 
weekly sponsorship of his CBS-TV show on a pattern along the lines 
of the Perry Como-Kraft deal. Mercury, Edsel and Kodak now share 


this show. 


Stations ‘Under 
Scrutiny’ of Y&R 
on Triple Spotting 


Matthews Says Agency 
Finds 22% of Its TV 
Ads Hit by ‘Violations’ | 


New York, March 12—The me- 
dia boss at Young & Rubicam, 
which bills $100,000,000 a year in 
broadcasting, yesterday held a 
press conference to put tv stations 
|“on notice” that their “unethical, 
|if not illegal, practices” are under 
observation. And he warned that 
| the agency will now have facts to 
|back up its complaints against 
triple spotting, the shaving of net- 
| work programs and product con- 
| flicts, ete., in the 75 markets mon- 
itored by Broadcast Advertisers 
Reports. These reports cover 235 
stations. 

William E. (Pete) Matthews, 
media vp of Y&R, said the agen- 
cy’s investigations indicate that 
22% of its tv commercials have 
been subjected to some kind of 
“violation.” Most of these “viola- 
tions,” he said, are multiple spot- 
ting or the short-changing of net- 
work advertisers, who do not get 
all the time they paid for. 

Mr. Matthews said there had 
been a few cancelations of spot 
and network schedules—about 1% 
—because of repeated violations 
that could not be corrected through 
other means. He would not say 
what products, shows or stations 
were involved, 

Mr. Matthews emphasized that 
he was not condemning the whole 
industry and said Y&R is not “in 
the position of disciplining media 
for the fun of it.” But he added: 


s “We must see that our clients 
get services in terms of the great- 
est value to them,” he said, add- 
ing that in television, as in every- 
thing else, they are making a 
“proper and congenial use of the 
medium,” 

Mr. Matthews said Y&R is fear- 
ful that practices which give the 
effect of over-commercialization 
may undermine the health of the 
medium. If television becomes less 
effective and appealing to the 
public and less acceptable as en- 
tertainment, it will have less val- 
ue for the advertiser, he contin- 
ued, 

In most instances where the ad- 
vertiser feels that his commer- 
cials and/or programs have not 
been handled properly, a protest to 
the stations, representatives and/ 
or the network concerned has 
been enough to rectify the situa- 
tion, the agency executive said. 

Cancelation appears to be the 
last resort. First comes the pro- 
test, and in some cases, a demand 
for rebates or “make good” com- 
mercials, he said. Y&R, like many 
other agencies, now attaches a 
rider to its spot contracts nullify- 
ing the order if the announce- 
ments are triple spotted (though 
there are some exceptions). 


s Mr. Matthews said the “ques- 
tionable practices” of tv are a 
matter of concern to such Y&R 
clients as Lipton Tea and General 
Foods, among others. He said that 
cHent interest will probably be 
stimulated still further by the 
BAR report on 25 markets which 
are being monitored for the first 
time (AA, March 9). That report 
counted a total of 5,036 nighttime 
irregularities on 71 stations during 
a single week last fall. + 


Recht & Co. Reopens 

Robert Recht, formerly owner 
of Rex Furniture Stores, has re- 
opened his agency, Recht & Co., 
in the Taft Bldg., Hollywood, 


See By ery, ae Fie ae eas mee ne Pe es Gee fa Mt ea * 5 ari ig: x, eee A es Soke pote, ee: tt lt a Se aaa 9 eee ee ee ed APS eet ceed feet a ae ex 
eho aE 5 aah oe, ae ego. 2 iene si coset ae: cian f Br elie agen 23S" AS Re Ea. TAMgeh Sr Aean Saas |” aM Bo ele sd “s ipa ee asi ge i See the: : Tae ee ee 
Pe ee ee a ee eee eS Bs en ae ee des i ase 7 s? =a hy : Pf piso a sci ; » Baad A 
" Boe il i ter ¢ Ecace re pa, i Seas ee pan ed aL es | age ere z Sev Net ene Ce 5 : Pe ge pos Sie 
Pari Tt SERN 8 2 SS Rs ee eee ’ 2 peoarans at i nk, aOR ie h if ‘ nee Ie nes ara op eee ee 
a ss ee ed cen CE EE.” _ ae ¢ 2 at 
| ry 
| ee: 
ee Aes 
Bruin a 
it Re 
Sea 
aire @ Bieta 
Sigheee ans 
ana ee, 
ia, eae ae 
| ees 
| i Ae 
} “34 ‘ea 
ce 
| yo Bye. 
SL eee 
Ee tee 
as 
See ae 
Kite ts 
eo oe 
ae . 
page 
Set vies: 
. Se 
ha 
PO * phar’ Woe 
ee ete. 
ig uae, (ana 
ee 
papi 
Rice * 
ee P 
erect 
a al 
D Tae 
‘pane at 
PO ee, 
Same 
! Sy 
nos eee 
Ash Site: 
rset S 
wher 
gine Ae 
sepa” 
yore es ie 
Pe 4g 
oe 
| ea as 
ys 
sy 
es. 
ae 
ae) a 
et oeiey 
puce 
PaTER AT 
‘ ig the: 
yee 
i ae 
er is 
ee “ 
RES 
esi 
ee 7 
ee 
ee 
Sry 
Wee, 
SOP oral 
Ty ital ie 
ae 
ae 
ayes 
{ af 2 
ee.) x 
{ aa 
| | law 
| | Eicon 
| | Po : 
peat 
Ly 
- = 
; 
} 
| ee 
‘ 
{ | | 
) 
| ee 
| 
; 
’ | & 
* 
f a 
Pade 
| . 
*s 
| | : 
~~ e * z 7 
7 : oO Ney i te oc ae AR a Po RLY ay EP at nl el ines Se ee en ae 1 Sas ye, oe a! Se . J ina ag ips a 3 irc 3 =, : : 
B ieee cSt. ade Gat Space Daeg Ca, catan = Tir ey cS Pert oe ay So tek Meee, Sere . ha . Fy 1 ee ee Ol ens emer aiig® ! 
ih wise 7 RY se a ae SMa Etat dS gto ke Gu em Se ee! ie ertenee! Meta ahp aging | Vem f TS 3 “y iis BORE crak Rents la ar 2 RE a ch 
ROME gets Oe Bias So eee nrg eke hh Me leas “cao ese Be ANC a 0 ie eee ne Serge. 2a Bo tt eats os 
aa. me tothe ae a ed ie oe Oe Bo nt tactic eR Ay re WN emt BUR ee Con rae erie rae ©. it neh aes ee Ot Bp ems kh Pe i Ta) ae ch’ |p. PDR MMs os = a 
WE Seis aca ig 7? 2 a tO, We) ee aeckree, Prec ae bara nt gee nme oe ail aM hs SAE 8 PSR ICEL a + eee oli Ree rae Sh 
og Vie eee ts ly WE ee ao sired 2 WN he Le rgaiaied Bee ait +S Ok ARS onan Belcan Oe a grea ofa US SAIS Re tm aoe san ey iS ae CE ier ema Sapee 2.4 ee es 
rehire Ses sited eR kd oe My tse ia eye Ye Ee haen ag a ES BS Ae ae ame ale Pe en ak ee ee ee ee si Tl Se ae ee Re ae 
me Pap 2 Tae Cae a cei Bee i nt Pete Migs eA aal eee. ee a wef) e Te ee oa ea ene = MMe eeear yy en ce hig ra omer Rae ice ee eat | ape EE Ree ee ee 
eis - ies Ee , ee ee. Me ei es Pe ioe eee eT UE Rana: Sask ee ee Wee atin ae aan obi apa) pact ea eS imeem Ae oye eee Seige fe Seas ce LE SPR ee MeN eee RERUN Sv, A Uae A a 
a nvseremee n.d pa ‘eres Soa See Ew irre ye WR etal Dt Meu ammo! Ags Werte. aS ae) Pe Bee SB = Vo a ae nec ee ie ae ror. phe | ag eae era AAD car on RY oe Sere eh aa Sb) 


114 


IN 1958 


LIVING... 


ST 


in number of stores tying in through 
their own advertising with LIVING 
advertising and editorial features 


ST 


in total number of tie-in advertise- 
ments run by retail stores 


SI 


in total retail tie-in linage 


RETAIL TIE-IN ADVERTISING 
YEAR 1958 
(advertising and editorial*) 


Advertise- Total 

Stores ments Linage 
LIVING 1,431 2,490 1,183,578 
H. B. 1,340 2,155 710,162 
H. &G. 1,109 2,091 581,675 


The Time Of Purchase Magazine 


LIVING 


FOR YOUNG HOMEMAKERS 


*Source: Advertising Checking Bureau 


575 Madison Avenue 
New York 22, N. Y. 


Magazines Sell 
Big Ticket Items 
Better: Hubbell 


| (Continued from Page 2) 
vertising gimmick. You don’t real- 
ly do a job of selling in 20-second 
spots an item that requires $50, 
or $100, or $200 or $300. I was 
|interested in examining the ex- 
|perience of the ten largest adver- 
tisers in the U. S. Six are in the 
package goods field—soaps, cig- 
arets, etc. 

“And four of them—General 
| Motors, General Electric, Ford and 
|Chrysler—make big ticket items. 
| Those four, year after year, spend 
more money in magazines than 
| they do in electronics. That repre- 
sents the sum total of their ex- 
perience, and it has to be the sum 
total of anybody’s experience in 
that field—that magazines are the 
indispensable medium of adver- 
tising.” 


e Donald K. Clifford, Doherty, 
Clifford, Steers & Shenfield: “I 
would like to stress to you that 
magazines are today the only sole- 
ly national medium. They consti- 
tute the only medium that cannot 
be bought locally. Magazines offer 
certain efficiencies and certain 
advantages that only a wholly na- 
tional medium can give. 

“It is interesting to me to con- 
template that magazines may have 
high subliminal values. A maga- 
zine is picked up and thumbed 
through again and again and 
again. And advertisements that 
are not consciously noted—not 
consciously seen—have opportun- 
ity after opportunity to build im- 
pact on the subconscious.” 


e Jane Trahey, Jane Trahey As- 
sociates: “Having talked to a lot 
of you from Hearst and to a lot 
more media reps from other pub- 
lications and other books, I am 
constantly amazed at the lack of 
understanding and the lack of 
knowledge of your own books. For 
instance, most of you don’t read 
them consistently. You know more 
about your competition’s product 
than your own. Oh, sure, you 
check on ads placed, but I'll wag- 
er that not one of you has read 
the entire issue of his book for 
as much as three or four months.” 


e Thomas E. Hicks, vp, Lever 
Bros.’ Pepsodent division: “Stop 
fighting television and join it. 
Gear your presentation to com- 
plement television coverage. Use 
overlays to demonstrate how your 
book will get into places a short 
network buy leaves entirely un- 
covered. 

“The 20 national manufacturers 
who are spending half of the total 
advertising dollars accounted for 
by the 100 largest national adver- 
tisers in this country are inter- 
ested, primarily, in reach and fre- 
quency. Ask yourselves—how can 
we be teamed up with other mag- 
azines to increase the reach and 
frequency for the advertiser?” 


e Marion Harper Jr., president 
and chairman, McCann-Erickson: 
“Magazine editors are probably 
the real pioneers of what has be- 
come known as the modern mar- 
keting concept—([that] there is a 
continuous cycle of communica- 
tions between the producer and 
the market. The producer decides 
what product he will make, what 
package he will use and how he 
will advertise and sell it—not on 
the basis of what his manufactur- 
ing and sales departments tell 
him, but as a result of informa- 
tion gained from the consumer. 
“It’s a matter of journalistic 
|history that magazine editors have 


|been practicing communications | 
both to and from the consumer 
from the beginnings of magazines. | 


—ae 


NoTED—Potables led the list of top-three remembered outdoor post- 


ers during the four weeks ending 
& Staff. Of those interviewed in 


Feb. 4, according to Daniel Starch 
28 markets, 58% remembered the 


Coca-Cola poster; 55% the Rheingold beer poster, and 53% the 
Schaefer beer poster. The remaining seven best-noted posters were 


Ford, 49%; Falstaff beer and Fle 


ischmann’s whisky and gin, 46%; 


Budweiser, 45%; General Tire, Hamm’s beer and Sunbeam bakers, 


44% 


each, 


Advertising Age, March 16, 1959 


\the rest is spent in waiting, tele- 
phoning, traveling, paper work, 
etc., so that in a 40-hyur week, 
selling occupies only 16 hours. 
“Are we wasting too many of our 
16 hours on men who can only 
indirectly help us make a sale?” 
he asked. “It’s always been my 
opinion that media salesmen 
spend too much time with men of 
secondary and tertiary impor- 
tance.” 

The seminars were confined to 
Hearst people, but were command 
performances, with tickets printed 
and attendance obligatory. + 


Adman Should Share 
in Planning of New 
Products: Schruth 


(Continued from Page 3) 

The major problem facing 
American business in the next 
decade is to sell and get the pub- 
lic to consume all of the goods 
produced, he said. He pointed out 
that Arno Johnson, of J. Walter 
Thompson Co., has been quoted 
as predicting that national adver- 
tising expenditures will have to 
jump from the present $10 billion 
annual level to about $17 billion 
in ten years in order to move 
goods at a $700 billion production 
level in 1969. 

Predicting that many new prod- 
ucts will be developed and mar- 
keted in the next ten years, Mr. 
Schruth advised companies to take 
full advantage of their corporate 
or institutional ad campaigns. 

“The corporate ads that you run 
today can sell the products that 
you will offer tomorrow,” Mr. 
Schruth said. “Here’s an over- 
looked opportunity to sell the 
dreams of your drawing boards— 
and your research laboratories. 
The corporate image can sell far 
more than nebulous good will.” + 


“I’d say that it’s true in the me-| which worked with Admiral and 
dia field that too much time is;|Sylvania, landing them in front 
spent on minute comparisons with | fashion windows of leading stores. 


competition. I'll concede that this 
has been encouraged by media 
buyers, who often want the mate- 
rial as a basis of recommenda- 
tions. But a service contribution 
—one that’s based on the buyer’s 
interest and need of the medium 
—will exert far more leverage to- 
ward a sale.” 


e Charles Halverson, group su- 
pervisor, Fuller & Smith & Ross: 
“It is high time media repre- 
sentatives and their principals be- 
came marketing conscious. Once 
a manufacturer decides to place 
the advertising of his product in 
one of your magazines, you be- 
come inextricably involved in the 
sales action for that product. 
Whether you like it or not (and 
I’m sure that you do) you have 
become a part of somebody’s mar- 
keting plan.” 


s And here are some of the crea- 
tive selling ideas explained at the 
Hearst seminars: 


e Jim Green, of House Beautiful, 
went to homes of Thunderbird 
buyers and snapped pictures of 
their houses, with the T-bird in 
each driveway. Ultimately the 
magazine sold a “Fine car-fine 
home” idea to the agency and got 
itself on the 1959 media list. 


e American Druggist figured a 
way to design an in-store display 
that could be printed flat and 
bound as an insert, which it sold 
to Merck, Sharp & Dohme. 


e Sports Afield sold Schick on a 
combination deal, under which 
the customer would buy a shaver 
kit for 98¢ and get a fishing lure 
in a hip pocket tackle box—getting 
18 consecutive two-thirds page, 
two-color ads in the process. 


e Harper’s Bazaar took a look at 
the ever-thinning television set, 
and came up with promotion: 


manager, 


holders meeting, 


president afterward, 


publication, sold 12 34-page ads. 


to 31 pages of advertising anc 
more than $500,000. 


® In initially laying out the sem- 
inars, Richard E. Deems, exec vp 
of Hearst Magazines, told the 
group, “Creative selling means 
only one thing—the kind of selling 
that creates business, that delivers 
benefits. Let us not merely try to 
sell white space—let’s try to help 
our customers to greater profit.” 

Mr. Deems also had some point- 
ed advice. He noted that research 


e Richard V. Pitman, advertising 
Motor Boating, had 
bought stock in Daystrom Corp., 
which owns Heath Co., which was 
about to put a marine radio di- 
rection finder kit on the market. 
He went to the Daystrom stock- 
talked to the 
convinced 
him no advertising program in the 
boating field could exclude his 


e Good Housekeeping used hang- 
tags, buyer’s guides, presentations, 
trade advertising, publicity, mar- 
keting and retailer tie-ins to build 
a mammoth wash-n-wear promo- 
tion in its May issue, amounting 


Wisconsin Supreme Court 
Okays Price Ad Restriction 

The Wisconsin supreme court 
has upheld the constitutionality 
of a state law prohibiting the ad- 
vertising of the price of eyeglass- 
es. The unanimous opinion said 
the law was intended to protect 
the public against the practice of 
filling the prescription to meet the 
price rather than the needs of the 
patient. 

King Optical Co., a Chicago com- 
pany with a Milwaukee office, 
had asked a circuit judge to issue 
an injunction against enforcement 
of the law, claiming the law ap- 
plied only to optometrists, not op- 
tical dispensers (AA, April 7, ’58). 
When the judge refused, King ap- 
pealed. 


PRINTING BUYERS 


FACTS—about roll-fed offset printing 
Paper in rolls costs less 

Prints 4 times as fast 

Prints 2 sides in one operation 
Prints and folds on press 

Two colors at single-color prices 
CATALOGS—CIRCULARS, etc. 


says only about 40% of a sales-| Akron, Ohio 
man’s time is available for selling; | FRanklin 6-6175 
ADVERTISEMENT 


advertising journals only. 


In an advertisement appearing in the February 2, 1959, 
issue of Advertising Age, we stated, “Do you know that 
a classified ad in AA will give you more reader saturation 
and greater persuasion right on your own home ground 
than any other marketing paper available to you?” 


This comparison was intended to refer to paid circulation 


ADVERTISING AGE 
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Paul Petrack takes the 


stand for 


[electronics | 


ITT (International Telephone & Telegraph Corp.), 
Components Division, Clifton, New Jersey is a lead- 
ing electronics manufacturer of electron tubes, fixed 
capacitors, silicon power diodes, selenium rectifiers, 
hermetic seals, miniature switches, and other com- 
ponent parts. 

Former Chief Engineer, and present Product Man- 
ager for silicon products, Paul Petrack is a market 
expert for electronics components. His functions re- 
quire him to determine what products will be in 
greatest demand (according to the industry’s latest 
technical developments) and what products will be 
the most profitable to market. 


According to the subscription records, electronics 
is sent to your home. Why? 

Because I have more time to read it and more time 
to digest it. 


Does electronics help you create new business for 
ITT? 

Yes, by keeping me aware of new developments in 
industry, the state of the art, and market potentials 
for existing products, we are better able to direct our 
efforts toward meeting our product goals. 


What “product image” has electronics conveyed to 
you over the years?...or, How would you define 
electronics’ position in the electronics industry? 

I consider electronics required reading...it is clear, 
concise and complete. 


If it's about electronics, it’s advertised and read in electronics 


electronics 


Published WEEKLY plus the mid-year electronics BUYERS’ GUIDE 
A McGraw-Hill Publication + 330 West 42nd Street, New York 36, N. Y. 
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ONE WAY TO FIND OUT lF IT's WASHABLE »«« Maybe Barbara Ann isn’t being very scientific, 


but she’s found one sure way to prove the washability of those plywood walls. The editors of McCall’s offer you a more practical 


(and less messy) way of knowing in advance the “performance values” of wall coverings—or any product. When you see 


the familiar McCall’s Use-Tested symbol on the products you buy, you know McCall's editors and technicians have tested them 


thoroughly and endorse their performance under actual home-use conditions. The manufacturer’s reputation, 
of course, is your assurance of a product's quality—but for an authoritative third-person analysis of a 
product’s actual performance, there’s nothing that can take the place of McCall’s Use-Tested 
certification. Most high quality products are now eligible for Use-Testing by McCall's. 
- Manufacturers can find out how their products can qualify for McCall's Use-Tested program 


by writing to McCall's, Dept. HP, 230 Park Avenue, New York 17, N.Y. 


McCall’s, the magazine of Togetherness . . . circulation now more than 5,300,000 


Trademark 
of McCall's 
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